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Our large staff of 
ENGRAVING ARTISTS 
assures prompt service, finest 
workmanship in every detail. 

Monograms — lettering — 
crests, trade marks or other 
devices — ornamenting and’ 
enamelling. == 
Original na created for 


special purposes. \ 


$25 Ser 
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The cover—A scene from 
"This Gracious Heritage," 
an educational film pro- 
duced for the Gorham Co.., 


makers of Gorham Sterling. 
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THIS SPRING... Marce sets the trend with 
an exciting new series of bracelet- watches, 
elegantly designed in Gold as well as 
Platinum... Executed in the WBO plant— 
where every step in the creation of jewelry 


masterpieces is perfected under one roof. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET NEW YORK 23, N. Y. 
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IT’S KITTEN QUIET... 


because it has fewer 
moving parts! 


Wee sauna 


YOUR CUSTOMERS buy alarm clocks to perform two 
services. 1—To sleep them peacefully, quietly. 2—To 


wake them gently, pleasantly. 


THE SEssions “CATNAPPER” ALARM — like all Ses- 
sions electric clocks—is quieter because it contains far 


fewer moving parts than ordinary clocks. 


The Sessions ‘‘Catnapper”’ wakes people more pleas- 
antly because the alarm is a gentle melody-bell, not the 
ordinary electric alarm buzzer! Add to these two strong 
sales points the facts that the “Catnapper” is a depend- 
able handsome clock, and that, with other Sessions 
Clocks, it is nationally advertised in almost 18 million 
advertising messages in the country’s leading maga- 
zines, and you'll see why it’s a splendid clock to stock 
and display! $4.95* 


(Sessions Clocks 


SELF-STARTING e¢ ELECTRIC 





THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: Merchandise Mart Plaza; In San Francisco: The Western 
Merchandise Mart; in Canada: Northern Electric Co.,.Ltd., Montreal, P. Q. 





















No. 480 


A new desk or dresser 
clock, in mahogany or 
maple color, with fluted 
edges. Also available 
as an alarm. $7.50* 


No. 339W 


The famous Sessions 
Teapot clock— Amer- 
ica’s fastest selling kitch- 
en model, In six colors. 
$4.95* 


3: TE eae 


No. 464W 


A traditional model in 





solid mahogany with 


decorated metal dial. os 3 
$18.50* Shaan = 


<cunet or ‘ LL) Or 


Oo" “ay 
*. Guaranteed by @ 
Good Housekeeping 
a hoy ~ 





*Prices Protected Under The Fair 
Trade Act 
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K & B “labor-saving” ring findings enable 
you to manufacture superior rings with less 


effort. The Settings, Tops, Shanks and Bezels 
iilustrated here are to be found in our 


comprehensive catalog, which features every 
conceivable type of finding you may require. 80-OCTAGON 


THE LEADING RING. 


FINDING MANUFAC TURERS 
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»e- and Hamilton Watch sales, too 


Hamilton’s graduation advertising is stepping 

YJ from the colorful pages of six national 

magazines right into the hearts of millions of 

parents. This little girl and this littie boy are helping these parents 

recall memorable moments of years gone by. Their own children 

are ready to graduate this year from school or college, ready for the 
traditional graduation gift, a fine Hamilton watch. 

This sales-producing advertising will appear in the Saturday 
Evening Post, in Collier’s, Time, Look, Country Gentleman, and 
the National Geographic. That means a total of 15,387,734 sales 
messages. And every message points up Hamilton as the gift which 
expresses love and pride in the Class of 49. 

Throughout the pre-graduation season, this Hamilton advertising 
will be reaching and influencing the people who most interest you. 
The worthwhile homes in your area are well covered, giving you the 


opportunity to build your graduauon sales and graufy your customers. 


HAMILTON WATCH COMPANY ¢ LANCASTER, PENNSYLVANIA 


HAMILTON 


The Watch of Feil road Hecutacy 


POST 
Collier's 


THE NATIONAL 


GEOGRAPHIC 


Look 
TIME 


a, Ountry 
entleman 
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Our line of wedding ring blanks is so 
complete that it offers you the 
advantage of a single source of supply 
for anything you may need. We show 
here several matched sets, in popular 
basic shapes, which may be had in all 
widths. We make rim rings for wide 
bands, channeled and azured rings for 
diamonds of any size and fish-tail and 
fancy rings, all in jewelry-palladium, 
iridio-platinum and gold, as well as 
fancy rings in jewelry-palladium-gold 
combinations. All our ring blanks are 
precision-made and require only a 
minimum of labor to produce the 
finished ring. 
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RANGARIES 


THE GIFT BEYOND COMPARISON For Easter... for the May devotions 
... for parochial school graduations or first Communions and Confirmations .. . there 
is no finer or more appropriate gift than a Simmons rosary. In fact, for such occasions 
a Simmons rosary is a gift beyond comparison. Each bead is cut from imported, 
clear simulated crystal. The medallion, crucifix and chain supporting the crystals 
are Simmons Quality Gold Filled. And the rosary is offered in a fitting rich gift 


case complete with convenient carrying purse. Show them in your store right now. 


FPF SIMMONS COMPANY ATTLEBORO, MAS S. 


MAKERS OF SIMMONS CHAINS © SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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PRESENTING 


Bretton’s Exclusive New 


The only watch bracelet with 
sparkling diamond-like links 


It's new! It’s different! It’s revolutionary! 
What’s more, “Leading Lady” does more to glamorize 
and beautify a watch than any other watch bracelet ever 
created. It lends tone, richness, distinction. And it 

provides an unmistakable luxury touch. As another example 
of BRETTON’S ingenuity and designing skill, “Leading Lady” is 
in a class by ‘itself. Watch how it sells on sight! Created to 
retail at $11.75gtax included—1/20 12 kt. gold filled. 


SOLD THROUGH LEADING WHOLESALERS 


BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20 


Factories: Bridgeport and Montreal 






“PATENT PENDING 


NATIONALLY ADVERTISED 


Bretton 


FIRST AMONG FINE WATCH BANDS 











the urge to buy starts 
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LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 





fine watch movements 
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The Bristol Ring line ena- 


bles you to offer your cus- 
fomers large variety and 
fine quality at the right 
price...assuring you more 


profitable sales. 
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You can’t see it. You can’t put your finger on 
it. But there’s an invisible barrier across your 
front door today that keeps a lot of good, poten- 
tial customers “‘on the outside, looking in’’. These 
people associate jewelry stores with expensive 
merchandise, and they’re a little afraid to set 
foot through the door. 


en 


stops your store traffic! 


enter your store. It does not take a Superman to 
know that the jackpot question is “How can [ 
attract more people inside of my store?” 
Months ago we put the smartest brains in our 
marketing department to work on the problem. 
They came up with several possibilities. Then we 
questioned, quizzed, tested—and now we know 


the foolproof answer. 
It’s easy, it’s tested, it’s for you—4 simple steps 
for any jeweler. 


“Store Traffic” is just people, like you and the 
folks next door. Marketing experts tell us that 
you sell about 50 out of every 100 people** who 


Here they are: 


1. Include watch bands, with prices, in your advertising 
—newspaper, radio, mailing pieces. 


2. In your window, display two or more watch bands 
attractively and prominently, each marked with prices. 
This reminds people to check their watch bands, and 
assures them that they will not be embarrassed by 
learning at the counter that prices are higher than they 
can afford. It overcomes ‘‘Threshold Resistance’’. 


3. On the counter, your assortment of watch bands 
must be displayed prominently, and be convenient 
and well-organized. 

The Gemex ‘‘Watch Band Department’’ has been 
developed as the result of our studies. It meets the 
requirements effectively ...as more than a thousand 
leading jewelers can now testify. 





4. From here on, it’s up to you: Your new customer 

is now inside your store. You have sold him a new 
watch band. He is now exposed to your stock of watches, 
silver, gems and hundreds of other items. Remember, 
50 of every 100 people entering your store buy! 


**And the ANRJA should know! 





Inch for inch and dollar for dollar the Gemex ‘Watch 
Band Department” is the finest investment you can 
make on one square foot of your valuable counter 
space. Displays an assortment of ten Gemex Watch 
Bands, and opens in the back to hold three more trays 
holding thirty watch bands. Order now—with a popu- 
lar assortment of merchandise—from your distributor, 
or write to the Gemex Company, Union, New Jersey. 
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The Most Exceptional Watches and Clocks in all the World 
Now appearing in the NATIONAL MAGAZINES 


You are cordially invited to visit the new Vacheron & Constantin-Le Coultre 
salesrooms on the 17th Floor at 580 Fifth Avenue, New York City 


A DIVISION OF Longines - 


Co., INC. 


580 FIFTH AVENUE, NEW YORK 19, N.Y. 
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TRADE MARKS Executive Offices and Factory: LUDINGTO N, MICHIGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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SIMULATED PEARS. 












THE 


NOW PRESENTED ON 2 GREAT NATIONAL RADIO SHOWS 


ENSEMBLE 





99 


q Day a 
“Stop the Music 





Certainly you can sell simulated pearls — 
and very profitably, too — if you concentrate 
on DELTAH’S group of best-selling necklace and 


necklace-earring ensembles. Each is a sure-fire } Deltah is presented daily on 515 stations of 
: ‘ : ‘ | Mutual's ‘Queen for a Day’’—leading 
sales winner, thanks to its unquestioned quality, devine, pregred;.ts well ot on Sunday 


‘ ; | night's great musical quiz show ‘“‘Stop the 
lustrous beauty, smart presentation packaging, Music’ over 200 stations of the American 
incomparable value! And when you sell them, Broadcasting network 
you do so free from price competition and Nationally Advertised in 
trom department and specialty stores, : leading Class and Mass magazines 
because DELTAH is the jewelers’ own line — 


‘old by jewelers exclusively. 


Se Da 


CONSULT YOUR WHOLESALER " a= A Dy 


Ll. HELLER & SON,Inc., 411 Fifth Avenue, New York 16 
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LOVEBRIGHT 
AMONDS - 
ANNOUNCE Dae > 
ATER, || A: 


a | 


STO000.00 ° vaiccrci: 


Yes, the days of easy selling are over! 














They’re gone for good! 


| If you want to enjoy staying in business, 
you'll have to promote— Promote — and 
\ PROMOTE! 


That’s why we’ve planned this sensational 
contest for YOU. We’ve done all the ground- 
work .. . and we'll follow through with over 


j y , $10,000.00 in cash and prizes for your customers 
. . . and your salespeople! 
; | Just say the word and we’ll show you how to 


V INCREASE STORE TRAFFIC! 


. ' VY OPEN NEW ACCOUNTS! 
1 iS “SS I< V RE-OPEN OLD ACCOUNTS! 
/ GAIN REAL POPULARITY! 


You can’t miss—and it costs you nothinf§! 


FOR FULL DETAILS - TODAY ' 
WRITE, WIRE OR PHONE 























WT MISS / 


nOESN'T COST YOU A CENT! 





REMEMBER! You don't have to stock 
up with thousands of dollars worth Gf 
CL CLC CLO CLL LLCS 
lovebright Diamond dealer! 





|. EDWARD FISHER & CO., INC. {727.7 Damon, Que 


580 FIFTH AVE. CFD NEW YORK 13 
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an 
angel ) Gruen led the way last year and we're doing 


it again! When a manufacturer really thinks 


ve mother 


a ee 
& Grue n Watch 


is 


| like a jeweler, acts like a jeweler .. . has his 
heart in the jeweler’s problems, and designs his 
Mes Ou in May uy advertising and promotions to spur sales at the 
jewelry store level . . . sales go up! Gruen 
proved last year that jewelers could sel! 

more watches in May and June by taking full 
advantage of the big gift market for Mother's 
and Father’s Days. Impressive natrona! 
advertising stimulated high unit sales. Gruen 
helped the jeweler do it last year — and this 


year we're doing it again and more effectively! 


To an already big advertising program, Gruen 
adds two heart-warming, appealing full page 
ads devoted to Mother and Dad... and backs 
them with radio announcements reaching 4 


tremendous audience! 





..will help you sell more Gruen watches! 


‘These ads are designed from your point of view. 

They’ll do a big job for you. Use them to 

lead off your own newspaper. and radio tie-ins. 

to inspire your own counter and window 

displays, to spark your own mailings! They’ll do 

a big job for you because Gruen will have 

all this material ready for your use! Use them 

as many jewelers did last year with amazing 
success! Keep your theme, and your thoughts 

on the idea that a watch is the perfect gift. 

And no one deserves a finer gift than 

Mother and Dad! 


Birthdays, Weddings, Easter, Graduation 
and now Mother and Dad working for you! 
It’s going to be a big Spring — a Gruen Spring. 


TS gn That’s the way we've planned it! 
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One Caral lo Fifty €arals, those who 
tno diamonds, choose from the House 
of Diamonds...one of the world's largest 
collections. 

Merchandise ihiifred on Memorandum 
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DIAMOND RING SETS 


27 Diamond 
Combination Set 


Rings enlarged 
to show detail 








Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 








Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
..-no hinge, no catch, no stud or con- 
me cavity to mar the beauty and symme- 
. try of the Miracle rings. 





The Diamond Engagement and Wedding 


rings so ingeniously designed that they The Miracle-Interloc clasp keeps the 
can be bought separately or together... matched bridal ensemble perpetually 
and worn separately or together. aligned... prevents awkward ring 


_ twisting and shifting, saving rings 


- ' 
NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 
For the full beauty in rings and diamonds, 
_ your customers will want the patented Miracle- 


Miracle Sets priced from $20.00 up Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 


WARNING: 


i success story, get these revolutionar Ww 
Any and all infringements of Shiman Bros. patents oS " ¥, 9 . —— 
or trademarks will be prosecuted to the fullest extent rings! Consult your jobber; if he cannot supply 
of the law. ee yOu, write us. 
_ *Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and sole Manufacturers of Miracle Set Diamond Rings 


SHIMAN BROS. & CO., Inc. 


No connection with any other firm 











234 WEST 39th STREET NEW YORK 18, N.Y. 
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For over a quarter of a century, jewelers have 
known these words to mean dependable service, 


dependable merchandise. 


We, at Walter Lamp! Inc., shall continue to serve 
you with a sincerity that can be expressed only 
by Lampl quality and saleable merchandise. 


SINCE 1921 
"Creators of the Unusual—As Usual” 


608 FIFTH AVENUE 
NEW YORK 20 


No. 1857P 
Scatterpins. Finely 
woven mesh clov- 
ers with half cul- 
tured pearl in cen- 
ter. 1/20-12K-GF. 
$11.00 per pr. 
No. [857E 
elagiale kM oMuiteliaim 


not illustrated. 
$11.00 per pr. 


No. 1848E 


New pendant earrings with 
ohiigeldiha-Maelga'icloli-cemmel-s31elip 


1/20-12K-GF. $7.00 per pr. 
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No. 1854P 
Leaf Pin. Finely 
woven mesh and 
gracefulsolid vein- 
ing combine to 
make anextremely 
smart pin. 1/20- 
I2K-GF. 

$10.50 ea. 


No. 1854E 


olddlilok Mo MuloliaiMe ollimeleloh ae 


$7.50 per pr. 
































SHOWCASE DISPLAY SYSTEM 


A complete diamond department that displays your 
diamond stock for maximum sales appeal. 


B. KEEPSAKE PLAQUE 


A famous Keepsake couple in a beautiful showpiece 
for windows or counters. 


C. BRIDE’S DISPLAY 


Keepsake Jewelers are constantly provided with out- 
standing window displays. 


D. NEWSPAPER MAT SERVICE 


A complete advertising-service-in-a-book. Over 100 
complete mats each year. 


COUNTER PAD MERCHANDISER 


Illustrates your sales talk and displays diamonds on 
a beautiful black velvet pad. 
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A 


ING AIDS 


Roger's 


f ‘ SEWELRY C8 


A Aelhanyut Sate 
Keepsa ke 


NEON SIGN 


24-hour sales promoter for your store. 


CONSUMER FOLDER 


Prepared for your customers . . . a handy buying 
guide that sells more diamonds, more gifts . . . sells 
your store. 


MOVIE TRAILERS 


In full, natural color, featuring your store name. 


BRIDE’S BOOK 


Made available by a special gift offer which brings 
prospects right into your store. 


RADIO SHOWS 


Guy Lombardo, Barry Wood and Margaret Whiting, 
plus special spots featuring Bea Wain and Andre 
Baruch, David Ross and Jim Ameche. 


BUS CARDS 
Smart, full-color cards display your store name promi- 
nently. 


OUTDOOR POSTERS 
Turn highways into buy-ways! Brilliant, full-color, 24- 
sheet size. 


No Wonder Jewelers Everywhere 


Say Keepsake is 


EASIEST TO SELL 


with the Keepsake Franchise 





cag maar 


a = 




















eep eke 


DIAMOND RINGS 


Ces f SS 


If a Keepsake Franchise is available in your area, 
we will be glad to arrange a private showing of 
the entire Keepsake line. No obligation, of course. 


Write to: A. H. POND CO., INC. 
Syracuse 2, N. Y. 
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PAT. PEND. 


r E SELF. FITTING RING 


ow TO PUT-ON Wie TOO TIGHT 
TO TAKE-OFF TOO LOOSE 























$nistarl, enthusiastic approval and unanimous acclaim greeted the SelFit 


Rings when they were previewed by a selected group of jewelry merchants and tested by a 
consumer panel! With SelFit—The Self-Fitting, Solid Shank Ring—the problem of ring ‘‘sizing’’ 
has been solved. You can fit every normal ring finger perfectly in sizes 4 to 8... without sizing! 
You can, therefore, make immediate, over-the-counter delivery of a SelFit Ring; you can operate 
your ring department with a minimum inventory; you can sharply increase your ring sales. 


SelFit Rings retail from $3.00 to $7.50 in Sterling or Gold Filled; from $12.50 to $35.00 in 
10 Karat Gold, in Birthstones, Onyx, etc. 





Newspaper advertising mats and display material for windows and counters will be supplied. 


WRITE TODAY FOR FULL INFORMATION AND SAMPLES. 


Ostby & Barton 


c Oo M A N Y 
Ring Leaders Fince 1879 Providence 2, Rhode Island 


_ Sd RINGS SELL BECAUSE THEY FIT! 


- To remove, extend to 
‘\h A Gently draw ring oo 1 


full size by lifting top of 
i A band to full size. We ring. Turn to side posi- 
Begg ~ 





tion and slip off. 


Slide ring side- 
ways over knuckle. 











Turn ring to wearing posi- 





s itlustratic : a tion. Gentle pressure with 
y is pulled ovt and p t aR =. thumbandforefingerad- «<4 
pee en oe ¢ Ruby — Retail meee 32800 esi os U™Uhlmlmw”C~™~”™C—C—C— 
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4-645 — CROSBY STERLING SILVER BABY 
SET FOR BOYS .. . Consists of fine-quality 
hair brush, comb and 3” picture frame. 
Brush has Nylon bristles. Exquisitely fash- 
ioned in assorted patterns. Aftractive pre- 


sentation cord included. In elegant Bive 
Velvet Gift Box. 


45 


Your Cost Set 


Minimum order 3 sets 


Strikingly 
Beautiful 
Foam-Velvet 
Satin-Lined 
Chimay 


Add to 
Buy-Appeal 


tiles ein 


OO epoxy 
oe 
~ 


“3 


i 


I a 
5 ls gg AR ‘ie: eM OF % 


‘ipa ‘i 


4-646—CROSBY STERLING SILVER 
BABY SET FOR GIRLS—Matched pieces 
include: Fine hair brush with handle, 
comb and 3° picture frame. Nylon 
bristles, Dainty presentation card 
tucked into smart Pink Velvet Gift Box. 


45 


Set 


ORLA ALE 


lie 


Your Cost 


Minimum order 3 sets 





Mail your orders on your order form 
or firm letterhead. 


A. COHEN & SONS < Cree 


West 23rd Street New York I10.-N. Y. | 
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Feature the Irresistible 


JFACCO 


Line of Gold Gem-Pins 


BY FAR THE LINE OF LEAST RESISTANCE 





Eye appeal and price appeal of the famous Jacco line of original 
pin creations conspire to intrigue the average buyer into the 
next bracket up. Here is beauty, here is value so apparent 
you will wonder how you ever did without the line that has 
everything — plus profits that are truly generous. The spray designs 
_ shown in 14K green and pink gold with genuine zircons. 
GE Just one group of more than two score stunning, tasteful Jacco 
_ creations. Write for the name and address of the nearest Jacco jobber. 






Our own building where dddddldilini Jocco Products are made 





RING CO. 


Newark 5, New Jersey 





BAAN EEN OW ae 


Louis Jacobitti, Jr. , J. L. Miller John E. Hayman 
32 Liberty Street * _ a %& 29 E. Madison St. xe 220 W. Sth St. 
New York 7, N. Y. 3 Chicago, Illinois Los Angeles 13, Calif. 
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Window Display—Marks Bros. Jewelers, Inc., Chicago, Ill. 


The Rings that LOCK 
With the KEY to your Heart 





Wherever rings are displayed, alert deal- 
ers give prominence to ‘‘Two-Gether’’ 
ensembles and their exclusive keys. * 





‘“‘Two-Gether’’ ensembles spell greater 
sales, greater profits . . . and only 'Two- 
Gether”’ has the KEY that locks rings and 


opens hearts. 


ushner & Pines, in _ 


21 WEST 46th STREET 
NE W YORK 19 ’ N. Y. *Sterling keys free with each ‘*Two-Gether’’ ensemble. 
14 K Gold Keys available at extra charge. 
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IT ALL ADDS UP 


@ 100% FULLY POLISHED DIAMOND RINGS... 
QUALITY ... VALUE... PRESTIGE 


© Slus NATIONAL CONSUMER PROMOTION 
Pls 

a BUDGET CONTROL INVENTORY 

© Plus THE SENSATIONAL NEW PACKAGE* 


RESON 
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INCREASED DIAMOND SALES 
ND PR FoR ou: 
AND PROFITS on You! 


Pritm he® 
L510 LO 


You have to see and handle this y D RING 
100% FULLY POLISHED 











new, distinctive and exclusive 


PRISM-LITE DIAMOND RING package 

















to fully appreciate its breathtaking beauty... 
its exciting consumer attractiyeness — 


its valuable increased sales ability. Here is a ring package 





newer than your next wish— designed to further the 





prestige and profits you now enjoy with the PRISM-LITE 100% 
FULLY POLISHED DIAMOND line. 


*PATENT APPLIED FOR 





ORDER FROM YOUR DISTRIBUTOR! \VQ ie 


es 4 e Bs 
F4é ~, LE a NEW YORK 19, N. Y. 
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FIESTA 
White Rhodium 
To Retail at 


HOLIDAY 
White Rhodium 
To Retail at 


$33.75 


FRANCINE 
10K Yellow G.F. 17 J. 
ie ~ To Retail at 


$55.00 


MUSKETEER 
10K Yellow G.F. 17 J. 
To Retail at $65.00 


CATALOG 
ON REQUEST 


FREE NEWSPAPER MATS 


Look 


RADIO TIME SIGNALS 
















N INCLUDE FEDERAL 


fotham Watches 
ee Oilendortt Watch Co INC. 20 W 47th STREET, 





Oe, TE Ta 




















new designs 
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ANOTHER Tovsliek FIRST 


~TASSEL PINS AND EARRINGS 
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In this four-page insert...important additions 


to your Forstner line... designed to appeal to 


every age group...to sell every customer. 


The pins are available in 1/20-I12 Kt. Gold 


Filled and the earrings in 1/20-12 Kt. Gold Filled 


and Sterling Silver, Rhodium Finish. 





GNED IN GENUINE SNAKE CHAIN 
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| /20-12 Kt. Gold Filled. 


GENUINE SNAKE CHAIN 
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Look for this trade mark | : 





also 
1/20-I2 Kt. Gold Filled. 
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\. TIMELESS IN APPEAL 
INCL aNTUTIN 


a 
& 
%, 


oe SNAKE CHAIN 
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All styles available in 






1/20-12 Kt. Gold Filled. 







Available through Authorized Distributors 






FORSTNER CHAIN CORPORATIO | 
IRVINGTON II, NEW: JERSE} 





Is this trick 
necessary ? 











Yes. there are days when you’d almost be willing 
to stand on your head to get a trickle of traffic into your store. But 
why be drastic? Trickles turn into torrents of customers when 
you stock, display and promote the men’s jewelry line that has taken 
the country by storm—Swank. Priced to $75.00, it’s a traffic builder 


and a profit maker because Men Prefer Swank. 
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Styled Reghat 





861/86 


86] 85 & 86] 86: ‘ons gelarelalelehrels folate men relalarmelen. 
4 AH. 8 x 10AK, 6% oval, 7%/11-7AP & 7ZAH; 15/Of 
14/0H, 74AW, 8%, 18/OE, 750W, 6%—-343G. Dom 


| 
igoda, & Flat crystal 


876/87: 16/0, I13AF 9 ligne ,Longines, 8% x 12 
8 x. 13, 157 & 330 Gruen. Curved Back Flat & 


i] 


scallop and dome crystal. 


We manufacture a complete line of rolled gold 
plate cases in all sizes. Also famous Elite Water 


sealed Case. 


(if 
Elite WATCH CASE CORP. 


150 Varick Street « New York 13, N. Y. 
IN CHICAGO ... KATZMAN. 5 N. WABASH AVENUE 
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SQ SLIM...S0 TRIM...50 DAINTY 
GIVES ANY WOMAN'S WATCH 
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All Flex-let gold- 


Peene aE T. CORP OR ATI OWS 


filled products ore 
on pure nickel 
base, and the 
karat quality is 
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1. Matching bridal combinations stay together always! 

2. Rings may be purchased and worn separately! 

3. Lock is unnoticeable at all times! 

4. Lock parts made of high-tensile strength gold! 

5. No foreign metals used anywhere! 

6. No springs, no forced action! 

7. No disfiguration of either ring! 

8. Precision engineered construction eliminates sizing problems! 
Lock comes out of 9. No bulky attachments to remove, attach or misplace! 
wedding ring. 10. Prices are extremely competitive always! 





Complete Warranty and Instruction Booklets, 
promotional helps, displays, mats available. 


SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inte. new vorcis,n 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















THE SECRET LOCK COMPLETELY DISAPPEARS 


There is positively no disfiguration of the individual 
mountings. This means that the sale of one ring 


assures the sale of the other at any time. 


t NOTE: Sold only through author- 
T ANT * NGS! ized distributors who are 
4 . granted the right to sell patented 
in FEATURE LOCK greatest Feature-Lock mountings under 
and the registered name or their own 

brand name. 


klets, prom Feature-Lock is patented in the U. S. 
Pat. Off. Pat. Nos. 2,029,464-2,127,766 
and other patents pending. 


Instruction ental 





SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inne. sen voici 
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NEW CREATIONS IN 7-JEWEL, 
WRU RU RU RU RU ROR RU RC RG RC RCE Re TT 
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eee Ww 7< ous hands and dials. Gilt finish. To retail jewelers, every. 


quick, profitable sales. 
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No. 714. Sparkling simulated ru- 
bies, sapphires and 
hand-set into exquisitely fashioned 











rhinestones 


gilt frame. Shown here actual 0 


3354” x 334”. $ 
0 Tox 


To retail of . 
West Coast $28. Plus ‘ion 


ON THE AIR over 


30 IRVING PLACE 






{-DAY SWISS ALARM CLOCKS 


SemCa_ sets anew standard of values for 7-jewe| | 
alarm clocks with these distinctive designs. Precision. 


made Swiss movements. Beautiful modern styling. Lumin. 


where, these clocks offer an exceptional opportunity {oy 


PIP MMII PPI I NS) 



















No. 713. Embossed gilt finish nu: 
merals. Shown here actual size: 


4” x S$ Q) | 
To retail af . Ke 

Plus 
West Coast $15.45 Plus Tax 


No. 712. Embossed gilt numeral. 
Shown here actual size: 4'/4” if 


To retail at. . S$ 
Plus | 
West Coast $15.45 Plus Tax s 


nding radio stations from coast to coast 


i 4 
, ht. 


NEW YORK 3, UN. 






























Let's be honest 


BRIDES mean BUSINESS 


EN 








Business for RHAPSODY dealers. 
Business measured in the 
millions. And to make sure that 
RHAPSODY dealers get a 
major share of the engagement 
and wedding ring business, 
RHAPSODY has provided a 
complete and magnificent line 
for ‘49, backed by a wealth 

of fine advertising— 

including a new 50/50 PLAN. 


We will deem it a privilege to 
send you full details. 





THIS PROGRAM WILL BOOST YOUR SALES | a | 
COOPERATIVE ADVERTISING Ki ° ’ 
National Advertising huyhory Diamond Kingd 


Free Mat Service Originated by 


Free Counter Displays 


ve a . MICKLES & SONS 


Free Window Displays 
Free Dealer Signs 906 CHESTNUT STREET, PHILADELPHIA 7, PA. 


Postcards in Color 


WHOLESALE JEWELERS FOR NEARLY 100 YEARS 
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Manufacturers of Gold and Platinum Watch Cases 
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ROYAL TREASURE CHEST...” 





OO00000 OC! 





Simulated 


—for all her jewelry Pearls 


at their 

Loveliest 
The perfect package—a jewel box—selling Laguna Pearls even before the lid is 
opened. Rich vintage wine velvet, set-off by dainty silver-plated feet. Inside, lustrous 
Laguna Pearls. Prized for their sheen, their beautifully graduated strands, the Royal 
craftsmanship even in the sterling silver filigree clasp. And these Oriental pearl rep- 
licas are serially registered and warranted for your customer’s protection. Write 


today for samples. 


Suggested retail selling prices: Single, about $12.50; Double, about $17.50; Triple, about $22.50 


ROYAL CRAFTSMEN, INC. « Laguna Bldg., 36 West 32nd St., New York 1, N. Y. «8 ee] #e 
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IN FINESSE “BANDS OF BEAUTY” 
SURPRISINGLY LOW PRICED! > 


mae 
am 

& 
hs 
ee 
+ & 

.* “2 
FP l rene eeeSt ine 
by F PEER 


tu 
~%, 
iY 
ks 
we 


= 


“ 
mn 


Vibrantly alive jeep e-renebere 
with SALES APPEAL are 


xy 


these ‘Bands of Beauty 
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| = tie snake cha 
designed in 
Finesse crafts 
Available in 
gold filled yellow, pink, 
white ( Rhodium Finish 
Write Finesse today for names 


of your nearest wholesalers 


Finesse Wristlet Inc. 
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DEFINITELY... 
new american-made 


undat, ind, small pil io 
traveling alarm clock 
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Size: 4,5,” x 35%" x 145. 
Available in Brown, Tan, 


Maroon and Blue Simulated Leather. 


$095 


plus 
tax 


On West Coast $9.45 plus tax 





To Retail at 





No. PW 26 


* 
Score another ‘‘first’’ for Phinney-Walker ©. . again way out in front with the definitely 
a 


* 
thinnest, smallest American-made traveling alarm clock. Gilt trim. Luminous hands and 
. 


dial. Precision movement, timed and guardhteed by Phinney-Walker. The slim, trim lines 
* 


, ‘ cal bd 
of this time-keeper will make it a winning nymber everywhere! 


a 
& 
® 
& 
> Die wosls 

Consult your wholesaler P= 

5s ; Shinney 0; 

bs Clock Makers Since 1915 
. 30 IRVING PLACE © NEW YORK 3, N. Y. 
: DIVISION OF SEMCA CLOCK CO., INC. 
* 


ON THE AIR OVER LEADING RADIO STATIONS FROM COAST TO COAST 
e 





WARNING! 


Magniset is patented in 
the. U. 5S, Pat. Off. No. 
152469. Infringers will 
be promptly prosecuted. 


(J, Newly Patented Setting, Magniset, is contrived so as to add to the 
Magnitude of a small center diamond. These cleverly fashioned settings are made 


with a combination of a new type reflector and a sparkling border of flashing 
Rhodigem—in that whiter than white metal which never dulls. Because they enhance 
the diamond size in a new and unique fashion, they are the perfect solution to 
the jeweler’s problem of properly setting small diamonds in large top mountings. 


*THE MAGNIFICENT NEW, PATENTED SETTING CREATED BY. 


GOODMAN & COMPANY 


MAKERS OF FINE JEWELRY SINCE 1904 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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hese Manufacturers | Agree: 

“We firmly believe there is a definite and distinct 

bi difference between gold filled on a Nickel base 
th e bh e St and gold filled on other metals. We know through 

experience that gold filled stock on a pure Nickel 


base is the best possible material obtainable.” 


& 0 1 fi : A 1 FLEX-LET CORPORATION 


“For many years, we have used gold filled stock 













om 


on a pure Nickel base exclusively. 

“The adoption of a pure Nickel base for gold 
filled stock was one of the major developments 
which made the quality of the Gemex Watch Bands 


world famous.” 





~- GEMEX -COMPANY 


“We use pure Nickel as a base 
for all products because we have 
found that this metal is the most 
durable and affords customers 


the greatest wearing satisfaction.” 


JACOBY-BENDER, INC. 


‘ ’ x - _ “In the manufacture of watch 
: | bands, we have found a pure 
Nickel base to be the best for 
resistance to wear, stress, corro- 
sion and discoloration. Watch 
bands are worn daily under all conditions, and are 
exposed fo constant wear, body acids and a variety 
of other corrosive and tarnishing elements. Such 


an item needs the most durable metal obtainable.” 


KESTENMAN BROS. MFG. CO. 


JEWELERS! What about the gold filled jewelry 


you sell? Does it have the protection of pure “We have used gold plate on pure Nickel for many 


Nickel? If it does, you can truthfully promise re : : 
years because it is so resistant to corrosion.” 


your customer, “You just couldn't buy better 


gold filled jewelry than this!” SPEIDEL CORPORATION 


EMBLEM ~ OF SERVICE 
Bivcin “THE GOLD IS FOR BEAUTY” 


Nickel 


Your Unseen Friend’? 





“ 


“PURE NICKEL FOR DUTY” 








THE INTERNATIONAL NICKEL COMPANY, INC. © 67 Wall Street, New York 5, N. Y. 
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wateh ue band 
of the month. ee 
every month 


BIG BAND No. 
JOHNNY LONG 



























BIG 
Veal 


BAND No. 
“Sweet Sue” 


Watch The Band of The Month— 
Johnny Long... and the watch band 
hit of the month—“SWEET SUE”, 
inspired by Johnny Long’s 

latest song sensation. 

STONEWALL’S new hit, the 
“SWEET SUE” watch band is 
sweeping the country, gaining and 
yaining more sales and profits for you. 











a Dm — Through STONEWALL’S advertising and 
a > ,* publicity campaign your customers 
— have been made “STONEWALL 
— watch bracelet conscious”. 
Seen and heard on television and radio 
from coast to coast they’ve placed 
STONEWALL the name synonymous with 
styling and craftsmanship in the 

number one spot on their shopping list. 





A bright spot on the wrist 





and in your sales 
.. . STONEWALL WATCH BANDS. 


LEIS: fs 


Long, band leader of the month, has 
aoe the “SW EET SUE” watch bracelet 
as the watch band of the month. 


















Sold only to wholesalers 


-. - ORDER FROM THEM TODAY! 





COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















Tn the distinguished creations that 
bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 





SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 


NEW YORK 19, N. Y. 


FOR APRIL, 1949 


_ = - ) S % 
ee ae er toe 
» A: Tote ~F 
Te a 





47 








THE JEWELERS’ CIRCULAR-KEYSTONE 








lhe Watch Band 
“DREAM LINE” 


a 





A style to please every taste — a design to fit 
every purpose — a price range to suit every 
customer. A watch band dream line ‘to sell every 


watch band prospect who walks into your store! 


Nationally _ *#wtiers Best Ads 
Designed te Sell You, the Jeweler 


Advertis ed Look for Them in 


LIFE + LOOK 


LADIES’ HOME JOURNAL 


THIS WEEK MAGAZINE 
| In 24 Newspapers | 


N.Y. TIMES MAGAZINE 
CHICAGO TRIBUNE (Grafic) 


tf SAIAIIVE 
- & & & Ae 
a A 


PTVCITV?TIG 


“This item is 
tax exempt 


... your guide to the finest 
in Watch Bands 


3032 — Round Snake Chain. 1/20 12 Kt. GF., 7282 — Royal Champion Series. Yellow, 
JACOBY-BENDER, Inc., 161 Avenue of the Americas, New York 13, N. Y. yellow, pink, white..........Retail $7.75 pink, white Retail $11.25 


Prices Include Federal Tax 





A Self-Selling “SEE-THRU" Display Box 


AT NO EXTRA COST TO YOU OR YOUR CUSTOMER! - 
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The gleaming, exclusively-designed clear plastic display 
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box adds new appeal —brings rich new attraction 
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gives customers a sparkling extra 
reason to reach for JB, the 
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YOUR PROFIT si7s0 rea tos 


OUR EXTRA viet i it" 


JACOBY-BENDER, INC. - 161 AVENUE OF THE AMERICAS, NEW YORK 13, N.Y. 
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A PATH TO YOUR 


A fine diamond ring line 
with a nationally advertised name 

— — that is the key 
to your successful jewelry operation. 
















Columbia Diamond Rings, 
respected for its consistently high quality, 
remembered for its nationally famous name 
and much requested for its wide | 
consumer acceptance, will help make you 

the best known jeweler in town. 










/ COLUMBIA” 4 


é 


DIAMOND RING 

















Div. of AXEL BROS., Inc. 
21-10 49th Ave., 
Long Island City 1 NY. 








DEAMOND RINGS 
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© In selling jewelry — 


don’t sell Doubt —sell Belief / 


(the belief inherent in Golden Jubilee’s Guarantee !*) 
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Yarantee 9 Leen Every GOLDEN JUBILEE jewelry 


. <onditong piece (1/20—12K gold-filled) 
Some people buy jewelry on sight alone. Most prefer oe comes with this 10-year guarantee 
to know that aside from its striking beauty ie MTT ite. + ceRaNG 


assurance that lost stones will 


and design, the jewelry they buy will “stand up” — be replaced during that time. 
wont tarnish — that accidental breakage will 


quickly be made good. They have every right 
to know — which is why thousands upon 


| 


/ 
Malin 


thousands are buying more GOLDEN JUBILEE 
jewelry than any other kind. It’s the jewelry 
they can “believe” in because it’s guaranteed! 


They know it’s as good as it looks! 


SOLD THROUGH WHOLESALERS 


D.Denstein & SONS CORP. 119 west 24th stREET, NEW YORK 11,N.Y. 
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The Omega Automatic 
in gold filled, $71.50; 
in 14K $175, 

Federal Tax included. 





1848 1949 


MORE THAN 100 YEARS OF FINE WATCHMAKING 


52 


DURING 1948 


OMEGA NATIONAL ADVERTISING 





WILL MARE A TOTAL OF 


138,149,424 


READER IMPRESSIONS 


In this 10lst year of Omega’s history, our advertising 





will reach more people than ever before. Our 1949 sched- 
ule includes consistent advertising in the following in- 


fluential magazines: 


LIFE—FORTUNE—ESQUIRE—VOGUE 
THE NEW YORKER—TOWN & COUNTRY 


THIS WEEK—-THE NEW YORK TIMES MAGAZINE 


To help you cash in on this strong national compaign, 
Omega offers you a variety of merchandising helps, 
from mats to radio scripts. Make full use of your Omega 
promotional material to remind your community that 
your store is headquarters for Omega timepieces to suit 
every budget and taste. By tying in locally with Omega's 
nation-wide promotion, you can make 1949 yield a sub- 
stantial profit for your business... both in prestige and in 


augmented sales. 


OMEGA 


Norman M. Morris Watch Corp. ° 608 Fifth Ave., N. Y. 
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“Padette” ALLIGATOR— 
peer of cushion 
watch straps 



















Matchless 


ALLIGATORS 


SUPPLY A VERY IMPORTANT SELLING PLUS 


TO AMERICA’S BEST-KNOWN TOP-QUALITY WATCHES! 


No wonder so many of America’s most popular, more expensive 
watches proudly feature NEET Alligator straps. They lend 

a definite quality touch, and are unexcelled for beauty, distinction 
and craftsmanship. For proof we point to the fact that 
they are consistent best-sellers in our line. And we make 
lots of them—in both the regular and “Padette”’ 
(cushion) styles. Feature them and see how 


fast and profitably they sell. 







SOLD THROUGH LEADING WHOLESALERS 





Regular NEET 
ALLIGATOR 





ARISTOCRAT OF | 
WATCH STRAPS 






LASKO STRAP COMPANY 
200 Hudson Street + New York 13, N. Y. 







Chicago: 29 E. Madison 
Los Angeles: 220 W. 5th 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 


Sa CM * DR] 


- —_ 


e,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 


and cases in I4 Kt. gold and rolled gold 


+ SoD POW BMY « 
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AMERICA’S 
FINEST CHARACTER WATCHES 


NOW offer these ADDED @ 
~Selling Features! WY 


Retailers are learning fast the tremendous advantage 
of featuring these superior watches. Consumers are 
being taught the advantage of buying them. Here are 
year-round, extra profits for you. Order from your 
wholesaler or write us for distributor's list. 


Sold through 
Leading Wholesalers 
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don’t trust 
your naked eye 
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P 
Let YourOwn LOUPE — “SQ 


prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
° Be Both a through your own Loupe. You will then share the enthusiasm 
eo of other thousands of Jewelers who are now successfully 
MOnD zee 






Loupe-tested 
DIAMOND RINGS 








a 


and profitably selling LOUPE-TESTED LOVEBIRD 


re) 
Diamond Rings. Franchises are still available. 


©Oun, vast*” 


4a 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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WITH THE FLAVOR-SELECTOR 





Acclaimed by experts, home economists and the 
public alike, Coffeematic is America’s No. 1 coffee- 
maker because it has the features everyone wants: 
graceful beauty of design ...new full 8-cup capac- 
ity...the Flavor-Selector for coffee as you like it— 
mild, medium or strong. And it’s entirely automatic, 
shuts off when the coffee is brewed... Redi-Lite 
comes on and then coffee is kept hot until served. 
It’s the unwatched “pot” that never boils—designed 
for quick action with the famous Universal ‘Cold 
Water” Pump. Remember, too, Coffeematic is metal 
with no breakage to worry about... nothing cum- 
bersome to lift off. Guaranteed for one year. 
















on 8 he ANNAN 


Yes... it’s worth its weight in gold...quality built by Universal, 
maker of more electric percolators than the rest of the industry 
combined. Look at its durable all-metal shell, finished in life- 
time chromium. Note its unbreakable qualities... the all-metal 
basket, durable plastic handle and encased mechanism. Also 
its beautiful design that makes it a companion piece to the 
finest table setting. 

Compare its low price (only $24.95) to that of ordinary metal 
coffeemakers selling for more. Compare feature for feature, and 
you Il see why Coffeematic with the Flavor-Selector is America’s 
No. 1 Buy. Then add to this the biggest promotion in small 
appliance history. 









SERVE RIG tf -.)| UN a 
7 oe oe : : FULL EIGHT-CUP CAPACITY 


BACKED BY A $40 PROMOTION IN 1949 (200K) 
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FFEEMATICS 


MOST PUBLICIZED PARTY 









NR 


MAGAZINES 


Big four-color ads will feature 
Coffeematic in top national maga 


tines. Over 50 ads in all 
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Yes one million dollars in ‘49 will feature Coffeematic - 
America’s No. 1 Favorite, in a super-colossal advertising 
teoleslolollolaM tichastaleMiam\olalmelaleMatlalalial: Mialacl'l-lam Salat tiulek 
a -Sehatia-Me ol aelaslohalolaMiohal-1ama-tohitla-Meolaclalolslols Me ali Mm sl-Meeliaal-te 
at the coffeemaker buyers of America a gigantic June ee a 3 ee , Peat 
Bride Promotion a Big Fall Gift Promotion and a = " =: ‘i : — or 
gigantic Christmas Promotion reaching every type of 


buyer, every class of market 
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MILLION DOLLAR COMING OUT PARTY 


IN APPLIANCE HISTORY J 
PROMOTIONS THROUGHOUT 









NEWSPAPERS 


Two big newspaper campaigns in 150 Key 


as 
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Markets Spring and Fall will link up 


your store with large-size Coffeematic ads 


RADIO 


Coast-to-Coast audience shows on CBS, ABC and 






Mutual will add to this Coffeematic avalanche 
Grand Slam ¢* Give and Take °* Sing It Again 
Go For the House * Winner Take Al! 






POINT-OF-SALE 


Window and Counter Displays plus Direct 


PX". Mail Campaigns will make your store 


Coffeematic Headquarters 





. BUY-LINES 


‘ 
Nancy Sasser's famous, Buy-Lines column 







reaching 15 million readers in 63 large 
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about Universe 


market newspapers will push Coffeematic 


week after week, Spring and Fall 
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LANDERS, FRARY & CLARK 
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NEW YORK 19,N.Y. 
Emil F. Burger 


DALLAS, Tex. 
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OTHER ITEMS , 
(Not Illustrated) 


BRACELETS 
X-100, 25 links.......... $220 
7-100, 25 links...... 

8-101, 18 links......... 
CHOKERS 
_ £#7-502, 9 links 
1 #7-503, 11 links 
4 #7-504, 15 links... 
DRESS PIN CLIPS 
# 7-201, 314 links, Pair 90 
#X-200, 7 links, Pair. 150 
# 7-200, 7 links, Pair .. 150 
BROOCH 
# X-301, 4 links...... 
EARRINGS 
# X-250, 2 links, Pair. 45 
# 7-251, 3 links, Pair... 60 


ALL PRICES 
“KEYSTONE” 


“ 
ca 
# 
a 


No. 7 Series, U.S. Patent No. 149,780 
No. 8 Series, U.S. Patent No. 151,472 


71 Nassau Street, New York 7, N.Y. 
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7A No. 6010—Poole American Gravy 
Boat & Tray. Silver plated on nick- 
el silver. List price $15.75 plus tax. 





No. 6004-—Poole five piece tea 
service in the new American Pat- 
tern. Tray is 19 inche long. List 
price $90.00 plus tax. 


 ia.* 
The How 'AMERICAN PATTERN 


by POOLE _/ 
~ 


Yes, the new Poole American Pattern was designed with 





an eye toward sales. Its simplicity gives it an appeal which 


No. 6016—Poole American Well & 
Tree Platter 16° long. Silver plated 


is hard for the buyer to resist. Poole makes it easy for on nickel silver. List price $15.75 
you to sell this new American Pattern, too. National 
advertising plus sales promotion helps for your store, 
will make more people ask for the entire Poole line. 
For all your hollow ware and jewelry needs contact 


Bechtel today. 


JOSEPH e. BECHTEL & co. Inc. No. 6070—Poole American Silent 


Butler. Large size, walnut handle. 


729 SANSOM STREET - PHILADELPHIA, PA. a 
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The last word in Material Cabinets! 


This BULOVA JEWELERS CABINET No.1 


belongs in every Jewelry Store! 


JEWELER’S CABINET NO. 1 


Striking wood-grained — all steel. 
The finish will resist chemical 
stains and burns. The expertly de- 
signed steel drawers, equipped with 
movable plastic dividers, open 
smoothly and easily. For beauty 
and efficiency, this is the finest 
small cabinet ever designed for 
the jeweler! Height — 41%”; 
width—13%”; depth—10%4”. 

Complete with 540 parts 
for the repair of the 10 
most popular Bulova 
models! 


LIST PRICE OF 
MATERIAL — $130.00 














oe 





Lt offers you these AQVANTAGES: 


1. SAVINGS 
$30.50 is saved by purchasing this 


cabinet containing a total of $130.00 
worth of material for only $99.50. 


2. INCREASED EARNINGS 


Give faster and surer service to cus- 
tomers with no time or money lost 
while waiting for parts. 


3. CONTENTS 
The 14 most essential parts for the 
10 most popular Bulova Movement 
Models—540 parts in all. 
5AB—6AM—7AM —7AK — 8AE 
8AH — 10AE—10AK — 10BA—10BC 


4. 


RAPID PART SELECTION 

Each part is individually packaged 
in an identifying envelope and is 
systematically filed in specially de- 
signed drawers according to model 
and part number in a true File-A- 
Way system. 


FLEXIBILITY 


Movable Model Indicators and 
Dividers enable you to add new 
models and parts to fit your particu- 
lar requirements. 


RESERVE SPACE 

You will find that the space reserved 
for expansion purposes will be suf- 
ficient for even the larger repair 
shops. 





Available from your Material Jobber 
for Immediate Delivery 





BULOVA WATCH COMPANY, INC., 630 FIFTH AVENUE, NEW YORK 
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RISM-LITE Diamonds 
youallthese extras: JZ, 
nd 100% Fully Polished =, | 


“@Written Guarantee - 


"Individual rings ote 
perfect in them. 
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fully polished girdle 222° LOS 
which costs you no ~~ x 
more! 
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Yes, when you think of merchandise 
for your customers and more profits 
for you —think of Jenkins & Sons, 

Inc. We have what you want when 

_ you want it. : 


Send for further information. 
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IN A PACKAGE THAT SAYS SO | 


\ hether your product be an expensive $100 billfold...a watch...a pen... 
a razor...a sensitive gauge ...a micrometer... the quality of fineness must reflect itself to 
your prospective customers . . . America’s most successful merchandisers — for 


two generations — have been aided in achieving this goal by the use of Farrington 





Planned Packaging . .. Your product deserves it, too! 





FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 
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TIE CHAIN.... 


10K GOLD EMBLEM & CHAIN 








Here’s a Deluxe tie chain... with a Deluxe Emblem and the 
appeal of 10K Gold. The brand new 10K DOUBLE hinged 
emblems, combining various degrees of the Orders they 


Combinations presently available: 


JOO1A — Blue Lodge, Working Tools inside. 
7002A — 32nd Degree, Rose Croix and Blue 


represent, are handsomely fashioned and hard-enameled ilies, 
in the traditionally fine | & R manner. Sturdy 10K rope YOO3A — K.C. 3rd Degree, Scapular medal 
chain, 1/20 12K Gold Filled slide; in a rich presentation box. inside. 
7O04A — K.T. and Shrine. 
Men won’t be able to resist it for themselves; and it’s a 7OOSA — K.T. and Chapter. 


7O006A — 32nd Degree and Shrine. 
P ° 7O007A — K.T., 32nd Degree and Shrine. 
Ask your wholesaler to show you the complete line without i iit aii 


delay. 


superb gift piece, too. 















Trade Ma rk 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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a portrait of the world’ 
only flexible balance wheel 











| its spiral spokes g-i-v-e in all directions 
to absorb shock... fully guaranteed 


against breakage. 
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AN EASY-TO-TELL, 
; BASY-TOSELL STORY .. . 
EXCLUSIVELY FOR WYLER DEALERS 
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THE LEADING LINE IN 1949, 















The“GOLD RUSH” 


fo greater profits with 
Anson is now on! 
€ 


Entirely new stylings and designs 
(see the exclusive “Kuff Loops” 
herewith) plus Anson’s superb 
quality of manufacture are now 
backed up by much greater 


NATIONAL 
ADVERTISING... 


The Spring campaign for Grad- 
vation and Father’s Day will 
contain dominant space in 


LIFE—-ESQUIRE 


and seven other national mag- 
azines. ° 


Anson “Kuff Loops” (shown) completely 
circle the cuff. Only Anson “Kuff Loops” 


open and shut. s 


Join the “Gold Rush”! Request 
your wholesaler to show you the 
Anson Line. 


~ More and More 


66 


Ne “yp. __HO WESTWARD! 1849 


= ve GO ANSON! 1949 











NUGGET 
1/20-12 Kt. G.F. 
. $7.50 





EUREKA 
$5.00 R.Q.P. 






















ARGON f CENTENNIAL 
— $25 | 4 $5.00 R.QP. 


*Trademark 


‘KUFF LOOP’ 
Men Choose Anson . 
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1. Diamond solitaire with 2 side diamonds. 
Matching wedding ring with 3 diamonds. 


Whiteor Natural Gold - The Set, 200.00 


2. Diamond solitaire with 2 side diamonds. 
Matching wedding ring with 4 diamonds. 


White or Natural Gold -The Set, 250.00 


FULL PAGE AS SEEN IN APRIL 15th VOGUE 


NO ANNOYANCE WHEN YOU WEAR WED-LOK BECAUSE 


, ES ° WED-LOK rings cannot possibly separate from 
AAR RF eR each other on your finger like this. 


we 
4 
j f 


QIK ASS 
SINGH \ 

{-SN Wy \ . 

fe oN ee / .\ * WED-LOK rings cannot possibly shift out of 


NEAL Se gk alignment with each other like this. 


° WED-LOK rings always display the beauty of 
every cherished diamond. 


2, fo\ ¢ WED-LOK rings cannot possibly slip and wear 
constantly against each other. 











WED-LOh 


ra other ensembles, WED-LOK 
diamond rings lock together when worn together, yet they 


unlock easily and may be worn separately at any time 


f . . 
Who rox diamond ensembles are superb quality 
throughout ...created and made by master craftsmen 


employing all the great artistry at their command! Fine 





Mayfair Series with diamonds, carefully selected by experts for matching color 


Matching Groom’s Rings and brilliance, are set in Granat Tempered Mountings* (not 


The simplicity which is style at 
its best...interpreted in diamonds 
and precious metals...this is the 
new “Mayfair” series. Write 
Granat for illustrated leaflets. 

A. Matching plain ring for the 
groom . . « « « « 25.00 


B. Matching diamond-set ring 
for the groom 100.00 


cast) ...specially processed to protect those precious dia- 
monds all through the years. In a wide range of designs, 
from 125.00 to 1250.00 the set, taxes additional. See 
WED-LOK* at a fine jeweler near you, or write Granat, 


San Francisco 10, California. 


GRAN AT 


SAN FRANCISCO 10 - CALIFORNIA 


3. Diamond solitaire with4 side diamonds. 
Matching wedding ring with 5 diamonds. 


White or Natural Gold -The Set, 350.00 


4. Diamond solitaire with 4 side diamonds. 
Matching wedding ring with 6 diamonds. 


White or Natural Gold - The Set, 400.00 


Others in Platinum from 375.00 to 1250.00 the set. 


ILLUSTRATIONS ENLARGED TO SHOW DETAIL 
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RINGS + COSTUME JEWELRY + NOVELTIES © PLASTiIcs 



















GS 7949 





UNCAS 


MANUFACTURING COMPANY 


**“America’s Largest Ring House’’ 


PROVIDENCE, R.I., U.S. A. 


Los Angeles Office 
448 S. Hill Street 


New York Office 
303 Fifth Avenue 





TRADE MARK 





STERLING ¢ GOLD FILLED +¢ ROLLED GOLD PLATE «+ METAL 


PLASTIC 
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There is only one Cricket... the 
VULCAIN CRICKET ALARM WRIST WATCH!* 


Vulcain—winner of numerous awards for accuracy 
in chronometric competitions at Neuchatel. 


Watches, watches, everywhere: bargain watches with sweep hands 
selling for $5.50...calendar watches ...automatic watches... adver- 
tised in the pulps, displayed in drug stores and barber shops—at 
prices that take the profit out of the watch business, the heart out 
of the jeweler. Fine jewelers, however, by featuring the Vulcain 
Cricket Alarm Wrist Watch are securely above the battle. It’s with- 
out competition — and every Cricket sale is well worth the making. 


Only one year old—already the indispensable 
timepiece of many of the foremost men in world 


activities. NATIONALLY ADVERTISED! 


In stainless steel and 14K gold models. 
Serviced throughout the world. 
Write for descriptive literature. 


7 
KEG. U.S. PAT. OFF. 















































































































14k gold ladies’ watch, 
17 jewels. $66.00, 
inc. Fed. Tax 


hidcain Grand Prix Watches.... 






for amos a century -_ ag / 
/ 14k gold man’s watch 


j —gold-applied figures 
VULCAIN WATCH COMPANY, INC., 630 FIFTH AVENUE, NEW YORK 20 ee ae 


West Coast: Hubert A. Wood, 649 South Olive Street, Los Angeles 14, California _ aia sail 








fan Me finished touch ta Jashicn 


gold-filled jewelry by 














... that bespeaks richness and 
charm in tune with thrift. 


1/20 12 Kt. G. F. 


ra 
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Sautoir-Chateau 
distinctive simplicity 
# 5/3 fine snake chain $18.00 
#E 96 earrings $7.50 


Sautoir-Moderne 


dramatically styled 
#5/5 fine snake chain $18.00 
#1/8 earrings $7.00 


SUGGESTED RETAIL PRICES 
AS SHOWN 
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INTRODUCING... 


The most extensive line of fine watches 





at prices that defy all competition! 


ny" 
t 

ul 

willl 


| 





Distributed through accredited wholesalers only. 
The incredible new watch line that spells S-A-L-E-S 


whenever and wherever it appears! / 


Why? 


@ Because the CHESTERFIELD line includes every type of watch known 
to the jewelry trade! 


@ Because the CHESTERFIELD line is styled with exquisite taste and 
practical appeal. 








@ Because the CHESTERFIELD line is priced SO SPECTACULARLY LOW 
it puts the jobber on a competitive level with the importer—opens a vast 
new market of low-income customers who can now obtain QUALITY 


at a price they can afford! 


Don’t waste a single second! Send for our beautifully illustrated CHESTERFIELD 
booklet now! Let these watches speak for themselves! Let them show you the 
way to greater profits than you'd dreamed possible within the scope of a single 


comprehensive line! 


Contact your wholesaler, Or wrth: 


CHESTERFIELD Watches 
452 Fifth Avenue, New York 18, N. Y. 
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HALF A CENT URY 
OF EXPERIENCE 


1/20 12 KARAT GOLD-FILLED BRACELETS, CHOKERS, PENDANTS, WATCH BRACELETS, 
__ CHATELAINES AND EARRINGS, COMPLETE SETS OR SINGLE PIECES, 


Distributed through the hetter jobbers. 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 





11 Maiden Lane 29 E. Madison St. 
NEW YORK CHICAGO SAN FRANCISCO 
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NATIONAL ADVERTISING 800 ip 
YOUR WATCH SALES 


Het METS By gS LRSTERG WEN 


Petes Lewtard NERC 


Movieland jz) 














} EIGHT LEADING MAGAZINES 
OVER SIX MILLION READERS 
FOR GREATER PROFITS AND PRESTIGE 











| ‘el WELSBRO Watches for more satisfied customers and repeat business. Send for easled co 
[WEISSMAN WATCH CORP, 29 wr se Mer 
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SOR nn a 


\ 
\ 


\ | Quality always sells 


LeStage Chains sell be- 


Cause quality always sells. 









Pee 






Honest value — superb crafts- 






manship a heavy, gold-filled 


chains... all bring steady vol- 







ume, repeat sales, better profits 





for you. 


All 1/20 12Kt. GF 


It pays to carry a full line of 
LeStage quality chains. — 


Sold only through wholesalers 





we a oe rte 

New York Chicago Monrovia, Calif. Le 5 | f.Xe r 
9 Maiden Lane 29 E. Madison St. 110 El Nodo St. : 

A. H. Betz A. B. Pinero James F. Loveridge MANUFACTURING COMPANY 





NORTH ATTLEBORO MASSACHUSETTS 


CHAINS « BRACELETS « LOCKETS ¢ KNIVES ¢ BABY JEWELRY ° IDENTIFICATION BRACELETS 
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RUN THE | 
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PROMOTION OF THE MONTH I , bag a 
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and the 
smartest 
watch since 
time began! 























+ SPARSE Re eM 





Maes 











PROFIT...WITH PROMOTION 
S-U-C-C-E-S-S-E-S 


Here’s an 
other Rulon ‘ 
sales win 
to the ring of ner for alert Jeweler 
i s 
eneeees “he ree register. This pre-tested aes 
ready proved its ability to deliver nore “ 
an 


increase traffic. Run thi 
$ this ad for E 

. , 
wedding and graduation posses area 


THEN...IT’S A for 
BEAUTIFUL ane 
DAINTY, TABLE- 
poupoIR WATCH 











it's the elegant 17-Jewel 


Ft al LAPEL WATCH 
styled Rulon sth evenve new york 


You'll want this accurate beauty with a double life - -- the 
secret is in its hinged lapel fastener that folds back to be- 
come 2 support for the watch when 


ysed to add charm to your dressing 
table. Richly fashioned case of yel- 
low 10K rolled gold plate with a ) 
lacy, filigree frame ... fine 17-jewel, 







p 


Watch, $39.50 KEYSTONE. 



















uaranteed dependable Rulon move- 
ment. A truly great value! 


FR 
= NEWSPAPER, PROMOTION AD 
T WITH EACH @AZGn PROMOTION! 


alon Wil C0. 





Convenient Payments Arranged 


STORE NAME 












> op eel : 
D21 FIFTH AVE., NEW YORK 17, N.} 
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Increase sales by getting these new. LAiglon 
Bracelets on display where your customers can 
see them. Their handsome styling and superior 
finish command attention. And L’Aiglon quality 
fo) oho am ial delele Lam oaliaMm lor iiiale ME ol-tolUlA mmol tilale MEG Z Tel: 


and perfect fit. 


1/20 12 K gold filled in yellow, pink or white 
gold with stainless steel back . ... also stainless 
steel front and back. Scientifically designed 


fittings mmalolatraolagesih7-mm3 (el lall-1 1-3 1-1-1 ms olalale re 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS @P WATE H: BRACELETS <FOR 23: VIA RS 
$6 GARNET STHEEE? © FREUVIGENC Se, AnGee St ARO 


PEYRESGMEtATIVES IN NEW YORK * QHICAGO ©4205 ANGELES 
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Jaded. 


with Swiss Radium 


... dials that add beauty and value to any 
timepiece. Styled to reflect the look of lux- 
ury at low cost... these high fashion faces 
including full numerals—are individ- 
ually set raised rhinestone dials. 














A : <8 . ~ 
ag 
; 
; $ ye 2 
In be] 
no 
R _ rs } j 
I : 
—~] ey _ f 4 
Ook t a Par “< 9 Sw; ; ; 
hat ex Watch, pr ca. 
Ns; a ° ole Sired ; 
; 9 SWis, i : . 
” oe 2 Ft 4 “<¢ 
Wiss Si be i mee, ; 
lUmM i 
s a ss = 
ie 
a: - : | 
Dials for every type of case; | eon eo 3 
sold to watch manufacturers, & : a “ 


watch importers and jobbers. 


Swiss Radium 
& Dial Painting Co,, Ine. 


—— 7 Steeete AV LO OO PER Fee 
ESTABLISHED 1915 
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THROUGH THESE PORTALS 











PASS THE FINEST CUSTOMERS IN THE WORLD 


= 





































™® 





2% a 





PLENTY OF THEM...AND OFTEN! 


Were not satisfied simply to bring customers into your store 
to buy CALVERT WATCHES-—and then to let it go at that. 


Tied-in with every CALVERT WATCH sale is a new and ingenious 
merchandising idea which brings each CALVERT WATCH owner back 
into your store every ninety days. In short—that means more customers 
for more merchandise. It's what we mean when we say............. 


“Plenty of Them... And Often." 


Yes—CALVERT WATCHES mean business and if your own 
business needs a most effective 4-time traffic builder, we invite 


you to write for full details of the CALVERT WATCH plan. 


eee vail 


Lh heCherished 


Weihttes 


681 Fifth Avenue ® New York City 22 
Exclusively Distributed By 






























I. Alberts’ Sons, Inc. A. C. Possin Co. Edwards & Co. The Gerwe-Brown Co. 

Boston, Syracuse Milwaukee Kansas City, Mo. Cincinnati, New Orleans 

Baldwin-Miller Co. S. H. Clausin & Co., Inc. J. Engel & Co., Inc. E. W. Reynolds Co. 

indianapolis Minneapolis, Spokane Baltimore Los Angeles, San Francisco, 
Honolulu 
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zg NVALITY 


LIFETIME 


GUARANTEE 


There are absolutely no charges made for any repairs 
due to mechanical defects. 















, Guarantee 

This certifies that the most exacting care and skill has .~ 
heen exercisad Aas tue. design and manufacture af this 
woichbond. - oo: 


This wotehtens ia’ GUARANTEED FOREVER agcinet all 
| Bel. mechanical deiects. 

























MODEL 104 


eS ae 
BN 


Duchess has cancelled 
This men’s 


the depreciating effect expansion bracelet 
of time on this exquisite is precision built for 
amazing flexibility. 

expansion bracelet 
Model 104 will withstand 


by guaranteeing if the most strenuous wear. 
not for one year... 


SEE YOUR WHOLESALE 


but forever... against 
Taam DISTRIBUTOR 


all mechanical defects. 


Duchess Jewelry Mig. Co., INC. 


87 MAIDEN LANE, NEW YORK. .N. e DIGBY 8-0323 




















Now CLASSIQUE Presents a New Dynasty of 
Ladies’ Watch Attachments at New Low 1949 Prices 


ALL GUARANTEED 1/20 12K GOLD FILLED 


30I Em press Moonlin k. New Ladies’ Semi-Expansion. Tiny center catch and safety 
lock. Gold filled solid links to enrich the beauty of the watch. 
A masterpiece of jeweler’s cunning. Easily adjustable. 








sapphire weave. Ratchet and link adjustments. 


y ’ z 


305 Lady Diana. Delicate gold filled mesh rope. Adjustable. 


306 Lady Ramona. Same as Lady Diana, but with ratchet. 


CLASSIOUE JEWELRY MANUFACTURING 


36th Street, Union (caty, Neg. 
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Ny. 


am Beautiful QUALITY 1S THE MARK OF APOLLO: Q 


ogg mail ax 


than 





Ever. e°e 


Our latest creations represent 


the newest trend in smart 


SILVER PLATED WARE 
and 
GOLD PLATED WARE 


with a heritage born of 
generations of craftsmanship. 
So graceful in design... so 
practical in use ... every piece 
in our large and varied line 


is the very finest of its kind. 


ye FOr ee 


BERNARD RICE’S SONS, INC. * APOLLO STUDIOS 
Manufacturers Since 1867 


SHOWROOMS: FACTORY: 
325 Fifth Avenue, New York 16, N. Y. 139 North Tenth Street, Brooklyn 11, N. Y. 











ROSARIES..... 
by CATAMORE 


Here are four more rosary creations in the 

extensive Catamore line, which every day is 

gaining wider recognition as the rosary line. 

Available in sterling, gold filled and 10 karat 

gold, these rosaries reflect the finest workmanship, beauty and qual- 
ity that it is possible to achieve. There’s a Catamore Rosary to satisfy 
your most discerning customers. Ask your wholesaler to show you 
the complete line. 


FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 704 Market Si. 29 E. Madison St. 231 Pine Street 


New York. N. Y. San Francisco 2. Cal. Chicago, Hl. Providence 3, R. 1. ° e3] PINE STREET * PROVIDENCE 3 ° R ° i 2 


New York West Ceast Mid West East London ienrnn, 
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owe EXPANSI 
WATCH BRACEL 


r 


Now you can satisfy the taste of an 
expansion watch bracelet customer 

man or woman, boy or girl — from thi 
new, all-inclusive Marvel line. Ever 
bracelet is a superb example of craft: 3 
manship and beauty — the feature 
that make for easy and fast sellin 

And now that you can get these brace 
lets on eye-catching, sales compelli 

displays ... your turn-over and profi 
will be much greater! It will pay yout 
get the Marvel line... without delay 


WB 225 
MARVEL “55” 


ORDER FROM YOUR 
WHOLESALER 





Al! bracelets 1/20 12 Kt. 
G.F. tops with stainless 
steel backs. 





MARVEL JEWELRY MFG. COMPANY * PROV 
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OTHER WAYS 
PACIFIC SILVER CLOTH 
HELPS THE DEALER: 


@ Saves salespeople the job 
of polishing stock. 


¢ Preserves original luster 
of silver on display 
. makes it more 


attractive to customers. 


e Speeds the sale of silver 
by overcoming objection 


to polishing. 


e Creates store traffic. 





§ 
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‘SILVERWARE CONTAINERS MADE WITH 


pa PACIFIC ~ y: 


REG. US. Mth OFF. 


ABSOLUTELY PREVENT TARNISH! 


A silver chest is no longer just a fancy storage box. Chests and other silverware 
containers made with Pacific Silver Cloth are a real essential in the care of 
fine silver, and women are glad to pay to get them. Our extensive national 
advertising has told your customers over and over—and continues to tell 
them, with regular insertions in 8 leading magazines—of the various and very 
real advantages of Pacific Silver Cloth over every other “anti-tarnish”’ de- 
vice. Proclaim your store headquarters for Pacific Silver Cloth by tying in 
with our free mats, display cards, statement stuffers, etc. 


Every time you sell a piece of silverware, show your customer the appro- 
priate Pacific Silver Cloth container to go with it. You’ll reduce give-aways 
...increase sales! Ask your distributor about chests, wraps, rolls, bags and 
packets made with Pacific Silver Cloth, or send us coupon below. 


PACIFIC MILLS, Department JC 4 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in [) wraps, [J chests, [1 hollow ware bags, [J place-settingrolls, 7] packets 
made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


NAME eeeeeeeoe eee eeeeeeeee eee eeee ee eee ee eae eee eee eee eeeeeeeeeee eee eeee ee eeeseeeeeseeeeesvee 
POSITION eeeeeee eee eeeeeeeeeeeeeeeeeeeeeeeaee eee eee DEPT. eeeeeeceaeeeeeeeeeeeeeeeeeeeeeeeee 
STORE eeeeeeee2e ee eeeeeeeee eee eee eee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee eeenoseeeeee2eeeee4 


STREET ADDRESS . ccc cece eee see SSS SSSSSSSSHSSHSHSHSHSSHSHSHSSSEHESHSHSSHEHSHESHESHESHESHESHEHSESEHEHEHEESHEHTEEH EEE 


CITY cccccccccccc ccc ec cee ccc esc ce etONMecccccccccc cee eB AT Rs cccccccccceseeeeesseeseeee eee 
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RELIST DIONE, A LT 


SBE ERROR 


“fis Drontt ond orl 


PERFECTION 









Sold Only Through W holesalers 




















THE 
JMAN 162 CLIFFORD STREET, PROVIDENCE, R. I. 
Chicago Representative Eastern Representative 
ALLEN B. PINERO FAUL BERGMAN 
Heyworth Bldg., 29 E. Madison St. - 462 Clifford Street a on 
Chicago 2, Illinois re : Providence, R. I. ee 
Los Angeles Representative : ce 
INC. AL GOLDBERGER 


Pershing Square Bldg. 
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“pRACTICALLY ELIMINATES ERRORS- 
AND ANYONE cAN WORK its” 


Says Neumann Brothers, Toledo, Ohio 


“The performance of our newest New Hermes is 
unbelievable. The quality of work that can be 
produced on it by an unskilled operator obso- 
letes and surpasses the hand engraving of the 
past. We now practically eliminate all errors 
and engravers: slips.” 


THE NEW hh 


¢ TME WORLD’S FINEST ENGRA 


ENGRAVING ELIMINATES 


RETURNED MERCHANDISE 
e Makes everybody an engraving 


expert. 
Engraves on jewelry, ountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 


WORLD'S FINEST ENGRAVERS 























~~ Santee 





CR 











RD — 





sy HAYWA 














L829A — Red 
L829A — Blue 
L829A — B. M. 





L822A — Engine Turned 


L824A — Engine Turned 













(Blue Moon-stone) simulated 





1/20-12K Gold Filled — Attractively boxed 


SOLD THRU LEADING WHOLESALE DISTRIBUTORS 


Leallty peutolry fr 





MW) Yew. 
WALTER E. HAYWARD CO. Inc. 


Established 1851 


A TLHALE BOR DO 
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Style 54 
















Secs ae Yi 













Style 54 (illustrated ) 


Genuine Leather with ecresé grain covering. 
Fine Swiss movement. Luxurious velvet lining. 


More than 15,000 sold! Regal 24Kt. gold tooling. Two earring bars 
Stuns sg 1; _— = — and individual ring slots. Size: 10 x 7 x 314”. 
tores have ordered, sold and re- , , : 
ordered more than 15,000 Mele Colors: Green, blue, wine. 
Musical Jewel Boxes. Suggested Retail: $9.95 
You know how sales - appealing Cost to you: 5.75 


Mele’s Musical Jewel Boxes are for om ; 
Mother’s Day, June Graduations and Write for complete catalogue on Mele Musical 


other gift occasions! Order now! Jewel Boxes . . . retailing from $4.95 to $9.95. 


MELE MANUFACTURING COMPANY 
220 Fifth Avenue New York 1, New York 


More American women 
use Mele Jewel Boxes 


than any other 
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Pee 


ROLLED 








| Ly Roe True, the “Old Sheffield” process of fusing karat 
: gold to an economical supporting base is an jm. 
portant step in manufacturing Gold Filled. But of 


ot U in e equal importance is the heavy-pressure rolling that 


wee follows the fusing process. 





Yes, once the karat gold is permanently joined 















to the supporting base the combination is rolled 
under tons of pressure by modern scientifically con- 
trolled machines. This gives Gold Filled a smooth, 
uniform surface of karat gold that is harder, denser, 


and more resistant to wear. This adds to beauty 





and economy, the ever-popular feature of durability 
that is always desirable in jewelry. 

Stock and sell Gold Filled jewelry. It has every- 
thing that customers want and demand these days... 


including everlasting beauty at a popular price. 






Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the American Standards Association 
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SHOWROOMS: New York—303 Fift 
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For over 25 years, 

Keystone has been sending 
more customers to you with a 
superbly crafted line featuring 
consistent, outstanding 
quality ... and now 

we’re sending even more 
customers to you with 
powerful NATIONAL 
ADVERTISING in leading 
magazines. Quality sells 

and to sell more customers, 
sell -[Keystoneware. Join the 
Keystoneware parade to 


larger sales today. 
inca sia No. 8167 /4 Silverplated Coffee Set featured in 


the April House Beautiful Magazine 


KEYSTONE SILVER INC. 


509 WEST 341TH STREET, NEW YORK 1, N.Y. 
Catalog and Ad Mats Available on Request 





- 











. Be Sie oan 7 Ba Sea a : % 


h Ave. © Chicago—209 S. State St.* Los Angeles—712 S. Olive St. * Seattle—2028 Second Ave. * Dalles—Santa Fe Bldg. * San Francisco—1355 Market St. 
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Om 
: wh . 
S BROQY worn separedy, te 
LX i £ \Y “Pairette’” design blends ) 







iN 






r é 
TV into the contours 
Rey Shy of the rings. , 
; boone 
NO ATTACHMENTS 


PAIRETTE’” 


the Simple 


a A\ ZO BEN ONE Di PAT. PENDING “PAIRETTE” 


**Two-in-One’’ 


DIAMOND DUETTE Sg DESIGN 
SETTINGS EXCLUSIVE JOBBER 


TERRITORIES YET 
AVAILABLE 


FO The splendid opportunity of be- 


coming sales representative for 


RE, a new kind of eye-appeal, a new kind of sales-appeal and this unique line may still be open 
in your territory. Inquire soon. 


added profit... it’s the new ‘“‘PAIRETTE’”» DIAMOND DUETTES 

. . those exquisite rings that /nterlock into one another. Highlighting 
their tremendous appeal is, of course, the ingenious designing that 
permits the wedding band to slip into position next to the en- 
gagement ring and STAY THERE .. . without any unsightly or extra 
devices. You are invited to see and examine this NEW and amazingly 
simple idea applied to a complete line of superbly crafted rings . . . 


\ Nhe 






NO LOCKS 


in the price ranges in.which jewelers do 95% of their volume. You EXCLUSIVE MAKERS OF PATENTED 

will be wise . . . you will do well to be the jeweler in your town to “PAIRETTE” DIAMOND DUETTES 

PRESENT ‘‘PAIRETTE’”’ DIAMOND DUETTES! Newspaper ad | 

mats supplied authorized dealers. Write Goldstein-Gerson iis 126 W. 46th STREET 
NEW YORK, 19, N.Y. 





for the name of the ‘‘PAIRETTE” jobber in your territory. 
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Rees 
et. Bee of 








STERLING SILVER 


hodiuin Finish 
ticed for Quick Turnover 





@ Heavily made for extra wear @ Individually and smartly boxed; 


ted lorful velvet 
® Hand tooled, finely polished ee ee eee | : 


@ Unconditionally guaranteed @ In stock; immediate delivery 


® Sold only through wholesalers @ Free ad mats available 





Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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Reserve Now: 


Each catalog will be registered 


in the name of the user. Since 


only one printing is scheduled, 


it would be wise for you to. 


mail your reservation at once. 
With your reservation, please 
list the names of three whole- 
salers, in order of preference, 
through whom we may charge 
merchandise ordered by you. 


RAF 


OF NEWARK 


%.o BY 
ember t MATTIAS xi Kw & S or & © 


« 
yI STANDING .1i 


De luxe! 


Bound in durable, rich-russet 
covers, with white plastic binding; 
printed on substantial hand-made 
finish and high-lustre papers. 
Beautiful and permanent — a priceless 


asset to your business. 


a 
AN AFFILIATE Nee Se NEWARK... 
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designed to help you 

SELL MORE 
EMBLEMATIC RINGS 
and JEWELRY 


Never before has a catalog 
been more carefully planned for utmost selling power. 
The merchandise seems almost alive in sharp, yet faithful 
detail, emphasizing the beauty of design and artistry 
of craftsmanship. Each piece is a distinguished 
offering placed against a rich background of color. 
On every page, maximum eye-appeal makes 


maximum sales-appeal. 





| Uniauely 





different! 


@ Every ring can be shown 
in combination with differ- 


ent emblems, by a novel, 


yet simple, panel-exten- 
sion feature. 


@ Full-size illustration 
makes every ring impres- 
sive. Index page illustrates 
the emblem design of each 
erder, for ready identifi- 
cation. 


e Complete indexed price 


list enclosed in back of cat- 
alog, together with handy 







(Formerly of Indianapolis) 


109 Monroe Street, Newark 5, N. J. 


New York Office: 15 MAIDEN LANE 7, 


Phone: BARCLAY 7-3732 


FOR OVER 80 YEARS AMERICA’S OUTSTANDING EMBLEM LINE 
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_ Here’s the complete, NEW lighter line 

that's going places — fast! Beautifully 
‘merchandised from $7.50 to $200.00 
- in a wide variety of smart styles. NEW 
ideas — NEW designs. Jewelers every. 
~. where enjoy selling A-S-R because 
they DO sell easily. 
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Rhodium finish 
. Barleycorn design - 
‘Retails ot $7.50 No Fed. tay 


Cobra — Alligator — Morocco | 
Retails at $9.00 No Fed. Tox 






















Rhodium finish 
|: Werticol design: 
Retails at $7.50 No Fed. Tos 


New JSGIA Table Lighter... Retails at 12.50 


Platinum Group Rhodium Finish 





The newest member of a proud family, the triumphant 
“Classic” model Table Lighter that is receiving 
enthusiastic nation-wide acclaim! It’s the smartest 
looking table lighter yet designed —a triumph for 
Created to round out the amazingly 





successful line of Lighters that will help you 





make more sales, more profits. 
AS NATIONALLY ADVERTISED 





Tortoise Shell Enc eg 


Sterling Silver 


& Brushed English Gold Finish ae aye ri co Engine turn design 
Retails ct $10.00 No Fed. tox el > _ LH fr. Retails at $20.00 Pius Fed. Tox 
“se LEZEN >. IN [ i F » NWACLVALN IS AA SS 


SOLD BY LEADING JEWELRY 


14 Kt. Yellow Gold \& 1 JOBBERS from COAST TO COAST | 2 Zi. Sh Sterling Silver 
Styled by Cartier, 5th Avenue e s i YY ie Sunburst Pattern 


Retails at $200.00 Plus Fed. Tax Retails at $22.50 Plus Fed. Tax 
Our liberal repair and rep!acement policy 


makes it a pleasure to carry 
our lighters. 


The lighter that Clty 


ALL. PRICES FAIR TRADE 


> 


Be see Bs svete 
PAKS page 


>" 
penn Sai 
SEO SF ~~ 


A-S-R LIGHTER DIVISION ... AMERICAN SAFETY RAZOR CORP. 


315 JAY STREET, BROOKLYN I, NEW YORK 
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Bulletin from The Watchmakers of Switzerland 


Z 
Distribution of Staffs and Stems in the New Official 
Package for Swiss Watch Repair Parts Has Started! 


e@ Package is made of heavy foil, protects parts from 
damage. 


@ Package is carefully sealed against moisture 
and corrosion. 


@ You're sure to get the staffs and stems you order, 
in factory perfect condition. 


@ The label carries complete data for quick and 
easy identification. 


e@ Label identification is keyed to the system set up 
by the Official Catalogue. 





The first parts to be packaged are staffs and What's the difference between packaged and 
stems for the most widely used Ebauches move- unpackaged genuine Swiss parts? Very little. 
ments shown in Part I of the Official Catalogue All genuine Swiss Watch Repair Parts are fac- 
of Swiss Watch Repair Parts. You'll receive ad- tory-tested to meet rigid specifications. But, 
vance notification when the package is used with packaged parts, you're certain of getting a 
for additional parts; and future plans include factory-perfect part that will fit the movement. 


efforts to package all parts for all Swiss watches. 





Your regular supplier will fill your orders with 


the packaged staffs and stems. However, until MORE NEW FEATURES 
ull national distributic the packaged staffs , ;, , 
tional dist ution of t an iged — . There’s a new Official Cabinet of Swiss Watch 
and stems is attained, your orders will be filled ' egg tng wean’ age sean) 
' : i Repair Parts. It’s the only cabinet specifically de- 
with genuine, unpackaged parts. So, for a while, ee . bist pine 
S ap S k ff signed for both packaged and unpackaged parts. 
: ay be ve Os ackaged stalls « ; ; 
FOR ey Oe ey ee ee ee It’s fully described on page four of this bulletin. 
Stems. 
And, A new Speaker’s Kit is ready, too. It contains 
Be sure to order by the Official Catalogue ot instructions, display material, easel presentations, 
Swiss Watch Repair Parts (Part I). Whether and slides. Write to the Official Swiss Watch Repair 


Parts Information Bureau, 730 Fifth Avenue, New 


the part you're ordering is packaged or not, 
York City, for these kits; or to arrange for a speaker. 


you'll find your work easier, you'll find that 
orders come back faster when you work by the 
Catalogue. And, if the part you want 7s pack- 
aged, you can only get it by ordering with the 
Catalogue; for the identification of the new 
package is based on the system set up by the 


Official Catalogue. CONTINUED ON NEXT PAGE 














SWITZERLAND 


The WATCHMAKERS OF 





























HF LAW OF AVERAGES will give you 
| Qelenyeteeeren will give you 
more ...and salesmanship plus adver- 
tisine will give you a lion's share! 

The ad on the opposite page is part 
of your advertising! It talks to people 
by the millions...reminding them that 
you—their jeweler—have the perfect 
oift—a watch. 

Now too —as the ad points out — is 


the time to start driving for anniver- 


What Will Be Your Share 
of Watch Sales in May ? 





sary, Father's day and graduation eifts. 


Alert jewelers will find a wealth of 


sales ideas in these advertisements. 
They'll find it pays to follow them from 
month to month. To tie-in with their 
own efforts where possible. And, by 
writing to the Watchmakers of Switzer- 
land, 730 Fifth Ave., New York City, 


it's possible to get permission to use 


the slogan that appears on every ad, 


every month in the year... 


For the gifts you'll give with pride — 
let your jeweler be your guide 


The WATCHMAKERS OF | ® SWITZERLAND 
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Now there are Seven ways in which the Ofhcial Swiss Watch Repair Parts Program helps you! 
4 « . 
1. The Official Swiss Watch Repair Parts Information Bureau, Ke florts are being made to have all parts for all Swiss w 
located at 730 Fifth Avenue, New York, N. Y. Write, phone, packaged in the future. 
or come in for information on your watch repair problems. | a ois _ ' 
ae | eats De 5. Lhe new Official Cabinet of Swiss Watch Repair Parts 
2. The Official Catalogue of Swiss Watch Repair Parts (Part I) been designed for both packaged and unpackaged D 
has set up the new standardized system for identifying and and is described on page 4 of this bulletin. 
ordering Swiss Watch Repair Parts. 7 | . . 
3. [he Official Dictionary of Watch Parts defines and illus- 6. | he ee a go a on the preceding pag 
trates all parts of all Swiss watches, with watch terms given poe ~ , gales regoony a trade meetings, wher. 
in English, Spanish, French, and German. ee ee ee 
4. [he Official Swiss Parts Package is completely described on 7. Advertising! Yes, every ad in the big consume campaign 
the preceding page of this bulletin. A heavy foil package, sponsored by The Watchmakers of Switzerland drives home 
it protects parts against damage, corrosion and moisture. this repair slogan... 
No matter what the make of your watch, your jeweler can service it economically and promptly. 
; 
F 
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1 Now is the time to buy that watch asa gift for for constancy and friendship. Out of nearly 300 years 

the new bride or groom, to think of graduation — of Swiss watchm: iking traditions come the finest of 
and anniversaries. For there is no more cloquent gift — todav’s jeweled lever Swiss watches—famous the world 
than a watch for someone you love, the gilt that stands — over for styling, dependability and downright value. 


Something old, something new 


in the watch you buy today. 





The Swiss have always designed their 

* timepieces as precious jewelry. Your 

jeweler can show you wonderful new 

watches for women—watches with precious 

stones or platinum or gold or steel cases and 
quality jeweled lever Swiss mechanisms. 





When you buy a watch, remember When you buy a jeweled lever Swiss 

® that theworks and workmanship inside * watch—you can always have it serviced 

are what count. The balance wheel alone economically and promptly. Your jeweler’s 

makes half a million single swings a day. So watch repair experts are professionally 

be sure to buy a watch vou can wear or give trained and equipped to give your fine Swiss 
with pride—a jeweled lever Swiss watch. watch the care it deserves. 





For the gifts you'll give with ae jeweler be your guide 


SWITZERLAND 


3 If your ae is for a man, remember 
* that men are particularly fond of the 
new water-repellent and shock resistant 
watches, calendar watches, automatic self- The WATC HMAKERS OF : 
winding watches, chronographs—and other 
Contributions of Swiss craftsmanship. 





© 1949 Swiss Federation of Watch Manufacturers 








... Bulletin from The Watchmakers of Switzerland (cont; 


INTRODUCING — 











The New Official Cabinet of 





Swiss Watch Repair Parts 


e The only cabinet that’s designed for both 
packaged and unpackaged parts! 





Your regular source of supply will handle distri- 
bution of the new cabinet. You can buy the cabi- 
net complete with drawer, tray, and bins; or you 
can buy the tray and bins alone, with a special 
ange to fit the cabinet you now have. Your sup- 
plier will notify you when he receives his stock of 
cabinets and trays. 

Important note: The ordering, production, sup- 
ply, and manutacture of the new Official Cabinet 
is entirely a U. S. operation. It’s made according 
to a design furnished at no cost by the Watch- 


The WATCHMAKERS OF 





® Efficient, good-looking, new design! It’s light, 
compact; measures only 1314” x 1014” x 214". 
Smooth working drawers and cabinet are 
made of steel, in mahogany color. Tray 
inserts are of molded bakelite. 


A ‘The drawer carries its own index listings. 


B Special slots in the tray channels hold the 
New Official Swiss Parts Packages, in an easy 
to ect at, Casy Lo see position. 


C Plastic bins also fit the tray slots, are provided 
to hold unpackaged parts. Each bin has a 
hinged top and a card telling the movement 
and model no. of the parts it contains. 


@ Special flanges make it easy for you to buy 
the trav alone, and use it with the cabinet you 
now have. 


The new Official Cabinet of Swiss 
Watch Repair Parts is the standard size approved 
by the W.M.D.A.A. 


makers ol Switzerland, and approved by the 
W.M.D.A.A. It’s the only official cabinet of Swiss 
Watch Repair Parts. 

Adoption of the Official Cabinet of Swiss Watch 
Repair Parts has been a cooperative step, involv- 
ing much time, thought and effort on the part of 
U.S. Horological and ‘Trade Associations, Import- 
ers and Wholesalers. Thanks and congratulations 
are due to all for the fine work in making possible 
the rapid, nation-wide introduction of this new 
Official Cabinet. 


SWIPZERLAND 
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BEN NOVGRAD'S DESIGNS 
RING THE BELL AGAIN! 
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Ben Novgrad, of Arts & Crafts, now gives you a new series 


of Fraternal Rings distinguished for: 


1) REAL MEANING! 3) ELABORATE DETAIL! 
2) RICH SYMBOLISM! 4) FINE CRAFTSMANSHIP! 
Be the first in your city to stock these rings. They have an ex- 


clusive appeal to men who take pride in their fraternal order. 


Choice of 10 or 14-Karat Gold. Prices Upon Request. 


Send for Free Mats of Tested Newspaper Advertisements 
* PATENTS PENDING 





ARTS « CRAFTS company 


Manufacturers of Fine Men's Rings 


106 ANN ST., HARTFORD, CONNECTICUT 





KNIGHTS OF COLUMBUS 


eee eee ec 
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-DESiGnEL rUR GIVING... 


Hew NMERICAN PATTERN ¥& 


This handsome covered well and tree (#6042) in the new Poole Ameri- 
can Pattern is a superb example of the high quality, craftsmanship 
and sales appeal to be found in all Poole hollow ware. National adver- 
tising and sales promotion aids will make Poole the fastest selling line 
in your store. Be sure that your stocks are complete for the bridal sea- 


son just ahead, Write, wire or phone Kleitz for all your requirements. 


The motif of the American 
Pattern by Poole is clearly 


B. Kleitz & Bro. Co. 
defined in the curved design 


SIXTH and MARKET STREETS po a 
WILMINGTON 99, DELAWARE 
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The word is getting around — 

jewelers who feature ARDEE jewelry 

can expect big things. 

For Ardee jewelry is styled and designed 

not only to sell 

with the least amount of resistance 

but to sell profitably. 

Unexcelled in beauty and appeal, 

Ardee jewelry, in electroplated and gold filled, 
holds to the low popular price. 


RAY CURRAN & CO. 


RAY CURRAN & CO. + 387 CHARLES STREET *- PROVIDENCE, RHODE ISLAND 
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The am deur of the Swiss 
Alps, as reproquced in full color 


inthe IMRERIAL WATCH *@? Salil _ . 
calendar for1949, ee : | = 





| national advertising Lo 


speeds ales of 


IMP RIAL WATCH 


Right on LF 2 foe 100 years 


Persistently and consistently, national advertising in leading 
more business for IMPERIAL 


; in leading magazines 





magazines and on the aly is buildin 
WATCH dealers throughout the country. Result: IMPERIAL WATCH 


sales are the best in the hudred-and-one-ye istory of this 


fine line of watches. 


Tie-in and cash-in. For full information \ 
THE SATURDAY EVENING 


CONTACT YOUR NEAREST WHOLESALER 


OST 


“~<. and on the air 


over 262 radio stations 


BAVI 





Manufacturers and Importers of Watches from coast to coast 


IMPERIAL, GLYCINE, NICOLET AND HARVARD TIMERS 
IMPERIAL WATCH BLDG., 11 EAST 48th ST., NEW YORK 17, N. Y. 
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Right in Time for Your Spring Wedding Trade... 


J. W. JOHNSON OFFERS THESE PROFITABLE, 
NATIONALLY-ADVERTISED STERLING & PLATED PATTERNS 
TO HELP YOU CASH IN ON THE BIG, NATIONWIDE 





*% 


1949 Silver Parade 





STERLING FLATWARE 


Southern Charm solid sterling 


Retail 
One place set.—6 pcs. 6 25.00 
Four place—24 pcs. 100.00 
Six place—36 pcs. 150.00 
Eight place—48 pcs. 200.00 


Chapel Bells Same price as 
Chased Romantique above for place 
Chateau Rose settings —- open 


Romantique stock on all pes. 
Moonbeam 

Wedding Bells 

One place set.—6 pcs. $ 22.50 
Four place—24 pcs. 901.00 
Six place—36 pcs. 135.00 
Eight place—48 pcs. 180.00 


STERLING SILVER 


By Manchester 21 Beautiful Patterns 
One place setting with dessert 


knife & fork $ 23.34 
One place setting with dinner 
knife & fork 23.67 


Gadroonette Pattern 
Copenhagen Pattern 
Manchester Pattern 
Mary Warren Pattern 
Duke of Windsor Pattern 
Leonore Pattern 


PLATED FLATWARE 


1847 Rogers Bros. Keystone 
Remembrance Pattern (The 190th 
Anniversary Masterpiece) 

101 pc. sve. for 8 w/chest $142.50 


No. 63 chest only 21.00 
52-pe. svc. for 8 w/chest 77.70 
No. 62 chest only 8.10 


Adoration Paitern 
Eternally Yours Pattern 
First Love Pattern 
Wm. Rogers & Son 
‘Gardenia Pattern 
Exquisite Pattern 
Keystone 
92 pce. svc. for 8 w/chest $ 47.94 


Community Silver plate 
“If Its Community its correct.’ 


Morning Star Pattern 

Coronation Pattern 

Milady Pattern 

Lady Hamilton Pattern 

38 pc. sve. for 6 in Popularity 
Chest $ 61.20 





Keystone 
50 pe. svc. for 12 88.08 
92 pe. sve. for 8 in Vogue 
Chest 83.70 
76 pe. sve. for 12 in 
Aristocrat Chest 119.70 


Tudor Plate by Oneida Community 
Fantasy Pattern 

Fortune Pattern 

Elaine Pattern 

Sweet Briar Pattern 

40 pc. svc. for 6 in Hospitality 


Chest 33.30 
53 pce. svc. for 8 in New 

Trousseau Chest 46.50 
PLATED HOLLOWWARE 
Poole Keystone 
1404—5 pc. Tea Set $108.00 
1305—2 at. Water Pitcher 21.60 
3400—Vacc. Ice Tub 36.00 
2009—61/,” Compote 7.80 
1810—Gravy Boat w/tray 18.90 
1057—12” Bread Tray 10.20 
1056—18” Double Entree 30.00 
1201—4 pc. Tea Set 56.40 
3300—Vacc. Ice Tub 32.40 
1023—2 qt. Water Pitcher 18.90 
7252—Fluted Fruit Bowl 24.00 
1014—Gravy Boat w/tray 18.90 
1004—12” Bread Tray 8.40 
1021—Double Veg. Dish 18.90 
1042—CCovered Well & Tree 

Platter 24.00 
1020—10!/.” Sand. Tray 10.20 
3212—Waiter 23” x 14” 30.00 
1053—15” Aspic Dish 18.00 
502--8” Bowl 13.20 
7256—121/,” Bowl 24.00 


1016—16” Well & Tree Platter 18.90 
1018—18” Well & Tree Platter 24.00 
3207—Chippendale Waiter 


2003—6!1/,” Bon Bon 5.40 
3814—111%” Sand. Tray 11.40 
7526—Sugar, Creamer, Tray 18.90 
7255—12” Relish Dish 15.00 
Community Hollowware 

Ascot Design Keystone 
9-pc. Tea-Coffee Set $192.00 
4-pc. Tea-Coffee Set 171.60 
3-pc. Tea Set 114.00 
3-pc. Coffee Set 120.00 
2 Ot. Water Pitcher 45.00 
Sauce Bowl, Tray 51.00 
Oblong Tray (21”) 69.00 
Oval Tray (22”) 60.00 








Keys 
26” Oblong Tray se 
18” Round Tray 39.00 
Covered Chop Disn 39.00 
Entree Dish (divider) 52.20 
Entree Dish (no divider) 48 00 
13” Bread Tray 16.80 
11” Baking Dish , 
Ovenware glass liner 36.00 
Chatelaine Design Keystone 
5-pc. Tea, Coffee Set $192.00 
14” Bread Tray 16.80 
Gravy. Boat w/tray 33.00 
3-pce. Coffee Set 118.80 
22” Oval Tray 60.00 
13” Double Veg. Dish 45.00 
2-Ot. Water Pitcher 48.00 
18” Well & Tree 39.00 
Melon Design 
5-pe. Tea, Coffee Set 210.00 
26” Oblong Tray 108.06 
22” Oblong Troy 66.00 
Entree Dish (no divider) 69.00 
Gravy Bowl w/tray 91.00 
18” Well & Tree 45.00 
Georgian Design 
5-pc. Tea, Coffee Set * — 150.00 
2-Ot. Water Pitcher 42.00 
Double Veg. Dish 42.00 
Well & Tree (18”) 39.00 


Tudor Plate by Oneida Community 
Haddon Design 


3-pc. Tea, Coffee Set 39.00 
2-Ot. Water Pitcher 21.00 
Gravy Boat w/tray 15.00 
Double Veg. Dish 18.00 
17” Meat Platter 15.00 
10” Cake Plate 7.20 
Bread Tray 7.20 
17” Well & Tree 18.00 


Also pieces available in Henley, 
Fantasy and Ardsley Designs. 


STERLING HOLLOWWARE 


Johnson offers a complete selection 
of Manchester and other famous 
makes of Sterling Silver Hollowware 
to grace the lovliest bride’s homes. 
Inquire about individual items avail- 
able and prices. 


THIS REPRESENTATIVE LISTING 


shows the typical wide assortment 
of flatware and hollowware avail- 
able through the resources of J. W. 
Johnson. A postcard will bring you 
all the details you need on delivery, 
so that you can cash in on the 1949 
Silver Parade. 





J. W. JOHNSON, Inc. 


15 MAIDEN LANE 


Established 1869 


NEW YORK 7, N. Y. 
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* 
PB) 2996 Necklace, $66.00 per doz.* 
hie — 2979 same style, as a_ pin, 


$48.00 per doz. 





marcel boucher 


DESIGNER AND MANUFACTURER 
OF FASHION JEWELRY 














347 Sth Ave., N. Y. C. MUrray Hill 3-0041 
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2992 Bracelet, engraved on 
both sides, $36.00 per dozen* 





re THE PIECES SHOWN 
ARE CURRENTLY APPEARING 
IN VOGUE 










Peter and Sonia, a touch of rhinestones on 
highly polished rhodium and gold plated metal. 


Peter 2977M, $30.00 per dozen. Sonia 2977 
$45.00 per dozen. 


*Semi-dressy engine turned discs suitable for either casual 
or dress wear.. Highly finished in gold or rhodium with 
center of crystal, pearl or colored stone surrounded by a 
ring of small rhinestones.. Other numbers in the same group 
include scatter pins starting at $18.00 per dozen, pins starting 
at $30.00 per dozen, earrings starting at $33.00 per dozen, 
and necklaces up to $78.00 per dozen. 


Designs Copyrighted, 


Pat. Pend. 
SHOWROOMS: 347 5th Ave., N. Y. C. (18). MUrray Hill 3-0041 
607 So. Hill St., Los Angeles, Calif. VAndike 9-766 


FACTORY: 304-10 £. 23rd St., N. Y. C., N. Y. GRamercy 3-4470 
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OSTERIZE 


OUNTAIN PEN REPAIR SERVICE 


503 FIFTH AVE. NEW YORK 17, N. Y. 





I 


F 





D) 
Important Announcement 


To All Fountain Pen Dealers 


This will SAVE you money. All factory guaranteed fountain pens repaired, at the 
REGULAR FACTORY PRICE— REGULAR FACTORY REPAIR DISCOUNTS 


PLUS!! 48 TO 72 HOUR SERVICE PLUS!! 


FOSUERIZED 


OFFICIAL FACTORY SERVICE STATION 





WATERMAN 100 Year Pen Service Charge 

PARKER Blue Diamond Pen $1 50 

EVERSHARP Double Check-Mark Pen _ 

SHEAFFER Lifetime Point Pen BOC 
Exchange of parts included in charges Missing Parts Extra 


WRITE FOR PRICE LIST 


Each repair envelope 

NUMBERED and your 

FIRM NAME and ad- 
05 PEN REPAIR SERVICE BQ dress ENCLOSED. 


903 FIFTH AVE. NEW YORK 17, N. Y. 


FOSTERIZED) SER VICE IS FASTER 
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Just wrap ALL your 
repairs in one package 
and DELIVER or 
MAIL to Repair Dept. 















suggeste4 retail: : : put his magic 
touch to de , i s across the nation 
§ Q 5) | report outstandingly successful sale Torys new line. 
Smashing repeat sales prove the s sound a appeal of this mer 
waste basket No. 25 chandise- When you see them you Il realize how stunning 


they are - what value they offer When yout customers 
ee them you 1 find out how quickly they ll buy these smart 


S 
. |" desk sets SO attractively priced. 
esk basket 


des , 24 All pieces covered with genuine leather — all beautifully 
tooled in 24 karat gold. They can be bought and sold in sets 


§ Q or separately: The desk basket 1S richly lined in rayon moire. 
The panel desk pad has felt back and measures 16x 21 inches. 


desk pad, No. 26 Green, maroo” brown, red, ivOry> medium blue, baby blue, 
rose, navy: 





renee 9 of this i quick-moving profit ' = 
ger a e = 
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No. 68—Master Set: six steak knives, 


No. 62—Carving 


knife and fo 


with case. 


rk 


"No. 63—Carving Knife 


choose from these handsome sets 


No. 


<i 1 08 
:” Guaranteed by 
Good Housekeeping 


J ae 
or as ADvEATIStO wise = =— 


No. 50 single steak knife 

No. 

No. 54 four steak knives in jewel-box case 
No. 
No. 
No. 
No. 
No. 
No. 
No. 
No. 


52 pair of steak knives 


56 six steak knives in jewel-box case (below) 

58 eight steak knives in jewel-box case 

60 carving knife in deluxe case 

61 slicer in deluxe case 

62 carving knife and fork in deluxe case (above) 
63 three carving knives with deluxe case (above) 
64 same as No. 63 plus fork (above) 

65 carving knife, fork, sharpening steel in 
jewel-box case (below) 

68 six steak knives, carving knife and fork (above) 


Carvel Hall Steak Knives in jewel-box case. 
Sets of four (No. 54), six (No. 56) and 
eight (No. 58). Carving knife, fork, 
honing steel in matching 
case (No. 65). 


Bi Fume oO, 
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Set: carvette, carver, 
slicer in deluxe case. 
(No. 64—Same plus fork.) 





carving knife and fork, deluxe case... 
the finest set in the Carvel Hall line. 


No. 61—Ham and roast 
slicer in deluxe case. 


New Carvel Hall Cutlery Sets 


ES, NEW Carvel Hall Cutlery 
is packed with smart styling 
and dozens of quality features to 
make your customers buy. The 
blades are made of fine chrome- 


vanadium cutlery steel, hollow 
sround for keen lasting edges. 
Handles of ivory Lustrex resist 


scalding water, gleam with spark- 
ling safety bolster and_ ferrule. 
Carvel Hall Cutlery is obviously 
the product of half a century of 

fine craftsmanship. 


CHAS. D. 


Ny 
> IN aoe” 





Luxurious packaging shows the 
product at its glamorous best... 
smart limed-oak frames, lined 
with burgundy velvetyn, and a 
clear plastic cover. This packaging 
gives prominent display in your 
windows and counters besides pro- 
viding convenient cutlery storage 
for your customers. These fast- 
selling profit-builders are nation- 
ally advertised in Betler Homes & 
Gardens and Good Housekeeping. 
See your cutlery jobber today. 


Briddel| 


INCORPORATED 


CRISFIELD, MARYLAND 


Brine Drilily ‘Eullery 
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These fine Pacer expansion watch brace- 
lets are now delivered in the new Pacer 
picture window card. This new unique 
package supplements the handsome styl- 
ung of Pacer watch bracelets and adds 
to their now overwhelming sales appeal. 
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Dunhill! “S 
Rollalite—the lighter 
that’s jewelry too! 


Asa prominent jeweler pointed out, “What could be more logical than 
for me to sell jewelry?” 


That's why so many jewelers go for the Rollalite — because it zs jewelry, 
it’s designed and built like jewelry. It has the /ook and feel and finish 

of jewelry. = And it has the prestige of the name “Dunhill,” famous 

_ throughout the world for quality and good taste. The Rollalite — 
definitely—is the lighter for jewelers to feature! Order from your 
wholesaler today or write to Alfred Dunhill, 660 Fifth Ave., New York 19. 





* ROLLALITE POCKET LIGHTERS: Heavy-ribbed, 
fine-lined and diagonal models for men and women. 
Retail prices: Rhodium plate $10, Gold plate $15.* 
In an outer jacket of 14 kt. gold. $125* and up. 


ROLLALITE TABLE LIGHTERS: Heavy-ribbed, 
fine line and diagonal mcdels. 
Retail prices: Rhodium plate $12.50, Gold plate $15.* 








* Plus Fed. Tax 


HET ROLLALITE CIGARETTE LIGHTER 
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a most remarkable ae rl ee 
WATCH... ce POx att 
The Perfect Watch for Laborers, 


Farmers, Bus Drivers, Street Car men, 
Section men 
GARLAND 17 JEWELS « 16 SIZE 
Nothing like it developed in years. Check 
' § | these “plus” features: 
oman 2 © Balance Wheel. Berylium, over-sized, 
ne ; 3 solid, double roller set in center of staff, 

mono-metallic. 7 
Hair Spring. Brequet over coil. Phillips - — so 
shaped for position variations, non- “Set egy, ws ate 
magnetic. toni oe tes 
Regulator. 45-degree pin position for close setts ‘ 
timing, micrometer spring and screw. 
Case. Made by Keystone, 10K rolled gold 
plate, with plain or fancy back. 


Order by No. 1617—$37% KEYSTONE 





to clinch the sale- — er | aes ¥- 
recommend GARLAND o {twee & a= hcl tee 


Many jewelers report: “To close the Ee iat | Ps é ae \nalitieneeit 
sale, promote GARLAND.” That goes .@e 8). AiG 2s / —— a 
for GARLAND Diamonds and Watches ye§ YY AP (mea f /) a _ x 
alike because both represent high a /y © tee / be a io 
quality, craftsmanship, beauty, styl- \ 32 E : py a eat setae on 
ing, value—everything customers | A s/f i 7 f wr 
want. You know, too, that GARLAND 
stands for reliability, backed by > _. . | 
the long-established reputation of SS eS ether taiha 
The Ball Company. You can stake : hn, Ae ee | ; _— 
your own good reputation on every 

GARLAND you sell. 


Son 


oe 


BR pie 
get = ap" wr og 


The BALL Company 
Originators of GARLAND* Diamonds and Watches 
WHOLESALE JEWELERS ® DIAMOND IMPORTERS 


6 North Michigan Avenue e Chicago 2, Illinois 
Branch Office: Charlotte Hotel, Charlotte, N.C. 


$x : a 
aot * wee adit a ” SET cee Sa 
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quiz question: What diamond ring 1S tops in 





ANSWER: 


rtcarve 





Everybody knows that answer—because only Artcarved offers 
you the guarantee and protection of one hundred years’ 
experience and leadership in the field of fine ringmaking. 


Artcarved diamond experts bring you—at every price level 
—diamonds never before worn, diamonds of an unvarying 
high standard of quality. Artcarved experts perform and con- 
trol every step in the making of an Artcarved ring from the 
rough diamond and molten gold to the finished ring. This 
complete manufacturing independence means savings to you 
which you in turn can pass on to your customers in better 
values, better prices, better rings! 





*TRADE MARK REG. 
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Artca rVEd sELoveD BY BRIDES FOR 99 YEARS (1850-1949) 





MEMBER 





J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK 


FOR APRIL, 1949 





LT 


PRECIOUS META 









LS 





ote ~oeee 


iio oS 


WILLIAMS PAYS MORE FOR YOUR SCRAP 





It’s no sleight-of-hand trick — Williams Dyna-flo refining. This process pioneered 
by Williams research is a combination of new ideas in chemistry and metallurgy. 
Through laboratory controlled metallic segregation, not only gold, but also plati- 
num, palladium and silver are reclaimed. You are paid in accordance with market 
prices. Due to the efficiency of Dyna-flo, the refining cost is exceptionally low. 
You benefit in terms of higher cash returns. 

All types of precious metal scrap acceptable —trimmings, chips, grindings, sweeps. 
All are precision refined and assayed. A trial shipment will prove to you the 


extra dividends and faster service Dyna-flo can render. 


WILLIAMS Gold Refining Co.,me. 


IND, 
FORT ERIE N., ONT. BUFFALO 14, N.Y. HAVANA, CUBA s* 


THOSE IN THE KNOW BANK ON DYNA-FLO ee 
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FIRST TRULY NEW FASHION 
in Watch Band Styling in a Decade! 

















FIRST with a BOXING IDEA 
that Does MORE than Package! 


«pitta healt 









FIRST with a Custom-type END 
to END All END-Fitting Problems! 


When it’s marked , 4 L N 


it’s 





ewelers’ Your Regular Wholesaler Will Fill in 
est the Profit-full Details... SOON! 


Jacoby-Bender, Inc. + 161 Avenue of the Americas, New York 13 
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IT PAYS TO USE 


KARAT GOLDS 


WITH PRO 








Mera QUALITY is of most importance to 
every jewelry manufacturer—it is a chief factor in 
determining production time and cost—it also de- 
termines how well a finished product will serve in 


actual use. 


The attractive 14K tie clip illustrated is a case in 
point. It calls for a gold that will bend flawlessly in 
punch and die operations—and will retain its life 
and spring after bending. The manufacturer found 
precisely the metal needed in Handy & Harman 
No. 165 yellow 14K gold. It’s a spring gold with 
permanent elasticity, specially developed for this 
class of work. It assures smooth flowing production 
and makes a tie clip that will do the job it is sup- 


= posed to do for years to come. 





No. 165 is just one of the many Karat Gold compo- 














sitions Handy & Harman has developed, each one 


with the right physical properties for a particular 
type of work built into it. The uniformity and the 


consistent working qualities of these Karat Golds 


give you faster, trouble-free, lower cost production. 


WRITE FOR BULLETIN 16 


It describes H & H Karat Golds for 
specific purposes. Copy mailed on 
request. Write today. 





NEW YORK 7, N. Y. 
Bridgeport, Conn. * Chicago, Ill. © Los Angeles, Cal. ‘a Providence, R. I. * Toronto, Canada 


PRECIOUS METALS SINCE 1867 
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THE JEWELERS' 


W: DO NOT necessarily endorse 
the ethics of the following story, 
but we always admire quick thinking 
on the part of a jeweler. Hence its 
publication here: 

As is often the case, a lady had 
purchased a diamond ring at a jew- 
elry store and immediately after- 
ward visited another store in town 
to have it appraised. The second 
jeweler, looking it over, reported that 
the stone was a good diamond, the 
color was excellent, and it was not 
imperfect. “However,” he said, “you 
realize that it is an ‘old miner.’ ”’ 

Horrified, the lady scampered right 
back to the jeweler who had sold her 
the stone. “What’s the big idea?” 
she demanded. “I’ve been told this 
stone is an ‘old miner!’ ” 

The jeweler thought for a moment, 
then with perfect self assurance met 
the objection. “Look lady,” he said. 
“So what? What difference does it 
make to you if the stone was dug up 
by an old miner or a young one? It’s 
still a good diamond, isn’t it?” 

“Why. of course,” admitted the 
customer, brightening. “I never 
thought of that!” 


> © 


T= GRAPHIC representation of per- 

sonal income in the U. S. appear- 
ing in the adjoining column under 
the title “Something to Think About,” 
is the first in a series of thought pro- 
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vokers planned as a regular feature 
of this department. 

No editorial comment will accom- 
pany these graphs—they will be of- 
fered exclusively on their merit as 
thought-stimulators. Although some 
future graphs may, at first glance, ap- 
pear to have no relation to the retail 
jewelry business, a bit of study will 
convince you that the facts presented 
have a tremendous bearing upon the 
operation and future success of your 
business. 

Each graph should suggest dozens 
of different ideas which will help you 
in your career as a jewelry merchant. 
How many can you find? 





Something to Think About 
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— TAXES, trade diversion, and 

other weighty matters may be 
the topics of priority discussion in 
the upper echelons of the jewelry 
trade, but we're convinced that flies 
are of vital importance to the indi- 
vidual retailer. In our past two issues 
we ve had stories in this department 
concerning jewelers difficulties with 
musca domestica (the common house- 
fly). And now Jeweler Peter Brack- 
man of Flushing, Mich., submits an 
anecdote which, he thinks, should 
cop the all-time prize. 

It’s a fascinating, somewhat spicy 
story because, you see, sex enters into 
the picture. However, being a fam- 
ily magazine, we shall attempt to pre- 
sent the facts in as wholesome a man- 
ner as possible. 

Mr. Brackman reports that he was 
confronted, one day, with a watch 
which he had recently repaired. It 
was stopped. Wouldn't run at all. 

Puzzled, he opened it up and to his 
amazement found six tiny white mag- 
gots crawling about in the works. 


‘Infant flies having the same short- 


comings as infant humans, they had 
the plate all smeared up. And just 
to clinch matters, one of the litttle 
fellows was hopelessly snarled in the 
escape wheel. 

Wondering how in the world a 
thing of this sort could happen, Mr. 
Brackmann pondered the situation. 
Obviously, he reasoned, a lady fly in 
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It's AERO-METRIC 
won't leak at 
high altitudes 





NEW CLIPS 


NEW CAPS 


NEW FOTO-FILL 
FILLER 


NEW PLI-GLASS 
RESERVOIR 














NEW VISIBLE 
INK SUPPLY 





7 NEW 


8 NEW COLORS 


Concentrate on Your 
3 BIGGEST PROFIT MAKERS 











feature the larger-profit 


Aew-uiauc PARKER “51” 


»«.in your windows 


... and in your ads 




















JEWELRY STORE 
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DON'T SIT IN AN “IVORY TOWER*! THERE'S PLENTY 
OF NEW PARKER “51” BUSINESS~GO AFTER ITI 
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a family way must have been respon- 
sible. And, since she couldn’t have 
_er nested when the movement was 
‘1 the case, she must have taken ad- 
vantage of matters while the works 
were removed and the jeweler’s back 
was turned. At any rate, she was 
successful in depositing her eggs in 
one of the most unlikely places in the 
world, and the jeweler was faced 
with a free cleaning job. 

This yarn, which Mr. Brackmann 
himself admits “sounds fishy, but is 
true,” unquestionably takes top hon- 
ors for fly stories thus far. But we 
have a strong faith in jewelers’ in- 
genuity and something even more 
fantastic may turn up next month. 
Who knows? Perhaps the subject 
may switch to elephants! Anything 
can happen. 

© © 


open in an effort to move 
old stock, Danis Jewelry Co., New 
Bedford, Mass., recently held a “Pack- 
age Party—Your Pick of a Package 
for a Buck.” Rings, wallets, lighters 
and varied accessories were attractive- 
ly wrapped and displayed before 
browsing shoppers. Hundreds of cus- 
tomers responded to the novel idea. 
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HE NATION'S HOUSEWIVES are 

probably better acquainted with 
Richard C. Murphy, executive secre- 
tary of the Jewelers’ Security Alli- 
ance, than is the average jeweler 
whom he protects from thieves. At 
least they should be. For within the 
space of less than two weeks the 
jewelers’ crimefighter was __ inter- 
viewed on three daytime radio pro- 
grams, was scheduled for a television 
appearance, and had even received 
an offer from Hollywood. 

The whole thing started with the 
publication of an article about 
Murphy in Coronet magazine. En- 
titled “One-Man War on _ Jewel 
Thieves,” the story outlined the na- 
ture of the Jewelers’ Security Alliance 
and its crime-fighting set-up under 
Murphy’s direction. 

This led to “Dick’s” appearance on 
Patt Barnes’ ABC program on Fri- 
day, March 4th, at 4:30 p.m. Inter- 
viewed about the Alliance and its 
work, he proved the fact that “Crime 
Doesn’t Pay” by citing a number of 
famous cases the organization has 
cracked. 

Four days later Murphy was a 
guest on Mutual’s “Luncheon at 
Sardi’s,” broadcast coast-to-coast at 
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Apartment... Ring... Let's see—oh yes—GIRL!" 


noontime. There, again, he em- 
phasized the JSA’s activities and, 
after citing a number of cases, 
pointed up the fact that the Alliance 
“is the greatest mutual crime-fighting 
organization in the country.” 

On March 17th, St. Patrick’s Day 
in the morning (8:30 a.m. to be 
exact), Murphy appeared at break- 
fast with Tex and Jinx over NBC. 
Quizzed about jewelry thieves, rob- 
beries, etc., by this popular couple, 
he again made the point that crime 
doesn’t pay and proved it by citing 
cases. 

In the offing, as this was written, 
was a television program on which 
Murphy would demonstrate visually 
the JSA’s crime-fighting activities. 
Needless to say, the emphasis on tele- 
vision was planned in the direction 
of discouraging crimes against jewel- 
ers, rather than showing how actual 
thieves operate. No point in giving 
people any more ideas than they have 
now. 

All of these appearances, plus his 
regular, constant fight against crimi- 
nals preying upon jewelers, has kept 
Murphy quite busy. But he may be- 
come even busier later on. Holly- 
wood, he confides, is making over- 
tures. No—not to act. But as a tech- 
nical adviser for a script involving 
jewelry thieves. What next? We 
may see his name up in lights yet. 


© © 


A SMALL BOY with a whistle is gen- 
erally considered a nuisance, 
what with stopping trafhic, giving 
beautiful girls false alarms, etc. But 
sometimes they come in handy. 

That was the case in Philadelphia, 
recently. Two gunmen were holding 
up a jewelry store owned by Meyer 
Spunger when a passer-by, becoming 
suspicious, told young Gus Paulano 
to run for help. Possessing a whistle, 
the youngster decided that it might 
be quicker to just issue a sharp toot 
or two. He did. Immediately the 
two thugs fled from the store with 
$840 in loot but without $3,000 in 


cash which was in an open safe. 


© © 
me a lay-away slogan for next 
year—one with a somewhat 
different twist? 

Here’s one that really got results 
for A. W. Kampf, manager of Spen- 
cer Jewelers, Middletown, Ohio: 

“Lay It Away—Or Take It To- 


day!” 
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about that Pp 


An YTIME a jeweler hears of a sale of jewelry store merchandise 
































made through any other than an established retail civilian store he becomes in- 
censed. He wants to do something about it. He should do something about it! 

Trade diversion currently is exhibiting itself in many forms, discount houses, 
door-to-door canvassers, industrial purchasing, co-operatives, retailing wholesalers 
—and Navy Ships Stores, Army and Air Force Exchanges and Marine Exchanges. 
It is the competition of the latter three which is at the moment particularly 
irritating to many retail jewelers. 

For that reason, THE JEWELERS’ CIRCULAR-KEYSTONE herewith presents a 
study of the subject which is one of the most complete compilations of pertinent 
material on the “PX” ever assembled for the consideration of the retail jeweler. 
Obviously, this presentation has not been assembled by JC-K on the spur of the 
moment. Rather, it is the cumulative result of our having been alert to the 
situation for some time. Our Washington news office has kept in touch with the 
activities of Congressional committees concerned with the armed forces and their 
methods of purchasing. The members of the JC-K editorial staff in New York 
have been in touch with executives and members of the associations and thus 
are cognizant of the trying experiences of jewelers in towns adjacent to Army, Air 


Force, Navy and Marine installations. We have also anticipated any Congressional 





investigation of the “PX” system as an opportunity to accomplish something con- 


structive toward correcting abusive practices. We have been in touch with those 





whose influence and understanding is important. 

Up to this time, because we believed it was to the benefit of the retail jeweler. 
we have withheld any editorial comment while we maintained a regular reporto- 
rial schedule on the subject in our news columns. However, any further postpone- 
ment of an editorial discussion of this vital question might do more harm than 
can be offset by the benefits to be derived from further patience. Anyhow. we 


feel you want it. So, here it is. 


L. F. K. Editor 
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question 








A; ONE means of simplifying the study of a 
complex problem, this analysis of the Army, Air Force, 
Navy and Marine retail stores is beamed on the Army 
and Air Force Exchanges to which we will refer generical- 
ly as the “PX.” It is not the intent to single out any 
particular branch of the service and hold that “PX” sys- 
tem up as the most onerous. Actually, we are not attempt- 
ing here to affix the stamp of “scoundrel” to any indi- 
vidual or any group. We do hope that this outline of the 
situation may lead to a better understanding of the case 
by all parties and serve as a guide toward a solution of 
this sticky problem. 

It is a safe assumption that no retail jeweler would 
have any complaint against the Army “PX” if its activities 
were held within the bounds originally anticipated by 
Congress, i.e., to provide for military personnel, a con- 
venient source of supply for articles of daily necessity. 

It is the gradual expansion of this modest purpose, 
speeded by preferential advantages, and complicated by 
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(Official U.S.A. Atr Force photo of PX at Hamilton Field, Calf.) 


unfortunate abuses, which have aroused understandable 
anger and fear among retail jewelers. It seems to us that 
the whole problem revolves around a few easily stated 
questions. Briefly, the retailer wants to know: 


1. Is the ever lengthening list of merchandise author- 
ized for sale through “PX” stores justified? 
2. Can the procurement of “PX” merchandise by un- 
authorized civilian consumers be controlled and 
eliminated ? 
3. Should taxable items in the “PX” continue to be 
sold without collecting excise taxes on those items? 
4. Can the increasing number of citizens authorized to 
buy in the “PX” be reduced to active military per- 
sonnel only? 
5. Should the sale of Fair Traded items at prices below 
Fair Trade prices be continued by an instrumental- 


ity of the Government? 
(Please turn to page 216) 








Something NEW 
for the Bride 


18478 DOUBLE WEDDING RING CHEST 


“IT’S STILL THE THING to do!”—for brides to ask for 
Americas most-wanted silverware! 


And now—“1847” introduces a new way to sell serv- 
ices to your important Bride market! The new Double 
Wedding Ring Chest that makes 1847 Rogers Bros. 
silverplate doubly desirable! 


The Double Wedding Ring Chest makes a striking 
display for your windows and counters. Use it as a 
feature of a complete bridal display. It’s a wonderful, 
sturdy case for permanent storage of the bride’s silver- 
ware service. 








AND it’s available in all four current 1847 Rogers Bros. 
patterns — First Love, Remembrance. Adoration, [ter- 
nally Yours. 


Promote the Double Wedding Ring Chest now—watch 
sales rise in the wedding-crowded months ahead! 


We’re selling the new Double Wedding Ring Chest— 


in LIFE—and on the air! 


—_-* o 


See this new unit featured in “1847's” big double- 
page spread, in full color, in Life May 9. 
Hear it sold on the air. on 1847's “Ozzie and Harriet” 


program ! 


847 KOGERS BROS. for 101 years Americas Finest Silverplate 


The International Silver Company, 169 Co'ony Street, Meriden, Connecticut 
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To Help You 
Get Your Share 
Of Mother's Day 


Gift Business 
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The advantages of a gift from the jewel- 
ers is being featured by the Council with 
the above full-page, four-color advertise- 
ment to run in The Saturday Evening Post 
on April 30. At left are pages from the 
idea book with suggested windows and ads. 


Cognizant of the sales potential of this 

gift occasion, the Jewelry Industry Couneil 

oe | is promoting it nationally and furnishing 
| ee jewelers with “Idea Book” for promotions. 





ning Post on April 30. Advance reprints of this adver- 
tisement and an easel-back window display card repro- 
duction of it are being sent free to retailer members of 
the Council. In addition, the Council will provide its 
retailer members with a mat containing a line drawing 
of the art work in the advertisement in reduced size, a 
mat of the slogan, “Something From The Jeweler’s Is 
Always Something Special,” in single and double column 
Lae ADVANTAGES of lasting remembrance widths, and a mat of the Jewelry Industry Council em- 
and beauty, pricing and prestige, which gifts from the blem. 
jeweler’s have over competing merchandise, are force- In his message to retailers, which will be included in 
fully brought home in the special Mother’s Day promo- the “idea book,” Albert E. Haase, Executive Director of 
tion prepared by the Jewelry Industry Council to help the Jewelry Industry Council, states: 
jewelers get their share of this plus gift business. “Am- “The jewelry store’s basic story for such an inspiring 
munition” for this promotion, as in all such events in gift day as Mother’s Day is that it offers gifts of long 
which the JIC gives its support to the retail jeweler, is remembrance ... gifts of beauty. Its supplementary sales 
n “idea book” which is being sent to all member retailers story for these times—when people talk about high prices 
giving them full details on hen to make the most of these —is that jewelry store prices are not high. It’s a fact 
advantages of their merchandise for Mother’s Day gifts that the prices of most products sold in jewelry stores 
in their newspaper advertisements, windcw displays. today compare favorably with pre-war prices of the same 
radio advertisements and direct mail promotions. products. So we suggest that you make use of this basic 
Backing up the retail jeweler’s individual promotions idea—gifts of long remembrance and beauty—and this 





will be a full-page four-color advertisement which the 
Jewelry Industry Council will run in The Saturday Eve- 
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supplementary idea that fits the times—gifts at the right 
prices—in your promotion in your own way.” 
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These window displays are typical 
of the helps being provided by 
the silverware manufacturers for 


their dealers. Check your sources 


of supply and the Jewelry Industry 








Council for other material to help 











vou get the most from this event. 
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Four color drum-majorette 
standup figure furnished 
by International Silver Co. 











The Nilver Par AME (lay 9 to 25) 


Marches Toward Protits 





With more retail jewelers joining in this industry-wide silverware 


promotion, 1949 results are expected to top last year’s success. 


‘iw JEWELRY Industry Council’s first na- 
tion-wide, joint industry promotion, the “1948 Silver 
Parade” staged last year, was described by one manufac- 
turer as “the most important innovation in silverware mer- 
chandising since the introduction of the place-setting 
plan.” A canvass of retailers by the Council following 


last year’s Silver Parade, points ug the success of this 


initial industry-wide promotion: 

Of the total of those stores reporting, 

33.6 per cent reported increased store traflic; 

33 per cent reported increases in new customers; 

8.6 per cent reported more people looking over 
flatware patterns; 

93.3 per cent reported increases in sales. 

This year, the Council, profiting by its experience with 
the 1948 event and confident of a greatly increased par- 
ticipation by retailers both in efforts and number, has 
laid out an expanded and improved promotion program 
for the 1949 Silver Parade, from May 9th to May 25th. 

Shown here are a few typical newspaper advertise- 
ments and window displays used by various retailers who 
participated in last year’s Silver Parade. Building on the 
basic advertisement and display suggestions offered in 
the Council’s Silver Parade “idea book,” these retailers, 
along with thousands of others. made good use of the 
special materials prepared by manufacturers, mat ser- 
vices and window display firms. 

According to Albert E. Haase, Executive Director of 
the Jewelry Industry Council, silverware manufacturers 
have gone to even greater lengths and expense this year 
in providing special materials to be used by retailers par- 
ticipating in the Silver Parade. This is also true of the 
window display and commercial mat services. Mr. Haase 
said, in addition, that newspapers and radio stations 
throughout the country: had been alerted and their repre- 
sentatives are offering local jewelers their services in pre- 
paring newspaper and radio advertising material for the 
Silver Parade. 

The following is a summary of the information re- 
ceived at press time from those manufacturers who have 
communicated their plans for special material they are 


making available upon request to retailers participating 
in the 1949 Silver Parade. 

Community has prepared a special display consisting of 
three circular easel-backed show cards, each with a bride 
illustration. The center card is flanked by the two smaller 
cards, each of which has a flap arrangement for holding 
[wo spoons. 

International Silver is furnishing on request a series of 
colorful parade figures. The parade “leader” is followed 
by other figures, each carrying a banner bearing the 
trade mark of one of the company’s brands. International 
is also furnishing a booklet of suggested window displays. 

(Please turn to page 168) 
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Typical jewelers’ news- 
paper advertising during 
the 1948 Silver Parade. 
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Wire bell cluster with 
ribbon, orange blossom 
and sequin trim (above) 
lends all-white note to 
a display. Wire fan (at 
right), along similar 
lines, dramatizes the 
foreground of window. 
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Suggested display for use during the 1949 Silver Parade 
features virtuaWy every type of silverware and is high- 
lighted by silver bell cluster and fan described below. 


Little Accents Give Spring Windows 
A Topical, Lively Appeal 


Of course your merchandise is attractive, 
but its effectiveness will be heightened 
many times through use of eye-catching 


symbols of the theme you wish to dramatize. 


by VIRGINIA DIXON 


- 
I WO PROMOTIONAL occasions which no 
jeweler can afford to overlook are coming up for im- 
mediate attention on the promotional calendar . 
Mother’s Day this year falls on May 8th and immediately 
following, from May 9th to 25th, is the “1949 Silver 
Parade,” the second nation-wide silver promotion to be 
conducted by the Jewelry Industry Council. 
Mother’s Day is an excellent example of what organ- 
ized and concentrated promotional effort can accomplish 
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in the creation of increased business. From an occasion 
for casual remembrance with candy or flowers, Mother’s 
Day has now become one of the “big” gift days of the 
year. Active participation by jewelers in recent years 
has fostered the idea of giving gifts of really lasting value 
to Mother on her day. Continued effort will still further 
increase this business for the jeweler. 

In very much the same manner—through cooperative 
promotional effort—jewelers will benefit from J.I.C.’s 
second Silver Parade. Because of its proven success last 
vear, there will undoubtedly be even greater participation 
by retailers this year, with consequent increased success 
for all. 

To assure your own share in the increased demand for 
jewelry merchandise created by these two nation-wide 
promotions—make plans at once for your own program 
of participation. A window suggestion for each of these 
themes is given herewith. 

For Mother's Day, colorful rose decaleomanias decorate 
a copy poster and display stands while miniature Vic- 
torian bell jars give importance to jewelled bracelets, 
brooches, rings and necklaces displayed inside them. 
Plywood or masonite panels, supported by easels, with 
small shelves attached, form simple display units for 
supporting several of the little bell jars. Painted white 
and decorated with the decal roses, they make adaptable 
stands for use with many other items as well. The copy 
panel might also be made of masonite or other heavy 


composition board so that it would not warp. Silk or 
(Please turn to page 170) 











Miniature bell- 
iar is suitable 
for displaying 
all types of 
small jewelry. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
MOTHER'S DAY 


Material 


Decalcomania roses 


(under $5.00 per dozen) 


Miniature bell jars, 5!/:"" high. 
Colors: gray, pink, aqua, char- 
treuse 
(about $20.00 per dozen) 
Masonite or plywood for making 
display stands 
Masonite or beaver board for 
poster 


Rayon cord and tassels 


Source 


Staples-Smith, Inc. 

8 West 40th Street, New York 
18. 

Staples-Smith, Inc. 

8 West 40th Street, New York 
18 


Lumber yard 
Lumber yard 


Department Store—trimming 
dept. 


1949 SILVER PARADE 


Wire bell cluster, ribbon, orange 
blossom and sequin trim—all 
white 

(about $20.00 per unit) 

Wire fan with sequin, ribbon 
and net trim, rose 15" wide— 
all white 

(under $8.00 each) 
Facil satin roses — single rose 
with two leaves—white 
(about $15.00 doz.) 
Copy scroll 
1949 Silver Parade copy cards 


Staples-Smith, Inc. 
8 West 40th Street, New York 
18 


Staples-Smith, Inc. 
8 West 40th Street, New York 
18 


Staples-Smith, Inc. 

8 West 40th Street, New York 
18 

Show card writer 

Jewelry Industry Council 

366 Fifth Avenue, New York | 








Interest in Mother's Day window can be greatly enhanced by use 
of miniature bell jars which come in four different colors. De- 
calcomania roses are applied to show cards behind merchandise. 
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Carroll Seghers checks 
local paper for wedding 
announcements, looks up 
phone number of bride. 
to-be and calls her to 
explain about offer to 
supply free invitations. 


Bridal Business—By Invitation . . . 


by BETTY HANNEMAN 


Wir is the best person to contact when you want to 
promote wedding gifts? The bride? She’s necessary, of 
course, but she will be on the receiving end. So will the 
eroom. The best contact, obviously, is the giver—the 
person who will be attending the wedding and, afterwards, 
the reception. 

But how can the jeweler find out who will be present 
at these affairs? 

Carroll Seghers, of Carroll’s Jewelers, Coral Gables, 
Florida, asked himself that question one day, ahd in a 
burst of enlightenment he hit upon the answer: “Get the 
bride-to-be’s invitation list and you're certain to have the 
majority of those who will send gifts.” 

This sounds overly simple, of course. Just get the list. 
But how? A jeweler can hardly be so crude as to ask a 
girl for a copy of her invitation list. Even if he did, the 
chenens are he’d be refused. Something a trifle more 
subtle would be required. Psychology would be necessary. 

Realizing that one of the more odious pre-wedding 


In the evening, the store presents this ''stage- 
lighted" invitation to shoppers to stop and look. 











Free wedding invitations, addressed and mailed to the bride-to-be’s 


own list, met with immediate success at Carroll’s, Coral Gables, Fla., 


and provided store with up-to-the-minute list of assured customers. 


chores involves the securing, addressing and mailing of 
invitations, Mr. Seghers decided to help ease the bride- 
to-be’s burden. He would offer free wedding invitations 
which could be addressed and mailed by his firm. All a 
oir] had to do was bring in her invitation list and Car- 
roll’s Jewelers would do the rest. 

Once this service had been performed for the bride-to- 
be, of course, the invitation list would assume another 
(and, for the jeweler, more important) role. It would 
become a list of prospective customers. To each person 
who had been sent a wedding invitation there would go, 
a week or so later, the following letter: 


[Name and Address | : 

We are very proud to be able to write this letter 
to you—as a friend of [Bride’s Name]. 

We are proud to have been chosen by her as Wed- 
ding Gift Advisers. 





A followup letter sent a week later to those to 
whom invitations were mailed bring many of them 
to the store to purchase their gifts for bride. 


Prospective brides are invited to come to store 
for free gift and Seghers explains store's offer 
to mail out girl's invitations to her own list. 


She has chosen her silver pattern—selected many 
things from our store—and paid us the very nice 
compliment of putting her faith and confidence in us 
—in our ability to assist her many friends in their 
selection of gifts that not only answer her particular 
desires but, also, will help to avoid undue duplica- 
tions. 

It will be a privilege and an honor to have you 
consult with us and allow us to guide you in a de- 
cision that will mark this great day—indelibly—in 
her memories. 

Your early visit is suggested while choice items 
are still “open” for you. We'll look for you person- 
ally—or your call—in the very near future, 

Very truly yours, 
Carroll’s Jewelers 


To say that this idea was successful would be putting 
it mildly. 

Of the first 50 letters sent to the friends of one pros- 
pective bride, five sales were made by telephone and nine 
others in person. This more than defrayed the cost of 
printing 50 invitations since, by means of an arrangement 
with a local printer who wanted to be assured of a steady 
volume of work, they cost approximately $6. 

Like the famous recipe for rabbit stew (first instruc- 
tion: “catch your rabbit’), the first consideration in 
Seghers’ program was “catch the prospective bride.” 
Realizing that house-to-house salesmen clip engagement 
announcements from local papers as “leads” for poten- 
tial customers, the jeweler decided to employ a variation 


of this plan. Since he felt that it would be too expensive 
(Please turn to page 171) 
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Professor Edmond Guyot, director of 
the Neuchatel Observatory, at one 
of the institution's telescopes. The 
world Concours de Reglage, a compe- 
tition for accuracy for chronometers 
from all parts of the globe, is con- 
ducted at this famous observatory. 





Professor Guyot checks one of the 
observatory's master chronometers 
which is set in marble in an air- 
conditioned, temperature - controlled 
underground room. Although this in- 
strument varies less than three seconds 
annually, it is constantly reset to coin- 
cide with sidereal time as determined 
by use of the telescopes (above). 








Are Tested and Proved 


— retail jeweler carrying chronometers 
in his stock is familiar with the “certificate of accuracy” 
that usually accompanies each of these fine timepieces. 
Of more than passing interest to him should be the details 
of the effort and stamina demanded from these watches 
by the tests which they must meet before earning the 
certificates. 

These tests, which are contests to obtain close-to-per- 
fect timing, take place in observatories where precision 
timepieces are matched against the time of the stars. 
(It must be remembered that chronometers are time- 
measuring instruments, not to be confused with chrono- 
graphs which, in addition to measuring, record time. We 
are speaking here of chronometers, particularly of the 
small, wrist-type, which are actual’ extraordinarily ac- 
curate watches. ) 

The observatories at Neuchatel and Geneva, in Switzer- 
land, and Kew-Teddington, in England, are the most 
famous time-testing sites. Day after day for a minimum 
period of six weeks, competing timepieces are observed 
under varying conditions of position and temperature, 
so that ships, planes, trains and men everywhere may 
keep their schedules. 

In addition to continuous testing carried out at the 
observatories, special events that entail meeting even 
stiffer conditions than the normal tests are held from time 
to time. The Grand Prix of all is the world Concours 
de Reglage, which was held some months ago at Neucha- 
tel, Switzerland. 

In the wrist-chronometer class, stock watches were 


(Please turn to page 175) 


With this smaller telescope, observations 
are made once each four days for control- 
ling the observatory's master chronometers. 
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Two of Professor Guyot's assistants and the 
clock at the Neuchatel Observatory which pro- 
vides the time signal for all of Switzerland. 

































When chronometers are competing for accuracy 
at Neuchatel Observatory, their performance 
is registered electronically by this device. 










One of Professor Guyot's assistants places 
tray of chronometers competing for accuracy 
awards in a temperature variation chamber. 





















I. How to Start Your Sale. Well 


1. Be sure to make your customers feel welcome. Stop 
and look up from whatever you are doing to greet them 
with a warm and cordial “Good morning,” or afternoon 
or evening (plus of course their name if known). 

2. By your helpfulness and interest let them realize 
that you are going to make every effort to satisfy them 
with your merchandise and service. Of all things which 
a salesman can do, this is what customers appreciate the 
most. 

3. Gain your customers’ complete confidence by treat- 
ing them as “certain-to-buy” customers. Nothing irri- 
tates a customer more or will cause more lost sales and 
ill will than the assumption and attitude of the salesman 
that the customer is “just a looker.” It is well to re- 
member that the “lookers” of today are the “buyers” of 
tomorrow. 

4. If your customer is examining merchandise when 
you approach, start the sale with a “merchandise ap- 
proach” statement such as “Isn’t that a lovely pattern” 
or some other introductory comment which would be 
of interest to a prospective buyer. If a customer says, 
“I’m just looking” invite her to look around as long 
as she likes. Don’t follow her around; approach her 
again only when she shows that she wants your service. 


HIGHLIGHT: The more welcome you make your cus- 
tomer feel, the greater are your chances for a successful 


sale. 
II. Help Your Customer Make a Suitable Selection 


1. First wait for your customer to tell you what she 
wants. If she asks for a specific pattern and brand of 
flatware which you have on hand, be sure to show it 


130 


This selling study is designed to furnish you and your 
sales personnel with a step-by-step procedure to help 
you to benefit to the fullest extent from the sales 
impetus of the industry-wide Silver Parade promotion. 


first. Only after this should you start showing her your 
other makes and patterns. 

2. If your customer informs you that she wants to 
spend a certain sum for a gift, start by showing her a 
selection of hollowware pieces both in the specified and 
the next higher price range. If, for example, she wishes 
to spend about $20, begin with a selection of pieces 
which should include compotes, console sticks, candle- 
sticks, candelabras, steak and carving sets, ranging from 
$20 to $35. .This price range and variety of merchan- 
dise should enable a customer to make a selection at a 
price which she can afford and yet enable sales person 
to “trade up.” : 

3. Don’t end the sale if your customer asks for a 
design, or make, or pattern which you do not have. 
Do inform your customer that you haven’t exactly what 
she requested but that you are going to show her some 
silverware which in quality, price and design you feel 
she will like as well or better. Then bring out this recom- 
mended merchandise for your customer to see. 

4. When your customer asks to see flatware but doesn’t 
inform you as to whether she wants sterling silver or 
silverplated ware don’t question her. Do start showing 
her sterling silver and silverplated merchandise in ornate, 
semi-ornate, and plain modern patterns. By displaying 
your merchandise, you will get your customer to talk 
and to voice her opinion and thoughts about the price 
she wishes to spend—whether it’s sterling or plated 
ware which interests her—and the kind of pattern which 
most appeals. Showing your customer the sterling silver 
and better quality silverplate will better enable you to 
direct your customer’s attention to this better merchan- 
dise and sell it. 

9. You will find that customers will come into your 
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Nelling More Nilverware ve 


by SIDNEY BLITZ 


Management Consultant 


store asking for a certain pattern in order to fill in a 
set. If you do not carry this pattern and your customer 
inquires as to what other store stocks it, tell them. Most 
customers are grateful to salesmen for this kind of help. 
This is the way to win customers. 


HIGHLIGHT: The best way to find out what your cus- 


tomer wants or needs is to show her your merchandise. 


Ill. Show Off Your Merchandise to Best Advantage 


1. To build up your customer’s appreciation for the 
silverware handle it as appreciatively as you would pre- 
cious jewelry. Show respect for your merchandise and 
your customer will do likewise. 


2. Showing silverware from a clean and properely ar- 
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ranged table setting display is an excellent way to drama- 
tize your merchandise. It enables a customer to visualize 
it in her own home. It adds to beauty of the silverware. 

3. When selling silverware from behind a counter, you 
will find that it is best not to show your customer more 
than 3 or 4 flatware patterns or 3 or 4 different pieces 
of hollowware at a time. Never point to flatware or 
hollowware in a showcas* or on a shelf, always remove it 
and place it in front of your customer so that she can 
pick it up. Customers get interested in the merchandise 
which they can feel, handle and examine closely. 

4. The following are effective methods of displaying 
silverware to customers: 

a. When showing sterling silver flatware, let your cus- 


tomer see a complete place setting of a pattern—knife, 
(Please turn to following page) 
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fork, teaspoon, butter spreader, cream soup spoon, salad 
fork. Keep them arranged on an easily handled place 
setting display plaque. 

b. A silverplated flatware pattern should be shown from 
a set up chest, for example let your customer see a com- 
plete set, 52 pieces, service for 8 as arranged in a tarnish 
proof chest. 

c. Hollowware pieces should be placed on table in front 
of a customer. If it’s tea and coffee set, show your cus- 
tomer every piece included in the set. 

3. A method which has been successfully used by sales- 
men in stores which have limited space who want their 
customer to see flatware patterns as they will appear on 
a table is to do this: first place a plate on a doily on the 
counter; then arrange the silverware properly around 
the plate. | 


HIGHLIGHT: Merchandise well displayed is more easily 
sold. 


IV. Speak About Your Silverware With Enthusiasm 


1. Let your customer know why it’s to her advantage 
to own or give sterling silver flatware and hollowware: 
a. It’s a permanent investment. With normal care it 





QUALITIES OF STERLING SILVER 
OUNCES OF STERLING SILVER 


TYPE PER DOZEN TEASPOONS 
HEAVY 12 troy oz. 
MEDIUM 10 troy oz. 

LIGHT 8 troy oz. or less 


Note: The above chart is merely offered to show what some 
manufacturers used as their yardstick to differentiate be- 
tween qualities. It does not represent industry wide standards 
of sterling silver flatware. 





will last forever, because it can’t wear out, it never has to 
be replaced. 

b. Frequent use only adds to the richness and beauty 
of sterling silver. 

c. Sterling silver pieces will be a family heirloom, it 
will be passed on from mother to child. 

d. Sterling silver service is a distinguishing mark of 
fine dining. It is appreciated and admired by all. 





Steet 


QUALITIES OF SILVERPLATE 


QUALITY SILVER aor 

TYPE OF PLATING OR GRADE gross of spoons) 
EXTRA HEAVY 
(quadruple plate) XRXX 8 oz. 
HEAVY 
(triple plate) MX 6 on. 
MEDIUM HEAVY 
(double plate) ™ “oe. 
MEDIUM aa 3 oz. 
STANDARD al 9 
(single plate) _ 
Note I: The above chart does not represent industry wide 


standards of quality for silver plated merchandise, |+ js 
offered as a yardstick. It is, however, a standard which 
some manufacturers use. It shows that the amount of silver. 
plating is one of the most important factors in determining 
the quality and grade of silver plated ware. 

2. In general the heavier the plating or coating of silver 
over the base metal, the more durable the product. 

3. Quadruple plate does not mean that the article has four 
plates or layers of silver. It merely means that when com- 
pared to single plated silver (2 oz. of silver) quadruple plate 
merchandise contains four times as much silver by weight 
(8 oz.) per gross of spoons. 

4. If the article has a lesser amount of silver plate than used 
in standard or single plated silverware, it is called “flash 
plated". This type of merchandise is not serviceable because 
the plating is too thin. 
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e. Sterling silver combines luxuriousness with practi- 
cality. It is solid silver through and through. There is 
no base metal to wear through. 

f. It is the perfect gift, always wanted, always useful, 
always appreciated. 

g. Sterling silver in service is always appropriate. It 
is suitable for any occasion—formal as well as informal. 


2. Here are some of the talking points which can he 
used when selling silver plated flatware and hollowware: 

a. Because of its beauty and smart styling, it is used in 
the finest homes. 

b. It is an excellent value in every way. Costs less yet 
has the loveliness, appearance and practical utility of 


sterling silver. 
(Please turn to page 177) 





KNOW SILVERWARE FACTS 


BUTLER FINISH can be recognized by its soft mellow 
lustre in contrast to the BRIGHT finish which is highly polished 
to a mirror like effect. Butler Finish is sometimes called French 
Gray Finish or Gray Finish. 


INLAID silverplated flatware means that the piece is rein- 
forced by fusing in a block of silver at the back and other wear 
points. Spoons and forks are the pieces usually reinforced. It 
adds considerably to their serviceability. 


NICKEL SILVER is the major metal used as a base for the 
silver plated flatwares and hollowware. It has a silvery grey ap- 
pearance. It is strong and rigid; will not bend or dent easily. 
Nickel silver contains no silver. Generally 18% nickel silver is 
used (18% nickel, 65% copper and 17% zinc alloy). Nickel silver 
containing less than 18% nickel in the alloy is not as good or as 
serviceable. 


OVERLAID reinforcement refers to the plating of an extra 
layer of silver on the areas of greatest wear such as the back of 
spoons, forks. This extra plating reinforces the wear points and 
adds greatly to the wearability of the piece. 
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OXIDIZED finish is recognizable by the blackened-in 
crevices of the ornamentation. This is done to make the decora- 
tive details stand out more clearly and beautifully. 


SILVERPLATED flatware and hollowware is made by plat- 
ing pure silver over a base metal, usually nickel silver. This pure 
silver layer or coating is usually deposited on the metal base by 
electroplating. The heavier the silver plating, the more service: 
able the article. 


STAINLESS STEEL is used for the blades of silver plated 
and sterling silver flatware. It is also used for making inexpen- 
sive cutlery. It will not rust, corrode or tarnish with ordinary 
usage and care. It is an alloy of iron, chromium and carbon or 
other alloying elements. 


STERLING SILVER contains 9214% pure or fine silver and 
742% copper, It is also called solid silver. Pure or fine silver is 
very soft and thus is not practical for jewelry or silverware. The 
addition of 74% copper gives the silver the necessary hardness 
and durability. The heavier and thicker the sterling silver, the 
sturdier, and more serviceable the article. 
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FOR WEDDINGS 
GRADUATIONS 

MOTHER’S DAY 
FATHER’S DAY 


... any time 


of year 


they'll 
choose 
ONSON 


because... 

















*% RONSON LEADS IN QUALITY, STYLING AND PRODUCTION 
% RONSON LEADS IN RADIO ADVERTISING 

* RONSON LEADS IN TELEVISION ADVERTISING 

*% RONSON LEADS IN MAGAZINE ADVERTISING 


Every day, the year through, Ronson adver- FUN ... EXCITEMENT. Tune in to Ronson’s 
tising impresses on your customers the fact 20 Questions” Saturday nights, Mutual Net- 
, work (Pacific Coast, Sunday nights). 

that Ronson LEADS in every way! They are 

. HEAR RONSON’S “JOHNNY DESMOND 
keenly aware of Ronson leadership, Ronson SHOW” with the songs you love, every Sun- 
quality and Ronson styling. That’s the objec- day night, Mutual Network. 
tive of all Ronson advertising ... to pre-sell TELEVISION. Ronson now on Television in 
the people of your community on Ronson, so many principal cities. 
that your profits are easy, quick and big! 


Safely out the instant you lift your finger! 
NECESSITIES. Don’t forget there’s an easy, aes . . : 
extra 50¢ sale you can make with every Ronson 
Lighter you sell. It’s the Ronson “Servicer,” contain- 
ing Ronsonol Fuel, Ronson Redskin ‘Flints,’ extra 
wick with inserter, cleaning brush and instruction 


book. These items are also available separately. ® 


mtanée WORLD'S GREATEST LIGHTER 











PRESS, IT’S LIT! RELEASE, IT’S OUT! 





RONSON ART METAL WORKS, INC., Newark 2, N. J. 
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‘Diamonds Merit ™ 


ndividual Attention 






John Van den Akker of the 
Jessop diamond department 
explains qualities of the 
diamond to a young couple, 


by JOSEPH BAER 


Careful consideration of the big moment in a young couple’s 


life—the purchase of the engagement and wedding rings— 


has established a strong customer confidence in this jeweler. 


O:: OF the key business principles which 
have contributed to the success and growth of J, Jessop 
and Sons, San Diego, Calif., is an understanding and 
consideration of the customers’ feelings. 

Jessop’s now employs 130 persons in its retail jewelry 
store. It has grown from a little watchmaker’s shop 
started by Joseph Jessop over 70 years ago when he 
launched his business by buying watchmaker’s tools 
with funds from the sale of the family’s last cow. 

Today, four of Joseph Jessop’s sons and their children 
still follow the business principles which built this firm 
into one of the national leaders in retail jewelry dollar 
volume. 
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One example of this customer consideration is the 
firm’s private diamond rooms where experienced sales- 
people take in hand the young couple looking for an 
engagement ring and/or wedding band and, in quiet, 
comfortable privacy talks over with them their selection 
for what they can afford to spend. This discussion of 
such a big moment in the young couple’s lives in an 
atmosphere of privacy and by sales personnel capable 
of answering all questions regarding diamonds, assures 
confidence in the store which in many cases is reflected 
in future business. 

George C. Jessop, one of the four sons of the founder 
who are still active in the business and buyer and man- 
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FREE : Diamond Sales Manual 


it’s new—interesting— 
a real sales tool 


This new book is designed to help you sell more 
diamonds more profitably. You may have — 
FREE—as many copies as you need for your 
sales staff. It is not a course in gemology; it is 
aimed strictly at retail sales. It contains the sort 
of information about diamonds, diamond mining 
and cutting that you will find useful in talking 
with prospective customers. 


It will help salespeople formulate plans of 
salesmanship for themselves. It discusses why 
people buy diamonds, outlines questions cus- 
tomers have in mind when they come in to buy, 
and presents interesting information that makes 
it easier to talk about, and sell, diamonds. 


You also get 


3 DIAMOND CHARTS 


that will interest your customers 


@® How a Diamond Is Cut 
@® How a Diamond Refiects Light 
@ Popular Diamond Cuts 


Included in a separate envelope, these charts 
give simple explanations of diamond facts that 
customers like to know. Mounted on heavy cards, 
they‘re easy to use as part of your sales strategy. 


“More Dollars from Diamonds” is part of the 
diamond promotion that is promoting your 
business. 


DeBeers Consolidated Mines, Ltd. 


FREE COPIES FOR YOUR ENTIRE STAFF 
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| 
Diamond Promotion Department 
| THE REUBEN H. DONNELLEY CORP., 305 E. 45th St., New York 17, N. Y. 7 
| ; 08 
Gentlemen: Please send me copies of the new Diamond Sales Manual, “More Dollars from Diamonds, 
| together with the companion Diamond Charts. | 
| Name Address 
| 
| City Zone No. State | 
| 
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ager of the firm’s diamond department, explains the 
value of the private diamond room this way: 


“Engaged people are sensitive and want to keep the 
engagement a secret until the girl announces it. In most 
cities, a couple choosing an engagement ring usually 
know many of the other young people of their own age. 
Imagine some friend coming along and surprising the 
couple while they’re looking at rings. When the happy 
friend slaps the prospective groom on the back in this 
public demonstration, the store might just as well write 
off the sale. 

“There’s another angle, too. Buying an engagement 
ring is one of the few once-in-a-lifetime experiences for 
most persons. Therefore, these persons are for the most 
part entirely unfamiliar with rings and diamonds. The 
privacy of the diamond room coupled with capable and 
intelligent handling on the part of the sales staff soon 
puts the couple at ease and a sale is seldom lost.” 


OLD CUSTOMS STILL CARRIED ON 


In San Diego, where a sizeable portion of the popula- 
tion is made up of families of Latin descent, many people 
still carry on the courtship customs based on old Euro- 
pean traditions. That is, parents take part in introducing 
the couple and many times do the actual matchmaking. 
In such circumstances, members of both families come 
to shop for the ring with the two principals. Sometimes 
six or eight persons are in the buying party. On such 
occasions, it also is the custom for an exchange of gifts 
between the groom-to-be and other members of the family. 


Jessop’s provides a larger private diamond room for 
these occasions. In all, the store has three diamond rooms 
available at all times and, in addition, two other small 
rooms which can be pressed into service. 


The 70-year old firm 
of J. Jessop & Sons 
is located in heart 
of San Diego's most 
valuable business 
property, located at 
1041 Fifth Avenue. 


Each room is furnished with a black velvet covered 
table and is decorated in neutral light colors to avoid 
distraction from the diamonds. Overhead lighting, a 
spotlight lamp and air-conditioning add to the could 3 
fortable, relaxed atmosphere. Acoustic tile partitions” 
make the room practically soundproof. Each room is 
equipped with a large mirror which permits the bride. 
to-be to view herself with her ring selection on her finger 

One of the three rooms is an instrument room whick 
is used on occasions where the purchaser is technically 
minded. Here the diamond can be weighed before his 
eyes and other aspects of the stone technically explained, 


FIRM HELD IN HIGH REGARD 


This policy of customer consideration has earned for 
Jessop’s a high regard in the city. A completely depart. 
mentalized store, the firm is located today at 1041 Fifth 
Avenue, in the heart of San Diego’s most valuable busi. 
ness property. 

Of the founder’s eight sons, four are still actively ep. 
gaged in the operation of the business. In addition to 
George C. Jessop are his brothers Alonzo D., president of 
the firm; Richard, sales manager, and Joseph, treasurer 
and office manager. All of the brothers have at least one 
son who already helps in the store and will carry on the 
business. 

The brothers are unanimous in their praise of the 
value of these diamond rooms in building and main. 
taining ring sales. 

“The privacy afforded by these rooms mean the differ- 
ence between making seven sales out of ten prospects,” 
says George Jessop, “as compared to four or five without 
them. They are an important factor in our diamond sales 
and have been an important key in building the conf- 
dence among customers which our firm enjoys.” 
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We obtain “rough” ‘direct from the 
source ... expert cutting and polish- 
ing is done right on our premises. 

Your selection can be made from 
complete stocks ... whether it be ten 
pointers... quarters... halves...or 


even 20 carat stones. 





| We OO bl 
Visit our building ... or write... we 


would like to show you how our 


\ 





rigid manufacturing controls result 


ie pad w i 7 ‘ eT Be alls ae 


in prices that challenge the industry! 





14% 
AF. ¥ 


|S i be 


: | H i | | Ni 

iy ‘ | }\ | } 

Gs) () r | 
ssi et [< #4... j | I L 1 
Saadone 


|e eee at 7 EAST 51s: STREET, NEW YORK 
220 WEST 5: STREET, LOS ANGELES 


’ 
ne} 





ING. 





OWNER S A N D ost 2 RS O F ee cn? oe, A Sa a re fe ee ee ae A N D tt @ ewe OC .s DIiAMOn oD § 


THE WINSTON COLLECTIONS ARE AVAILABLE 

















European Gem Testing Laboratories 


by FREDERICK H. POUGH 
Curator of Geology and Mineralogy 


American Museum of Natural History 


Editor's Note—During the summer of 1948, Dr. Pough 
went to Europe to attend the 18th International Geologi- 
cal Congress in London. While there he met many mem- 
bers of the British Gemmological Association and gave 
them an illustrated lecture on the Mexican volcano, on 
which he spoke at the Congress. Taking advantage of 
the opportunity offered by the trip, Dr. Pough visited 
gem laboratories in London, Paris and Lucerne and will 
bring the readers of the JEWELERS’ CIRCULAR-KEYSTONE 
an account of their personnel, equipment and activities. 
[his article is the first of three on the laboratories of 
Europe. Other articles will tell us about a synthetic 
corundum plant in Switzerland and some of the notable 
gems in European museums. 





‘ee NEED for an impartial authority to 
authenticate stones for the trade and for private owners 
alike, was recognized in France and England twenty 
years before steps were taken in the United States to 
create a similar institution for the American trade. This 
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Fig. |. Certificate of authenticity for string of 
pearls is given after pearls have been X-rayed or 
endoscoped. Certificate and seals are numbered. 
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is a little surprising when one considers that Americans 
have prided themselves so long on their advances jp 
scientific fields. In the field of gemology we have made 
no important new inventions and our instruments are 
either purchased abroad or modified from instruments 
developed abroad. Even today our laboratories are not 
utilized to a fraction of their potentialities. 





Fig. 2. "Universal" stage invented by M. Gobel for 
the microscopic examination and photography of gems. 


The laboratory of the Service Public du Controle des 
Diamants, Perles Fines et Pierres Precieuses de la Cham- 
bre de Commerce de Paris is a busy place and M. George 
Gobel, head of the laboratory, estimates that they test 
50,000 pearls and 20,000 stones a year. The staff includes 
three trained testers and two assistants, and its size is 
dictated by the amount of work brought to the laboratory, 
and the duties it is required to fulfill because of its official 
position. 

M. George Gobel has been working with pearl and 
stone testing almost since becoming a licencié-en-sciences 
of the Université de Paris. Before the establishment of 
the laboratory in 1928, M. Godbel was assistant to Prof. 
Jean Perrin, and collaborated with Prof. Perrin’s son 
in perfecting the endoscope for pearl testing. With this 
experience, practical as well as scientific, it was natural 
that he should be selected to head the new laboratory 
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Cutting Works: 





64 West 48th Street 32/34 Holborn Viaduct 


ESTABLISHED 1866 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London 
































RUBIES « STAR RUBIES « SAPPHIRES 
CAT’S EYES - EMERALDS + PEARLS 
We have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co 


operate, with you on your special calls. 





Sia 





608 Filth Avenue 
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Boro-silicate. 


FMERAUDE DU BRESIL../| Tourmaline verte. | DOr ! 
\ Silicate de fer et de 


EMERAUDE DE L’OURA:i.!| Grenat vert. ) choux 

Silicate double d’a-| 
lumine ct de li- | 
thine. 

Hydro - silicate de 
cuilvre. 

Silicate hydraté 
d’alumine ec. de 
chaux. 


| Fluorure de calcium, | 





| 
EMERAUDE LITHIQUE.. | Hiddénite. 


EMERAUDE DE CUIVRE. | Dioptase. 
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EMERAUDE D’AFRIQUE.. | Fluorine. 








Fig. 3. Placard 


then organized under the leadership of far-sighted gem 
dealers. The success of the London laboratory estab- 
lished a few years before, together with M. Gobel’s 
university work had shown the need for such an impartial 
arbiter to the Paris dealers. 


Within a few years the increase of activity required © 


the addition of assistants to the staff, and M. Gobel was 
joined by Mlle. Dina Level, who remains today as the 
principal assistant at the laboratory, and who is probably 
the best informed woman working in the field of 
gemology. 

The laboratory is enthusiastically supported by the 
Chamber of Commerce, and always has enough funds for 
the purchase of any necessary piece of equipment. Con- 
sequently, it is very well equipped and the instruments 
permit any sort of test likely to be profitable. The most 
active and most important piece of equipment is an x-ray 
tube with 18 windows, used principally for pear] testing. 
The pictures are Laué type, not shadowgraphs, and show 
a scattering or grouping of spots characteristic of natural 
or culture pearls. Because of the danger of an accidental 
orientation of a culture pearl so that it would give the 
Laué pattern of a natural pearl, two pictures of each pear! 
are taken, with the pearls in two positions at 90 deg. to 
each other. M. Gobel takes x-ray pictures of almost all 
pearls, because he feels that is the surest method. The 
endoscope, of which the laboratory has several, is used 
with certainty for fully drilled pearls which are not “blue 
pearls,” but the x-ray picture is considered a more cer- 
tain diagnosis. The radiograph has the advantage that, 
to it, it is immaterial whether or not the pearl is drilled 
or pigmented. Moreover, it has the additional advantage 
that it in itself is a black and white certificate for the 
tested pearl. As to the utilization of pearl fluorescence 
for the discrimination of the natural from the cultured, 
M. Gobel considers that this means must not be employed 
by a Service de Contréle because it does not give an 
absolute guarantee. He has found that the luminescence 
of pearls varies, not only between the natural and cul- 
tured pearls, but also between the different categories 
and origins of pearls. Among cultured pearls the fluores- 
cence varies according to the kind of mother-of-pearl] 
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in Paris laboratory listing permissible and forbidden gem terms. 


used for their nucleii, and their state of dessication. Old 
culture pearls with little fluorescence might be missed if 
the fluorescence test were the only one used. 

The laboratory has several endoscopes so that more 
than one person can work at a time with the instrument. 
Half bored pearls give such unsatisfactory results with 
the endoscope that its use with these has been abandoned 
in favor of the x-rays. 

After the x-ray or endoscopic testing, the pearls are 
restrung and delivered to the owner with a certificate. 
Pearl necklaces are returned with a numbered sealing 
wax seal at each end, the back of the seals is transparent, 
to show a part of the string without a knot of any kind. 
This allows the pearls to slide easily and proves that the 





Fig. 4. Loose pearls or stones are sealed in small 
cellophane sacks as shown after being authenticated. 


string has not been cut anywhere between the seals. The 
string is a special one, encasing a slender wire that can- 
not be repaired if cut. The certificate to which the string 
is attached has the same number as the seals, and specifies 
the number of pearls and their weight (Fig. 1). 

For the jewelry stones, various instruments are used, 
as necessary. In conversations with M. Gobel and Mlle. 


‘Level one gains the impression that experience an 
(Please turn to page 180) 
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SHE “WATCHED” 





SHE “DOES!” 





What was true then...is not true now 





Today’s woman goes head first into the intricacies of business, finance, 
professional life . . . and mechanics. 


And she knows WHY the Circle of Light Diamond must gleam with 
greater brilliance! She can understand how the gleaming, continuous facet 
of light around the rim gives it greater size appearance, lovelier beauty. 


You don’t have to sell her . . 


_ just TELL her! 


The EXTRAS in the Circle of Light Diamond add to the 
VALUE ... not to the COST. The efficiency in manufactur- 
ing this beautiful gem makes it possible for you to price it 
below that of diamonds of comparable or even inferior quality. 


hircle 0 


Light Diamonds 


THE GUILD OF AMERICAN DIAMOND CUTTERS an affiliate of 


BAUMGOLD BROS. INC. 


62 WEST 47th STREET, NEW YORK CITY, N.Y. 


Melee Flant: ? 
305 East 45th Street, N.Y. C. 





Los Angeles Office: 220 West Sth Street 
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Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


*Trade Mark U.S. Pat. App. for 
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Spare-lime Gem Collection 
Provides Dramatic Customer Attraction 


| the “housing problem” for a col- 
lection of nearly 200 specimens of rough and cut gem 
minerals, Mrs. Virginia Hinton, gemologist and jeweler 
of Houston, Texas, has created a display cabinet unique 
outside of natural history museums. 

Moreover it suggests that retailers could use a display 
of this kind to interest more people in buying gemstones, 
either for adornment or as a hobby. 

There is something mighty dramatic in flicking a light 
switch, parting a pair of curtains, waving your arm and 
saying: “What do you think of that for a collection?” 
Whether the customer just ran in to have his watch 
checked, or actually is looking for a stone ring for his 
wife, you'll have something to “knock his eye out.” And 
when you begin showing him that topazes and tourma- 
lines come in a rainbow of colors, that some diamonds 
are cut round and others oblong, and that amethyst and 
moss agate which look nothing alike are really sisters 
in the quartz family, you establish your knowledge of the 
gem business and implant confidence. 

Mrs. Hinton began her collection as a hobby but rode 
it hard as she started her studies in gemology and went 
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Specially designed cabinet fo, ” 
Mrs. Hinton's gem collection, © 
Concealed illumination shows the - 
cut and polished specimens © 
to their best advantage on the © 
also specially designed stands, | 


Closeup of one of small cast q 
aluminum stands used to dis- — 
play rough and cut specimens, © 


to work in a jewelry store. She now manages and buys ~ 
for the “Jewel Shop” (diamonds and precious jewelry) © 
in the famous ten-million-dollar Foley’s department store 7 
in Houston. Wall space in her shop is not sufficient for % 
her display cabinet but she borrows frequently from her * 
collection and arranges the specimens in one of her” 
regular showcases. ; 

The present cabinet is the fourth which Mrs. Hinton 9 
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GEM QUALITY 


HEART-SHAPED DIAMOND 
12% CARATS 





FINE EMERALD CUT 
7.63 CARATS 














Mrs. Hinton with her collection of 
gems. The larger rough specimens 
sit atop the higher elevation with 
polished stones, affixed to. wires 
and tilted to get best advantge 
from concealed lights, below them. 








has designed, each of the others being rejected for some 
fault or inadequacy. This one she feels is ideal. Dimen- 
sions are about 40” x 30” x 6” so that it fits snugly be- 
tween two windows in a small back bedroom. This room 
constitutes her home lab. Beech is the wood used, with 
five coats of grey enamel. There are five shelves with 
a paint-grip zinc coating. The front is shatterproof 
glass 14 inch thick. Lighting is done with four 15-watt 
lamps to each shelf, concealed and coming from above. 
The light falls directly on the cut specimens of gemstone. 





Inventor of a color grader for diamonds and a black light for 
studying fluorescence, Mrs. Hinton, working here with diamond- 
scope, was first woman jeweler to become Certified Gemologist. 
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Proper provision is made for the generated heat of the 
300 watts of electricity. The cabinet is also wired for 
alarm protection. Diamonds and other precious stones 
may be taken off their stands and stored in a home safe, 
This is a practical consideration if such a cabinet were 
used in a jewelry store where stock must be placed in 
the safe at night. 

The individual stands for display of the rough and cut 
specimens are entirely unique. Cast in aluminum by a 
foundry and grey like the cabinet, they are three inches 
long and resemble the little stool with foot rest used by 
the shoe clerk. The larger, higher elevation holds the 
rough mineral and the lower, smaller stand in front of it 
takes the gem stone. To secure the gem here, a tiny hole 
in the stand is filled with jeweler’s cement. A wire is run 
down into this opening and then bent to support the 
gemstone at the proper angle for the eye and for the 
lighting shining down from above. The contents of the 
case are at eye level, the top of the cabinet being about 
six feet from the floor. 

A draw curtain of grey drapery cloth covers the entire 
case and works smoothly on cords. The same material 
is used at the windows; it is not noticeable when its cur- 
tain is closed. A long, low, table-shelf runs below the 
cabinet and the windows for the width of this side of 
the room. Here Mrs. Hinton has many of her instru- 
ments including the diamondscope, polariscope, her own 
diamond color-grader and “black-light” examiner. An- 
other wall of the room contains the shelves for her gem 
library of nearly 100 volumes. 

Mrs. Hinton’s mineral collection was started with a 
few small garnets, a broken piece of aquamarine and 
some blue topaz which she picked up on a Western trip. 
She now has 92 species and expects to go to 100 or more. 
Many of the “rocks” she dug herself or pried from local 
inhabitants who often look on odd stones as having 

(Please turn to page 183) 
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Helping Salespeople Click 


Second of a series of articles to help you help your selling 


- staff do a better job for your store as well as themselves. 


No. 2: How to Get in the Groove 


Hu: YOU noticed how many jewelry store 
clerks and salespeople feel they are in a rut? They want 
to become better salesmen or work into a better job 
some way or other, but they can’t quite make it. 

They flounder around, lose valuable time, or dig 
deeper into the same old rut, then excuse it by saying, 
“Well, we can’t pull ourselves up by our bootstraps.” 
That is only too true—and may fit into your own expe- 
rience or those around you. 





Many jewelry store salespeople feel they are in a rut, 
and the only way out is through improved salesmanship. 


~~ 


It’s a little like the old colored preacher who was 
praying with great oratorial effects in the midst of a 
violent hurricane down South. As the earth quivered 
and the heavens roared he cried out, “Send us the spirit 
of the children of Israel, the children of Moses, and the 
children of the Promised Land.” 

An old darky with less oratory but more directness 
said, “Lord, don’t send nobody. Come yourself. This 
is no time for children.” 

In selling jewelry and kindred lines the problem is 
to get out of the rut and into the groove. Into the groove 
of superior selling, leading to more sales, more money, 
more enjoyment out of life and business. 

Fortunately, this is something that can be cultivated 
and developed; it is nothing mysterious or available to 
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by BRIANT SANDO 


only a select few. Clare Booth Luce said it well: “Hats. 
off to the past, but take your coats off to the future.” 


USEFUL TWINS: STUDY AND WORK 


Some people have more natural qualifications than 
others and therefore will step along faster or farther, 
but everyone who is willing to study and work at it 
can gradually become a better salesman .. . and the 
top-notchers often end up as department managers, stor 
managers, executives or owners. | 

Sometimes learning salesmanship is like a sequence 
I saw in the movie “The Road to Rio.” Bob Hope and 
Bing Crosby, caught in one of their typical jams, had to 
teach three Latin-American stooges how to speak En- 
glish in a few minutes. They did it by making each chap 
master one slang phrase: 1, “You’re in the groove, Jack- 
son.” 2, “You're telling me!” 3, “This is murder!” 

It was clever how many different situations this lim- 
ited vocabulary covered. But it fell flat on its face the 
first time a really tough situation came along. The boys 
got so mixed up it ended in a riot. * 

Same in jewelry selling. You can parrot, “The price 
is right. This is very high quality. You can’t go wrong 
here”—and get away with some ordinary selling. But 
such trite expressions are totally inadequate when you 
have to handle a hot potato—when a real tough sale or 
a difficult prospect comes along. 

Each passing year makes it easier to acquire genuine 
skill in selling. The old University of Hard Knocks 
used to be the only way for most of us, except’ the for- 
tunate few who went to large universities or took post: 
eraduate courses. Now most colleges and universities, 
Y.M.C.A.’s and other civic and service schools provide 
classes in sales, marketing, public speaking, personality 
development, advertising, psychology, business econom- 
ics, etc. 

The latter subjects are well worth studying in addi- 
tion to straight salesmanship. Some of the night classes 
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are better than day classes because they are taught by 
practical business men. 


SCHOOLS OF SALESMANSHIP 


The educational trend toward useful subjects is illus- 
trated by Peters Commercial High School in New Or- 
leans. It offers a sales course jointly supervised by the 
retail merchants and the State Department of Education. 
Students learn retail selling, facts about merchandise, 
and a smattering of display and advertising, in classes 
held on regular school time with extra hours of actual 
practice in stores. For the latter time the students re- 
ceive pay as well as supplementary school credits. 

Such students find it pretty easy to get jobs after 
graduation. Often they simply become regulars in the 
stores where they have been working part time. 

In Los Angeles, 130 topflight high school commercial 
students are attending a course on retailing at the Mer- 
chandise Institute of the City Schools. The principle of 
“earning while learning” is applied, with students divid- 
ing their time between classrooms and downtown stores. 

Some such system, with merchants, teachers and schools 
working together, might well be set up in every com- 
munity. As a co-operative project it could be worked 
out to reach different groups according to ages, types of 
sales work desired, etc. 

There are many sales training movies and sound slide 
films that can be bought or rented at nominal cost for 
group study. Write for subjects and prices to The Jam 
Handy Organization, 2900 East Grand Blvd., Detroit 11, 
Mich. 

Another method of self-improvement is to attend trade 
conventions or conferences whenever possible; also the 
sales meetings held in most regions at intervals by lead- 
ing national advertisers or manufacturers of specialty 
lines sold in jewelry stores. Cultivate the salesmen who 
call on your store; learn what they consider strong sales 
points and how they present their products; get “hep” 
to related subjects such as window displays, store ar- 
rangement, lighting, etc. 

Don’t hesitate to seek useful advice from your fellow 
workers or even from customers. They often can give 
vou a different slant. Participate in community activi- 
ties, use every available method to expand your sales 
savvy and your knowledge. 

A leading jewelry merchant says, “No matter what I 
am reading or listening to on the radio, I keep my own 
business in the back of my mind and try to apply their 
ideas. Even when walking around town or visiting in 
other cities, | always watch what others are doing and 
try to pick up some useful pointers.” 


SOME GOOD SALES BOOKS 


When school sponsorship is not possible, or where 
salespeople need more specialized study, then it is up 
to individual jewelry stores or specialty lines to provide 
proper facilities. Select a personable teacher and a good 
text-book, and go to it! 

Enrollment in such classes may be voluntary or com- 
pulsory among your store employees, depending on 
whether or not the store pays for such time. Most 
jewelry stores find it easier to supervise and control 
classes when they are held on company time; and some- 
times it pays to include an evening meal occasionally 
for the extra incentive and fellowship it provides. 
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If you can’t line up a sufficient number of people for 
regular classes, yet certain individuals are ambitioys 
to advance, they can enroll in one of the several corre. 
spondence school courses widely advertised, or a home 
study course can be worked out individually. ,For the 
latter there are dozens of good books—ask your public 
library or book store for a complete list—but here are 
a few to give you a start: 

Elements of Retail Salesmanship, by Paul W. Ivey 

Five Great Rules of Selling, by Percy H. W hiting 

Successful Salesmanship, by Paul W. Ivey 

Successful Selling for the New Day, by Harry Simmons 

Advertising, Selling and Merchandising, by the Staff 

of Printers’ Ink. 


PRINTERS’ INK 

Your class work can follow the book of your choice 
in sequence of subjects, chapter by chapter, or you can 
lay out a course to hit first the most pressing problems 
of your store or yourself.* Then you can switch back 
and forth between different books to make your infor. 
mation complete on each subject as you go along. 





Everyone who is willing to study and work at the art 
of selling can gradually become a better salesman. 


Many pamphlets and booklets on various phases of 
salesmanship can be secured for 10c. to 35c. each from 
the U. S. Department of Commerce, Washington, D. C. 
They even have a few free ones. Write them for a com- 
plete list; it is a service due you as a citizen. 

At regular book prices you can secure quite a selec- 
tion of good sales books from Harper & Brothers, 49 
East 33rd St.. New York 16; Prentice-Hall, Inc., 70 
Fifth Ave., New York 11; The Dartnell Corporation, 
4660 Ravenswood Ave., Chicago 40, Ill. The latter two 
companies also issue pamphlets and booklets in weekly 
or monthly series suitable for home study or reading 
courses. 


GETTING STARTED RIGHT 
One of the first requisites in any jewelry store job 
is to understand its duties and responsibilities. Every 
(Please turn to page 182) 
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CULTURED PEARLS by D’ELIA 


When the occasion calls for flowers—most women like orchids. When the occasion 
calls for a gift—what could be better than D’Elia Cultured pearls. They speak good 
taste in every mellow glint—they reflect the good taste of the giver and flatter the 


recipient. If you tell these things to your pearl 
customers—you ll be surprised how easy it is to 
sell CULTURED pearls—and when they are D’Elia 
CULTURED Pearls—you can be sure they are 


the finest. 


In all grades... 
to $15,000 Keystone 
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MPORTERS OF 


RED PEARLS 





pireEecT ! 
THE FINEST CULTU 


B.D'ELIA&SON 


665 FIFTH AVENUE « NEW YORK « 22 


MURRAY HiLt 8-1270-1 
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New Designs From Paris 











F(xempuiryinc the new look in Parisian jewelry design are these 
three pieces from the latest album of L’Officiel de la Bijouterie et Accessoires whose 
New York office is located at 41 Union Square, West. 

The brooch pin at top is in the shape of a fanciful bird head and is composed of 
round and baguette diamonds and pearls. For the vogue for jewelry worn on a velvet 
neck ribband, a favorite in Paris, is the middle neck-band design with its spider web 
ornament. The spider has a cabochon emerald for a body while the legs are com- 
posed of small round and baguette diamonds. 


Unusually interesting for sport or daytime wear is the pin design at the bottom 
of the page which takes its theme from the sport of fencing. Two gold foils with 
small pearls set at tip and haft. are crossed on a large gold heart with a smaller heart 
set with a diamond set at their crossing point. 
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Sorry Madam... 


there are no bargains in diamonds! 
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Sometimes quality merchandise goes on sale... along 

with the left-overs. But there is ever a bargain price for 
diamonds. When you buy a diamond you get exactly what you 
pay for. Size alone is not the gauge. A fine diamond 

... like a Cardinal Bonded Diamond .. . can be 

worth twice the price of a poor stone. 


Because of their fine cut, color, brilliance and flawlessness, 
you will be proud to display .. . and your customer will 

be proud to own, a Cardinal Diamond Ring. Actually 
bonded to guarantee its quality, workmanship and value. 
Cardinal Diamonds are ALWAYS fine diamonds. 





«Selling aids like these help you tell the “e 
Cardinal Bonded Diamond Ring story: 


1. RADIO SPOT ANNOUNCEMENTS 


2. NATIONAL ADVERTISING " 
‘ 3. COUNTER DISPLAYS ie 
; “ 4. NEWSPAPER ADS o 
bonded diamond rings ‘> Sse cig 
*. 6, MAILING PIECES .* 
“*-7. AD MATS Ry 
CARDINAL DIAMOND SYNDICATE s — 
Bauman-Massa Jewelry Company, St. Louis me - 
J. M. Bennett Company, Minneapolis * o 

Are you prepared for Diamond Jubilee? March 27th—April 9th. 
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Completely departmentalized 
new Carter store Presents g 
streamlined appearance 
front to back. Note Spot. 
lights above the fron} door 
near ceiling line which are 
controlled by a push button 
from outside store at night, 


from 


by EDWARD R. LUCAS 








Store Modernization 
Keyed to Three-Point Objective 





Complete departmentalization coupled with the price tagging of all 
merchandise is utilized by Carter’s to stimulate sales by enabling 


customers to make up their minds before salesman approaches them. 


and beauty are not necessarily an- 
tagonistic. In the new and attractive Carter's Jewelry, 
of Vancouver, Washington, for example, clever planning 
and a number of original and effective merchandising 
ideas by no means conflict with the beauty of the store’s 
design and fixtures. 

The move to the new store from the forty-year-old 
firm’s former location, was undertaken primarily to ac- 
complish three objectives, owner Milton Arnstein ex- 
plains: 

1. To increase floor space, thereby affording better 
opportunity for display and addition of new lines of 
merchandise. Display area of the new store is approxi- 
mately double that of the old one. 

2. To increase store traffic by an attractive and atten- 
tion-getting store front and interior. 

3. Through better interior display, departmentalization 


of merchandise, and suggestive selling techniques, to in- Diamond "room" consists of two glass-topped display tables. 
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this is a GREATER 





Imperial year! 





just completed... 


a limited collection 
of Imperial 
Cultured Pearl 
Necklaces 


hand-knotted 
with white gold 
safety clasp 


to retail at 





Imperial Quality 
Stays Up! 
Imperial Prices 
Stay Down! 


These desirable necklaces 

are a striking example of 
Imperial’s ability to maintain 
highest standards of quality 
at lowest possible prices. 


s* a. aed 
SEER erences SR ae 


607 Fifth Avenue, New York 17, N. Y. 
Plaza 5-6387 
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Registered and Insured, the same as our more 
expensive necklaces... beautifully packaged, too! 





By popular 
demand 

we make available 
another group of 
Imperial 

Cultured Pearl 
Necklaces 

to retail at $50. 


PEARL SYNDICATE 


607 South Hill Street, Los Angeles, Calif. 
Tucker 6159 


5 North Wabash Avenue, Chicago, Illinois 
Dearborn 2-2844 
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crease sales per customer. All this, of course, adds up to 
the ultimate objective of increased over-all sales of 
jewelry and related items. Though the new store has not 
been established long enough to indicate a definite sales 
increase figure, Mr. Arnstein reasonably expects an in- 
crease of at least one-third over his former volume of 
business. 

The new store front accomplishes its purpose of at- 
tracting the attention of passing pedestrians and motor- 
ists with its green plate glass facing and black terra cotta 
trim. The entrance is set back a good ten feet from the 
sidewalk, allowing ample space for highlighted window 
displays. This also furnishes space out of the sidewalk 
foot traffic, for window shoppers to inspect the merchan- 
dise in the windows. The solid plate glass entrance door 
flanked by narrow, floor-to-ceiling windows, allows an 
unrestricted view of the interior. 

The interior is notable for its bright but even and 
shadowless illumination, and the fact that all merchan- 
dise is displayed where it can be seen without effort. This 
effect is enhanced by the full plate glass mirrors behind 
the wall displays. The exceptionally high 16-foot ceiling 
has been “lowered” by painting it a dark blue. 

An example of the departmentalization which has been 
followed in the design of the store, is the flat silver and 
chinaware department at the rear of the store. Stub 
partitions at the froni end of this department serve as a 
“psychological” division from the rest of the store, and 
relieve the monotony of what would otherwise appear to 
be an extremely long and narrow store. A feature of 
this department are the vertically mounted silverware 
‘settings in the wall cases, permitting close inspection of 
this merchandise from the floor. Two wall cases hold 28 
settings, with chinaware displayed in the center wall case. 
Figurines are displayed on the opposite wall. The whole 
department is planned for comfortable and casual inspec- 

(Please turn to page 1286) 
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Passersby can view interior of store at night by push but. 
tons at each display window which turn on built-in floods. 





Tarnish-proof storage shelves for the larger silver items 
such as trays, are located in back of the display cases. 


Stub partitions at front of silver 
and china section serve as a ''psy- 
chological" division from the rest 
of the store. The sliding panels 
behind counter conceal store safe. 
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Distinguished ring conceptions 
featuring FINE EMERALDS « 
RUBIES « SAPPHIRES and 
STAR SAPPHIRES 
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Styled by R& $ 






in the Quality 






Tradition of 






* Creations 





Stylists | | aa Stones 


. 


610 FIFTH AVE., Rockefeller Center, New York 
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Pay-As-You-Go-Plan Solves Tax Problems 


Daily record sheets coupled with a comprehensive tax table, 


developed by Day’s Jewelers, Portland, Me.. has simplified 


computations and completely eliminated chanee of mistakes. 


Mos: of the “nuisance bookkeeping” mis- 
takes, extra payroll time, etc., normally associated with 
jewelry-store tax payments on federally-taxed merchan- 
dise have been eliminated by Day’s Jewelers, Portland, 
Maine, through a simplified daily-payment system. 

Operating a chain of stores covering most small cities 
in Southern Maine, Day’s Jewelers has encountered the 
usual maze of tax-payment problems—with bookkeep- 
ing confused by cash and credit sales, returns, uncol- 
lected accounts, etc. 

The solution which has been gradually developed by 
brothers Sidney, David and Herman Davidson, heads 
of the store, has shown many advantages. 

Under the plan, one girl in Day’s large central head- 
quarters in Portland, is responsible for posting all tax- 
able sales made by each store in the chain—each girl 
assuming one store as her own personal responsibility. 
The manager of each of the jewelry stores sends in 
duplicate sales checks on every sale made in the store 
daily, each taxable sale, of course, being noted at the 
bottom of the sales check. 

Incoming tickets are taken by the girl assigned to 
that store and with them, a record of payments made 
by all customers on credit accounts. 

Every sale, and the amount of the tax involved, plus 
every deposit, with similar tax information, is mounted 
on a “daily sheet” covering each store, which is divided 
into columns for description of the item, total price, 
and with following columns for the 10% and 20% lux- 
ury federal tax. All amounts received by the store for 
that particular day, with the proper taxes tabulated in 
the 10% or 20% column are added up, and the aggre- 
gate tax jotted into a space in the right-hand lower 
column, which is that store’s tax responsibility for that 
day to the government. Tax payments, as usual, are 
made once per month, when Day’s Jewelers submit a 
proof-sheet, which covers all cash sales involving tax, 
credit sales involving tax, and the time-payment on a 
“pay as you go basis”. 

The daily record sheets are utilized exclusively for 
those sales or payments which require a tax payment 
to Uncle Sam, and are so arranged that tax payments 
are credited to the government account only when actual 
payments have been made by the customer. In this 
way, the purchaser of a watch, for example, may pay 
$10 down, and the down-payment, plus the tax extracted, 
will appear on the daily sheet covering that day. If the 
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by ROBERT LATIMER 


customer pays $2.50 per month thereafter until the 
watch is entirely paid for. the tax is extracted at each 
payment, and appears on the proof sheet for the entire 
month. 

Mrs. Helen Kelly, veteran bookkeeper for the organi- 
zation, has considerably “streamlined” the matter of 
figuring proper taxes on each sale through development 
of a complete “tax table” which instantly gives the 
proper tax for any amount of payment or sale. “We 
wrote to the government asking for help in this con- 
nection,” she stated. “but found that there was no such 
prepared tax schedule available. Because of the great 
number of postings which must be made daily, amount- 
ing to as many as 400 per store, it-has been impossible 
for girls to figure out each tax individually, and there- 
fore, a workable table was essential.” 

The “tax table” consists of a sheet of paper, divided 
into two columns of 3 each, which cover the tax on 
purchases from 25¢ up to $10,000, for both a 10% tax 
and 20% tax. All that is necessary for the bookkeeper 
to determine the proper amount to be paid to the gov- 
ernment is to find the actual amount paid to the store 
in the right-hand column in each group of three, and 
“read across” under the 10% or 20% headings, where 
the precise tax is given. This information is transferred 
to the daily posting sheet, which is thoroughly reviewed 
and double-checked at the end of the day against sales 
ticket duplicates sent in by the store. 

One of the wost problems of keeping accurate tax 
records for the government—that of returns—has been 
solved by making a subtraction at the final posting for 
all returns, refunds, etc. These, in addition to being 
entered in a special column on the daily posting sheet, 
are likewise permanently notated in a special book kept 
entirely for returns. 

Each of the daily sheets is prominently marked with 
the store name with a l-inch rubber stamp, giving the 
city in which it is located. All postings are made out 
in triplicate, and permanently filed, for ready reference 
whenever a tax problem comes up. Under this “pay as 
you go” system, there are no costly mistakes whatsoever, 
inasmuch as the tax due the government is automatically 
credited only when the actual payment on which it 1s 
based is received. 
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“Bluebird Diamond Rings draw a rec- 
ord turn-out for Kirksville,’ says Roy 
E. Anderson. “‘Most of our customers 


demand these flawless gems.” 
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THE FIRST PRIZE WAS A 
BLUEBIRD DIAMOND RING 


Thousands Jam Opening 








For One Flawless Gem 


Kirksville, Mo.: The main 
attraction at the opening of 
Anderson's new store was a 
flawless Bluebird Diamond 
Ring. This gem was the 
grand prize and admired by 


In this modern new store, Bluebird Flawless Diamond Mr. Roy E. Anderson all. Your customers know 
Kirksville, Mo. , : : 
the perfect quality standard 





Rings are always prominently displayed. 


Jeweler : 
——— a of Bluebird Diamond Rings. 
anoviano oe S There are franchises available. Feature Bluebird 
aes s '*. @ .. America’s finest line of diamond rings. 


FELEAWELESS 


DIAMOND RINGS 





’ BLUEBIRD DIAMOND SYNDICATE 


Loud speakers kept the crowd’s interest in the grand prize, 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 
a flawless Bluebird Diamond Ring. Michigan Building, Detroit 26 ° 829 15th Street, Denver 2 
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Drawings. Specials 
Keep Steady Flow 
Of Store Traffic 


Mbarn’s Jewelry, at Main and Mercer Sts., 
Greenville, Pa., doesn’t believe in confining the spirit of 
“giving to the Christmas season alone. Most any time 
of the year you'll find this firm in the midst of a pro- 
motion campaign that involves a gift drawing of some 
kind or other. 

“The result is that we have been able to build up a 
large number of new accounts in about two and a half 
years,” said Martin Friedman, owner. “We get the traffic 
and we move a lot of merchandise, too. That’s what 
counts.” | 

To show how Martin’s works the drawing idea, con- 
sider the store’s annual year-end promotion. 

First of all, a practical, home-use item is chosen as the 
gift attraction. One year a Toastmaster was the “big 
prize;” another season, a well-known appliance, the Mix- 
master, proved a popular drawing card for the store. 
This past (48) Christmas drawing was for a table model 
radio, desirable in most any home. 

“With such gifts, you appeal to the entire family group, 
old and young alike,” said Friedman. “Young married 
couples are looking for furnishings such as appliances 
all the time. Older folks might have them, but can use 
them for gifts to someone else. A high-school or college 
student has gift ideas, too, or can use a table radio 
in his room.” 

How does a customer get a chance to win the gift? 
First, he is not required to buy a single thing! Martin’s is 
always looking for business, but in this kind of promotion 
their idea is to get traffic into the store without a string 
attached. Only then, can selling perhaps be done. 
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Not all of the persons who visit the Martin 
store become customers, but many of them do 
and that's just the strategy in back of this 
jeweler's program of traffic-building ideas. 


One of Martin's successful promotions was 


offer of a free portrait with a $5 neu! 


os 
“eD 


by W. A. RUDIN 


If not, goodwill, which can't be purchased by itself, 
is gained anyway. ‘The customer or potential customer 
is just told in a local newspaper advertisement, that if 
he will call at Martin’s, he will be welcome and will 
receive a ticket entitling him to a free drawing on 
Christmas eve. 

“We draw terriffic traffic with this seasonal promotion,” 
said Friedman. “And, of course, I don’t spare the horses 
when it comes to displays that build up the buying urge 
in visitors. We use a display help service, Edwin Freed, 
Inc., and our windows are always decked out in Christmas 
trimmings and massed merchandise. We urge a $1-lay- 
away club membership, too, to these crowds. “Open an 
account now!’ is our emphasis.” 

But with Christmas past, Martin’s continues in search 
of traffic-building ideas. 

When local merchants put on special “Dollar Day” 
sales, Martin’s is right there among them. It’s good 
business for everybody and keeps trade in town and 
among sponsoring merchants. Martin’s came up with a 
Dollar Day special, too. Here’s how: 

Some 400 items of merchandise, some of which were 
moving slowly and needed a little pushing, were wrapped 
and piled in a large “Grab Pile.” It was advertised that 
everything in the “grab” was worth a dollar and many 
items were worth more. To prevent “grabbers” from 
identifying merchandise by its size or shape, the store 
had customers pick a ticket for a dollar rather than 


(Please turn to page 183) 
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Reproductions of the official Mother's 
Day poster are available to all jewelers. 


Necklaces were the gift urge in 
this Mother's Day window display 
last year at Long's, Boston. The 
green ferns and bright flowers, 
with glassware in the center, 
provided an eye-catching array. 





idea of honoring the Mothers of this nation on their 
special day. Mother’s Day is a great day for all con- 
cerned and not only is it good business, but it’s good 
will and good spirit for you as retailers to make the most 


M OTHER'S Day these past years has become 
a nation-wide tribute to all the country’s mothers. On the 
other hand, it has also become a full scale retail merchan- 
dising promotion—a second Christmas in May—achieved 
through the non-commercial efforts of the National Com- of it. 
mittee on the Observance of Mother’s Day and the year- It’s up to you to use these potent forces wisely—to 
to-year retail promotion of this day as a gift-giving occa- make Mother’s Day, May 8, in your store, in your city 
sion. —a great day for Mothers, and a highly successful sell- 





The National Mother’s Day Committee, working full- 
time to create mass-attention throughout the country 
—through the press, radio, pulpits, civic demonstrations 
—drives home to America’s 147 million people the single 
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ing program for you. 
Mother’s Day can mean merely a bit of extra volume 
for your store or it can mean a major gift event that 
(Please turn to page 187) 


Vase of pink carnations set 
against a dainty white back 
curtain set the theme for 
this Mother's Day window at 
Stowell's, Boston. Vanity 
sets, fiqurines and costume 
jewelry were selected for 
display as the major gifts. 
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ALL SIGNS POINT TO 


Sreasureland 


Breath-taking beauty and outstanding value are combined 
in Treasureland Registered Diamond Rings to create 
maximum consumer appeal. Here is stunning evidence 
of matchless ring artistry in a wide range of patterns and 
prices that makes every marriage-bent pair potential 
Treasureland customers. 

Treasureland national advertising attracts the eyes of 
discriminating Diamond Ring buyers — stimulates 
Treasureland sales everywhere. The Treasureland dealer 
promotion program includes intriguing display pieces, 
free mats for local newspaper advertising, prepared radio 
announcements, dramatically illustrated folders and 
letters for personalized dealer-to-consumer mailing. 

Each Treasureland Diamond Ring is accompanied by 
a Certificate of Guarantee and Registration, assuring 
excellence, guarding value. The name Treasureland is 
inscribed inside each ring and each ring carries a 
tag clearly displaying exact weight of center diamond, 
ring number and suggested selling price. Write for details 
on exclusive Treasureland Dealership in your community. 





TREASURELAND RING COMPANY 
BOX I «¢ CHICAGO ¢ 90 « ILLINOIS 


Sreasureland 


R&@G ist €:8:t.& 


DTIAM OND RINGS 
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Everything's 





Proper 


Here 


Allan Proper, of Cleveland, 
Ohio. believes in the maxim: 
“if vou want a good start. 


start voung and small.’ 


How MANY of today’s large, flourishing 
jewelry retailers made their start with a hole-in-the-wall 
store? Plenty of them, to be sure. And again, how many 
such retailers were what some novelists term, a “callow 
youth?” Plenty of them, we repeat. 

This brings us to a case in point, Allan Proper, who 
at this writing has barely gotten the front door to his 
new store swinging easily from steady use. 

“I’m steeped in that philosophy which says, ‘If you 
want a good start, start young and small,’” said Allan 
Proper. 

Of course, Proper didn’t open a store with no previous 
experience in the field. He wasn’t quite that “callow.” 
He brought experience and the willingness to invest in 
what he believes in. His store is a fine example of a 
modern, inviting jewelry outlet. Certainly, budding store- 
owners can gain a few tips from his case-history. 

First, let’s look at his background. He graduated from 
Cleveland Heights High School in his home-town, Cleve- 
land, Ohio. Shortly afterwards he went to work for 
Rogers, a local jewelry outlet. About four years ago he 
went to work for Henry Green, an outstanding jeweler 
in his own right and located not far from Proper’s new 
store. 

“It was a case of working in the jewelry trade, and 
trying to prepare myself for something else, for a while,” 
admits Proper. “I attended night school at Cleveland 
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EXPERT WATCH REPAIRING 


_ PROPERS 
li 


Proper spent $1,000 on a neon sign alone 
to give "The Proper Jeweler" a good run- 
ning start. Store is attractive, inviting, 


by WILLIAM RASKIN 


College, studying business administration and law. It was 
a tough grind, all right, but I was learning all the time.” 

Short months ago, Proper took stock of himself. Fairly 
well steeped in jewelry merchandising principles, he 
found that he was more and more inclined to look upon 
himself as a jewelry salesman rather than anything else. 
Then he decided that perhaps after all his goal was thal 
of owning and managing his own jewelry store. 

He considered locations, fixtures, lighting, interior 
decorating, signs, merchandising efforts in his own right, 
and the certainty that he would have to go all-out and 
work hard to make a go of it. Slogans and ideas buzzed 
around in his head. 

He noted that Bond’s, a stunning new clothing store in 
Cleveland, had conducted a traffic and pedestrian survey 
to determine the flow of potential customers down Euclid 
Avenue, Cleveland’s “main stem,”’ where the new Bond’s 
occupies a good business corner. The survey revealed 
that some 100,000 people daily streamed past the 800 
block on Euclid! 

“They said this figure made the corner at Bond’s the 
third busiest in the entire United States,” said Proper. 
“It so happened that I had been eyeing a location just 
up the street from Bond’s, at 749 here, where a little, run- 
down cigar store was located. 
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“GRADUATIONS -— 
_~WEDDINGS 


The second largest selling season of the year for jewelers 1s 
close at hand. During the months of May and June gifts for 
graduates and brides will be purchased and your store is the 
logical source. Are you prepared to meet this demand? 


Every department of the Benj. Allen & Co. store has hundreds 


of appropriate gifts for every occasion. 


Diamonds, Watches, Rings, jewelry and novelties for the 
graduate. 


Silverware, Clocks, Home Appliances for the bride. 


Whatever your requirements are, you can order what you 
need with full assurance of quality merchandise, moderately 
priced and prompt service. 


For more than 80 years, this store has been the dependable 


source for every kind of jewelry store merchandise. 


Keep your copy of our large 1949 catalog handy at all times 
—Ilet Benj. Allen & Co. be your source of supply. 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 
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“When I made ‘the jump,’ I went after this location and 
got it—and brother, you can’t miss too far with that 
amount of traffic at your front door, the way I figured.” 

Quite a job faced Proper right off the bat. The interior 
was dingy, badly lighted, run-down, entirely unfit for 
what he had in mind as a modern jewelry store. Perhaps 
the best indication of the remodeling and modernization 
job completed, is the figure of $15,000, which Proper 
gives as his investment in “The Proper Jeweler,” as he 
tagged his business. 

“One thousand dollars went into the beautiful neon 
sign you see out front,” said Proper, “but I’m sure it’s 
worth it. And how do you like that name, “The Proper 
Jeweler.’ I figured what the heck, it is my name, and it 
seems to catch on pretty good that way.” 

When we say small, we aren’t kidding. Proper’s store 


3 t , 








& 





Allan Proper is seen here at the rear of 
his small store with a customer. Store 
size and youth are his "beginning" he says. 


is about 8 x 22 ft. in floor area, with a ceiling height of 
15 ft. He detracts from that height somewhat with a 
solid line of fluorescent fixtures suspended just over cus- 
tomers’ heads, from the front to the rear of the store. 

Proper doesn’t have much in the way of show windows, 
but he’s very conscious of the potentialtiies of good “show- 
manship” in window displays, and keeps the small, dupli- 
cate area, on either side of the entrance, changed fre- 
quently and decorated artfully. 

Colorful plush drapes and tiered jewelry stands are 
his forte, and you'll find passersby constantly attracted to 
his displays. He has a group of placards on order for 
window and possibly store use. They will play on that 
word, Proper, again and again: 

“See the Proper Jeweler!” or, “Buy the Proper way!” 
are typical of his catch-lines. And playing on the size of 
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his store, he has the slogan, “Little store with the BIG 
values!” 

To offset the size of his store, however, he wil] Use 
large wall mirrors, several of which are already installed 
Showcases are slim, hugging the walls, and about seven 
feet high. To give his store a luxurious atmosphere, he 
had the floor covered with a deep buff carpet. You can't 
hear a footfall inside. 

What about future promotions? 

“T learned long ago that the heart of any jewelry store’, 
business can be the selling of diamonds, and I’m getting 
set to push them for all I’m worth,” commented Proper. 
“I’m working up several advertising ideas with an agency, 
and as soon as I| have everything set inside here—my 
other mirrors and additional display setups—I’ll launch 
into some real campaigns about “The Proper Way’ to 
buy diamonds.” 

Only open a short while, Proper is not letting any 
srass grow under his feet. At his small desk to one side 
of the rear of his store, he busies himself with display 
ideas and studies “watch care.” 

“I’m not a watch expert or repairman myself,” he 
admits, “but there are plenty of things to learn about 
watches strictly on the selling end of it, and I intend to 
place my second degree of emphasis upon watch retailing 
and care—with all the shopping traffic this location pulls 
past my store, I’m beginning already to have people drop 
in during noon hours, for instance, to ‘shop’ for watches 
or discuss repairs. 

“| have an arrangement with a good repairman to 
handle that kind of work. As far as store personnel goes, 
right now I’m by myself and it works out just fine. I’m 
going to have a girl in soon, however, to take care of 
book details, and then I can devote more time to mer- 
chandising ideas.” 


Proper works ata small desk in the rear of 
his store, concentrating upon watch repair 
service and studying merchandising ideas. 
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Jeweler Leonard Plautz, shown 
here, whose store is located 
in suburban Milwaukee, finds 
it to his advantage to develop 
a friend - to - friend attitude 
in relations with customers. 


Jeweler Takes Advantage 


Of Small-Town Environment 


by SILVIA SCHUSTER 


A JEWELER in a small town has one advan- 
tage over the larger city stores in that because of the 
closer knit environment of the small towns, the jeweler 
there is on, or can easily develop a friend-to-friend 
attitude in his customer relations. This works to his 
benefit in building and maintaining his reputation and 
enables the small town jeweler to work on a closer 
relationship with his customers both in their in-store 
contacts as well as in his advertising and promotion. 

Such a jeweler is Leonard Plautz, who with his wife 
Carrie, runs his store at 3528 West Villard Avenue, in 
suburban Milwaukee, along this line. As an example 
of how he uses his close customer relationship to benefit 
his business, take the case of his designing of a class 
ring which all the members of the recent graduating class 
at the nearby Custer High School voted to buy. It had 
the profile of the famous General Custer on both sides 
of the ring with the school emblem on the top. 

The way he got these pupils to vote in favor of his 
design shows a bit of clever psychological promotion. 
A five man committee had been chosen to decide on the 
rings to show the class for their final decision. Mr. 
Plautz had heard that the father of one of the boys in 
this class was the manager of the local theater. So he 
dropped in for a chat with this man and urged him to 
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show the movie which was popular about that time 
dealing with the life of General Custer. His idea was 
to get the local youngsters to learn more about the 
life and exploits of the famous soldier for whom the 
school was named. 
Naturally the manager agreed, for it was a natural 
(Please turn to page 188) 


L.H PLAUTZ JEWELER 


Exterior of the Plautz store in suburban 
Milwaukee. Note that display windows are 
set low for greater customer convenience. 
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Silverplate 


sponsors a big National Advertising Program 


to introduce its newest pattern 


A full page advertisement in Life launches the advertising cam- 
paign designed to make magnificent Moss Rose a best-seller on 
your counter. Month after month, Moss Rose advertising will 
be seen by 46,500,000 readers. 


Add to this the beauty of the pattern, its popular price, its 
availability in 31 different open stock pieces, the five complete 


services for 6, 8 and 12, the Unlimited Service Guarantee. 


Here is a tremendous opportunity for you to make volume sales. 
To help you cash in, King Edward Silverplate offers you free, 
down-to-earth sales promotion material: hard-selling mats, 
counter and window display material. Get behind the Moss Rose 


promotion for big business now and throughout the year. 


‘the poplar priced silvenplate wilh the high priced, ook,’ 





NATIONAL SILVER COMPANY ¢ New York + Chicago + Dallas + Detroit + Miami + Los Angeles + Atlanta + San Francisco + Portland (Ore.) * Seattle 
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Silver Parade 


(From page 123) 


Samuel Kirk & Son has prepared a special parade news- 
paper mat in a short four-column size, flexible enough to 
be used in a smaller version where desired, illustrating all 
of the company’s eleven patterns and emphasizing a copy 
theme tied-in with the general promotion. 


The Gorham Co. is preparing a series of newspaper 
advertisement mats ranging in size from single column 
to five column subjects. In addition, this company has 
augmented their display program to provide a variety of 
permanent type displays at small cost to the dealer, as 
well as many attractive travel display units. With all 
these display materials, a special card emphasizing the 
Silver Parade theme will be provided. 

R. Wallace & Sons Manufacturing Co. is providing a 
special window display piece featuring the “Wallace Sil- 
versmiths Parade” to be used as a background for any 
size window. In the foreground there is a series of five 
of design displays which they call the “Parade of Place 
Setting Pads.” These pads, in various pastel shades, 
measure 8 x 12 inches, are easel-backed, and display a 
six-piece place setting. The picture is completed by hol- 
lowware items in matching designs. 

The Watson Company is offering newspaper mats of 
its various flatware patterns. 


As other companies will no doubt have helpful sales 
material available for use during the Silver Parade, it 





would be wise to contact your sources of supply to be sy 
of the utmost in such assistance. Ks 


Of the 541 stores reporting sales increases in the sury 
conducted by the Council following last year’s “Parade > 
the majority of these firms included estimates of their 
gains in their replies, giving percentages ranging from 
one to 300 per cent with the average rise at 22.] per cent 
The most numerous of the estimated increases were fe 
follows: 


104 reported an increase of 10% 
66 66 66 . ms) 
49 "Se 


48 ” * - 25% 
43 7 *° ve " 20% 
33 i - - “ 15% 
23 6 ” 50% 


These results represent the sales performances of oply 
those retailers who filled out and sent in their question. 
naires. It is not known how many additional jewelry 
stores participated in the Silver Parade or what their 
experiences were. It should also be borne in mind that 
the figures given were for the two-week period of the pro. 
motion only. In view of these results, however, it would 
be logical to assume that many sales, particularly among 
those reported looking over silverware patterns, were 
inspired during the time of the promotion and consum- 
mated after that period. Such sales, of course, would not 
appear in the results of the survey. 


Since last year’s event many jewelers have heard, in 
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one way OF another, of the experience of other retailers 
and can be counted on to participate this year. The suc- 
cess of other Jewelry Industry Council promotions since 
then will also have an effect in attracting additional re- 


o take part in the 1949 Silver Parade. 


tailers t 





Credit Selling With a Smile 


All kinds of sell-’em gimmicks, ranging from personal 
solicitation by sales clerks to heavy advertising efforts, 
have been used by jewelers all over the country to induce 
prospects to open credit accounts with them. It’s a fact 
proven by all sorts of merchandising statistics that the 
charge or long-term credit customer is a choice guy; he 
buys more merchandise, at higher prices, oftener, than 
the cash customer. His business is the cream of the trade. 

With all kinds of bring-them-in methods being used by 
jewelers, Harry Miller, of Miller Brothers in New Or- 
leans, wondered: Why wouldn’t the light touch work as 
well in selling credit as the “sock-’em” technique? Statis- 
tics released by newspaper studies have indicated that 
cartoon advertisements tend to attract a higher reader- 
ship than any other kind of advertising. Why, then. 
shouldn’t the cartoon approach work well to build credit 
accounts for Miller Brothers? 

In the several months that have elapsed since Harry 
Miller posed that question—and answered it with a “Why 
not?”—Miller Brothers’ cartoon credit advertisements 
have done an outstanding job. 

Each is a relatively small insertion. But they appear 
frequently in all three of the New Orleans daily news- 
papers. The ads are all two columns wide, about 100 
lines deep. A distinctive ribbon border sets each off from 
the other advertising and editorial material on the page. 

A cartoon illustration occupies about half the space. 
On one typical insertion, it showed a well-dressed man 
“shunning” a bag of currency. He was standing before 
a door marked “Jewelry.” The headline proclaimed: “‘No 
need for a lot of cash.” “Your credit is good,” the copy 
explained, “and buying is a lot more convenient. Just 
a small down payment, a fraction of the cost, and your 
purchase is wrapped up for you. Pay weekly, semi- 
monthly, monthly—no extra charge.” 

Another ad showed the same customer handing over a 
few small coins to a smiling salesman, who prepared to 
wrap the purchase. The headline read: “Just make a 
small down payment. Choose the item you want,” the 
advertisement continued, “make a small down payment, 
and the watch, jewelry or gift item is yours to have and 
enjoy. Pay weekly, semi-monthly or monthly. No carry- 
ing charge.” 

Cartoons seem to work well for Miller Brothers for 
two reasons. First, the fact that the cartoon is an impor- 
tant selling tool. It has been used to build advertisinz 
readership—and in its wake, sales—for soft drinks, hats, 
everything under the selling sun. 

The second reason may be the fact that cartoons are 
used so seldom for bringing in credit customers for 
jewelry stores. Many regard credit as a serious proposi- 
tion, and the tone of the advertising used to sell it reflects 
that thinking. It is serious, down to earth, solid. Miller 
Brothers’ credit, on the other hand, uses a light touch. It’s 
tread because it amuses people. It stands out because few 
others use the same method. 
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Little Accents 


(From page 125) 


rayon cord and tassels suspend the panel against the 
background. If the panel was finished in oil paint, letter- 
ing could be applied in water color or chalk and later 
removed and re-lettered for another display. 


The bases of the bell jars are moulded composition 
formed to hold the glass dome in position and have a 
small tree-like branch imbedded in each base to serve as 
support for the jewelry pieces. Base and branch are 
covered in velvety flock in pastel colors. Additional bell 
jars are arranged on circular elevations in the center of 
the window. 


The decalcomania roses are an inexpensive and simple 
means of decoration which can be applied to almost any 
flat smooth surface—cardboard, wood, glass, lucite. One 
particularly gay and attention-getting idea is to apply 
the roses directly to the plate glass of the store window 
or to glass fronts of cases inside the store. Glass or plastic 
cylinders used as elevations or supports for shelves could 
also be decorated with the roses. In planning such a 
promotion as this, it is smart to order a sufficient quan- 
tity of the display accessories to carry out the same theme 
inside the store . . . and both the rose decals and the bell 
bars are versatile enough to be used again and again 
for any number of different kinds of promotions. Roses 
and bell jars are available from Staples-Smith, Inc., 8 


West 40th Street, New York 18, N. Y. 


“Silver, For Gracious Living . . . For Thoughtful 
Giving,” the theme of the *49 Silver Parade is one which 
can be applied in many different ways, suggestions for 
which are included in the Idea Book available from the 
Jewelry Industry Council. For the display shown here, 
a wedding theme was chosen. The dainty wire wedding 
bells and fan indicated in the sketch are also available 
from Staples-Smith. The copy theme is hand-lettered on 
a wide paper ribbon scroll extended across the window 
background. Bells and fan are formed of lacy-looking 
wire, painted white and are trimmed with ribbon, sequins 
and flowers. Fan has an edging of ruffled net. Bell clus. 
ter comes with ribbon streamers for suspending from 
ceiling or against background. Festoons of ribbons and 
sprays of roses are used to trim the edge of the elevation 
on which silver wedding gift suggestions are arranged. 
The fan is placed in the window foreground with Silver 
Parade copy card. 

Since economy must be a consideration in the planning 
of almost any store’s display program, it is wise to select 
decorative units which can serve for more than one 
showing. Simple changes can make such units as the 
wire bells suggested above, adaptable for many different 
occasions—replacing the ribbon trim with another color 
and substituting other decorations for the orange blos- 
soms, the bells readily become Christmas bells, Easter 
bells or School bells. The wire foundation can be painted 
another color as well. The fan can also be re-trimmed 
and used for other arrangements with jewelry and for 
Valentine’s Day or Mother’s Day. 


nd Cutters of Precious and Semi-Precious Stones 


48 WEST 48™ STREET | NEW YORK-19-NEW YORK 
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Bridal Business 


(From page 127) 


for him to hire a salesman to operate in the same way, 
he designated one employee to scan local papers for en- 
gagement announcements, clipping out names and ad- 
dresses, looking up telephone numbers, etc. Then, armed 
with a number of these leads, Mr. Seghers would sit down 
at his telephone, call the newly engaged girls, identify 
himself, and mention that he had just read the newspaper 
announcement. 

The major reason for the call, Mr. Seghers would point 
out, was to extend his firm’s congratulations and wishes 
for a lifetime of happiness. And, of course, to announce 
a gift which was waiting for the bride-to-be. If she would 
just drop by the store, at her convenience, the gift would 
be hers. 

Needless to say, most girls contacted in this manner 
would “drop by.” And when they did, Mr. Seghers would 
explain his offer of free wedding invitations, addressing 
and mailing. “When you have made up your list,” the 
jeweler would say, “just bring it in and we'll take care 
of everything.” 

Generally speaking, girls planning on sending out in- 
vitations would jump at the offer, glad to be relieved of 
the chore. And girls who hadn’t planned on sending out 
invitations would be quite likely to reconsider in view 
of the fact that the offer was free with no strings attached. 


When explaining the offer, Mr. Seghers made no men- 
tion of the fact that he intended using the invitation list 
as a direct mail list later on. Why should he? Shrewd 
girls might guess at his intentions but if they were wise 
they would say nothing—after all, they might receive 
more gifts that way. And not-so-shrewd girls, never giv- 
ing the matter a thought, would merely be pleasantly 
surprised by the number of gifts in matching, harmonious 
patterns. Either way, considering a prospective bride’s 
perfectly normal desire to receive a maximum number 
of gifts, the plan was in her favor. 


Certain prospective brides, of course, might consider 
it a bit forward to allow the jeweler to notify her friends 
that he stood ready to “guide” their selection. The answer 
to that would be simple: the jeweler is performing a 
service; he is helping friends avoid chasing about from 
store-to-store. seeking something appropriate. Armed 
with the bride-to-be’s choice of silver pattern, Carroll’s 
could help friends avoid duplications, clashing patterns, 
unnecessary exchanges later, etc. Since friends are cer- 
tain to send a gift anyway, the jeweler is the logical man 
to help them choose what it is to be. 


Mr. Seghers feels that even if only one sale results from 
a mailing of invitations, the promotion is successful in 
making his firm known and respected. Providing the in- 
vitations create good will for his store—people who hear 
of the plan feel that Carroll’s is helping young couples 
start a happy life together. And when he receives letters 
with a check enclosed, requesting that he, personally 
“select and deliver a piece of silver in the bride’s pattern, 
or a gift that would fit in with her other selections,” the 
jeweler considers it proof, beyond doubt, that his letters 
have made the correct impression. 

Correctly executed, this promotion does much to build 
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store prestige, make friends and sales. Carroll’s figures 
for the first month tell the results: 

“Qn an average,” says Seghers, “at least 12 brides 
announce their engagements in our area each week be- 
tween the months of March and August. Of these, an 
average of two a week are not available by phone or 
mail, and two of the ten we are able to contact do not 
come in. Thus, eight calls a week are successful. For the 
first four months we made sales to 50 per cent of those 
that did come in.” 

When making the offer of free wedding invitations to 
prospective brides, Carroll’s also presents an illustrated 
booklet on the care of silver, explains the firm’s many 
customer services, and mentions the various silver brands 
carried in stock. Each prospective bride signs the firm’s 
Bride Book, giving the date of her wedding and the silver 
pattern she prefers. Each year, two weeks before the 
wedding anniversary, letters are sent to both the wife 
and husband, reminding them of the event and suggesting 
appropriate gifts from stock. 

Carroll’s offer of free wedding invitations has actually 
had a “snow-balling” effect of late—it is no longer neces- 
sary to contact prospective brides by telephone. The 
girls come in on their own, bringing their invitation lists 
with them, asking if they may also “have invitations 
mailed out like my friend Helen Jones who was married 
last week.” It is to be suspected that many a girl, having 
purchased a gift for an acquaintance’s wedding, decides 
that it is only fair to work the same routine herself— 
particularly when the jeweler does all the work. 


By spending a little money for a form of advertising 
from which direct results may be readily observed, and 
spending a bit of time (which would probably be wasted, 
anyway), Carroll’s has become the gift and silver head. 
quarters in the Coral Gables area. 





Peg Your Location in Your Ads! 


Believe it or not, but many hundreds of people—all 
potential customers of your jewelry store—who read your 
ads don’t know the exact location of your establishment. 

“But,” I can hear you say, “we always carry the street 
address of the location.” 

The truth is, however, that a street address—like 227 
Main Street or 649 Broadway—means absolutely nothing 
to a large number of ad readers. They can’t visualize 
the location of the store by the street address. 

A special attempt should be made in your advertise. 
ment to peg the location of your jewelry store. 

Pegging simply means linking the location of your 
jewelry shop with some well-known downtown public 
building, theater or hotel. 

Like this, for instance: 

“Jones Jewelry—right across from the post office. 

“Jones Jewelry—two doors west of the Bijou Theatre. 

“Jones Jewelry— in the Strant hotel building.” 

The advantage of this pegging is obvious. The read- 
ers of your ads may not recognize your street address, 
but they will be able to visualize your location from 


the pegs. 








Feature Start-O-Pearl—for an unusual profit builder! 
Free counter display easel featuring 6 different styles. 


NATIONALLY ADVERTISED 
FREE MATS — FREE FOLDERS 


Write or wire today for further information: 


START-0-PEARL NECKLACE 


GENUINE ORIENTAL PEARLS 


A START-O-PEARL - is a gift for a child that grows and grows! 
NECKLACE 


-is a sale for you that grows and grows! 


A necklace of real oriental pearls that can be 


started economically with one, two or more pearls, 


strung on a 14 Kt. gold chain. Then at every 


birthday, anniversary or special occasion, more 


pearls can be added. The initial cost can be low; 


the additions as little or as much as your customer 


wants to spend. Here is a profitable initial sale, 


and then constant repeat business. It brings a 


customer back into your store again and again. 


VICTORIA PEARL CO., LTD., a division of $. Nathan & Co., Inc.—550 Fifth Ave., New York 19, N. Y. 
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Can You Help Me? 
My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
pe answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


AN you supply us with a list of the nearest sources 
for jewelry store display materials and units of all 
kinds—both window and interior ?—L. W. S. 


Answer—I am sorry, but I have no way of compiling a 
list of local display sources throughout the country. How- 
ever. | am sure it would be simple for you to locate such 
sources through the large display houses who distribute 
their lines through jobbers in every locality. 


If you will write to the following concerns asking for 
the names and addresses of their distributors in your 
locality, | am sure you will shortly have the names of the 
largest and best display concerns near you. . . . Advance 
Signs and Displays, Inc., 251 Marquette Ave., Minneapo- 
lis 2, Minn.; American Fixture and Manufacturing Com- 
pany, Saint Louis 3, Mo.; Arrow Decorating and Fixture 
Company, 325 W. Glenwood Avenue, Philadelphia, Pa.; 
Bulkley Dunton & Co., 295 Madison Avenue, New York 


17, N. Y.; James A. Cole Co., 235 Fourth Ave., New. 


York 3, N. Y.; L. A. Darling Company, Bronson, Mich. ; 
Radiant Glass Fibers Co., 11 West 29th Street. New 
York; The Reyburn Manufacturing Company, Royers- 
ford, Pa.; Sherman Paper Products Corp., Newton Upper 
Falls 64, Mass.; Timbertone Decorative Co., 324 Lafay- 
ette St.. New York 12, N. Y. 


S there any concern from whom I can order small 
framed and lighted shadow boxes of some kind. 
Would like to use them as spot displays inside the store, 
but prices on made-to-order units are out of my budget.— 


iD ft. 


Answer—tThere are two concerns which have recently 
featured shadow boxes such as you describe. Northern 
Display Fixtures, 3524 Martens Street, Franklin Park, 
Ill., have a unit, the stage of which is 18” high, 24” wide, 
and 15” deep—overall size with frame—28” x 34” x 18”, 
priced at under $30.00. A larger unit in the same style 
measures 24” high, 36” wide and 18” deep for the stage 
—34” x 46” x 21” overall—under $40.00. The stages 
or interiors of the units are finished in either blond or 
mahogany wood finish—frames in limed oak, jet black, 
antique gold, apple green, royal blue or crimson. All 
are completely assembled and wired with two concealed 
lights. Midwest Mannequin Displays, 532 No. Water Si., 
Milwaukee 2, Wis., have a slightly smaller unit—18” x 
24” x 12” inside—28” x 34” x 17” overall. This is 
finished in blond combed oak with lumilite indirect light- 
ing, ready to plug in, under $35.00. This unit may be 
had with a matching table. Both units are available 
through local dealers or write direct for further informa- 
tion. These are really excellent items for jewelry mer- 
chandise display—focusing attention in a small illumi- 


nated area. Backgrounds may be repainted or covered — 
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with fabric panels or drapes and decorated with various 
accessory materials for variety of effects. 


SHOPPING NOTES 


Buffalo Jewelry Case Company are showing some in- 
leresting new items in their spring line. Groupings of 
small columns—round or triangular—of varying heights 
—two to four inches—each column topped with a ring 
slot. These would be helpful in avoiding the monotonous 
row upon row effect which seems almost inevitable with 
single ring stands only. Little bridal books hold one, two 
or three rings—good in an all bridal window or for a 
small grouping in a general window. Their shadow box 
line of display pads is also extremely good looking. For 
further information write to 327 Broadway, Buffalo, N. Y. 


Some fabrics, no matter how lovely and how expensive, 
do not lend themselves to draping. If you use draped 
fabrics in your windows or cases, write for a sample of 
Beghera.draping fabric from Tri-Allied Creative Displays. 
200 N. Pearl Street, Baltimore 1, Md. This material falls 
into easy and graceful folds with no effort whatever and 
comes in an unusually wide selection of colors—thirty- 
three in all—pastel tones, high colors and deep colors and 
black and white. Fifty inches wide at $1.50 per yard in 
cut pieces it is a good buy. Fifty yard bolts run fifteen 
cents less per yard. 


Something very gay to hang in your spring windows 
are the very decorative bird houses from Silvestri Art 


Manufacturing Co., 710 W. Washington Blvd., Chicago 6, 
Ill., which they showed at Display Market Week. There’s 
no particular relationship between birdhouses and jew. 
elry, but they do look like spring in a very festive 
fashion! 

This firm is also offering something new for window 
and interior lighting—‘Paint-O-Lite”—a handy tube of 
color which is applied directly to the light bulbs for 
achieving whatever color scheme is desired. Eight colors 
are available and each tube contains enough to color 
approximately forty light bulbs. The amount and color 
of light is equal to that furnished by the usual color clip, 
Paint will not chip, peel or crack, but can be removed’ 
when desired with a razor blade or by washing with soap 
and water. 





Jewelry at Garden Style Show 


Each summer Prince-Cotter Co., Lowell, Mass., ar- 
ranges to have samples of their jewelry worn and shown 
by models appearing in a fashion show sponsored by the 
ladies’ auxiliary of a local church. Last summer the 
affair was held in the garden of Mrs. Cotter, and the 
fashion showing had a crowd of 600 ladies in at- 
tendance. Rings were worn by the models and described 
by the announcer, and an additional tray of rings was 
carried about the audience by Mrs. Cotter, so that guests 
might examine them closely. 
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Through our secondhand sources, we are { 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 2 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, R 
and for stones recut from Old Miners — 2 


all advantageously priced. 


Paul de Vries. mnc. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 
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Chronometers 


(From page 129) 


observed for accuracy in two cycles—the first for a period 


of 45 days and the second for 30 days. 


For four days each watch was held vertical with the 
numeral “12” downwards, at a temperature of 64 degrees 
Fahrenheit, then another four days at the same tempera- 
ture with the numeral “9” downwards, and another four 
days with the “3” downwards. Four more days with 
the watch horizontal, dial down, was followed by four 
days with the watch horizontal, dial up. The chronometer 
was then observed for five days dial up, horizontal, at a 
temperature of 38 degrees, followed by five days, dial 
up, at 64 degrees, five days more with this dial up at 89 
degrees, and another five days at 64 degrees. A final 
five day period at the same temperature, but with the 
timepiece vertical, with the numeral “12” up, completed 
the first phase of the competition. 

The second phase consisted of six five-day periods, in 
which contestants were observed in a horizontal position, 
dial up, at a temperature of 64 degrees. 


Merely to obtain a rating certificate as a wrist-chro- 
nometer, each timepiece had to comply with eleven difh- 
cult minimal requirements—mean variation of the daily 
rate could not exceed plus or minus 0.75 seconds; the 
thermic coefficient could not vary plus or minus by more 
than 0.20 seconds for each degree per day; rate resum- 
ing plus or minus was 4.00 seconds; mean variation cor- 
responding with change in position was plus or minus 


3.00 seconds; mean daily rate plus or minus 6.00 sec- 
onds; difference between two consecutive daily rates at 
64 degrees Fahrenheit—plus or minus 4.00 seconds; dif- 
ference in the flat and hanging positions—plus or minus 
5.00 seconds; difference between the dial up and dial 
down, plus or minus 5.00 seconds. 

In addition, during this second phase of observations, 
the mean daily rate could not vary more than plus or 
minus 0.65 seconds; and the mean variation of periods 
could not exceed or be below 0.80 seconds. 

The results of these observations were worked out on 
a formula to secure a key factor of accuracy. The winner, 
a jeweled-lever stock model made in Bienne, Switzerland, 
came through with a factor of 12.99. 


REGULAR TESTS VERY EXACTING 


Although the Concours de Reglage is considered the 
most difficult time-test imaginable, the regular tests which 
wrist watches must undergo to receive chronometer rating 
at Neuchatel Observatory are almost as exacting. This 
standard Neuchatel test employs all of the checks indi- 
cated in the first phase of the Concours. On this basis, 
the present title holder of that competition, a jeweled 
lever timepiece, would have had an accuracy factor of 
9.44. 

On this same basis, however, the undisputed world’s 
champion—which did not contend on the Concours—is 
a stock jeweled lever wrist watch made in St. Imier, 
Switzerland. Its accuracy factor of 5.00 established it 
as being nearly twice as accurate as the present title- 
holder. The latter, according to official government fig- 
ures of the Concours de Reglage, had a mean variation 
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of 0.21 seconds. while the St. Imier timepiece varied 
only 0.14 seconds. 

In respect to mean daily variations, the actual world 
title is held by another stock model jeweled lever watch 
also made at St. Imier, whose mean daily variation was 
a mere 09.09 seconds. Other factors, however, are just 
as important in determining overall practical accuracy 
in a wrist watch, including subjection to heavy and con- 
stant variations of temperature. As a result, this time- 
piece, which also did not participate in the Concours, 
earned an overall accuracy factor of 6.7 ahead of the 
score posted by the present title-holder. 

Previous world competitions have also been held at 
the rating department of the National Physical Labora- 
tory of England, in Kew-Teddington. Following is the 
score posted there by the title holder in the wrist watch 
chronometer class. 


EIGHT PERIODS IN TEST 


There are eight periods in the test, which lasts for 
45 days. The first three are at 67 degrees Fahrenheit. 
the next at 42 degrees, the following at 67 again, then 
92, and the last two at 67 degrees. In the first position— 
vertical—the mean variation was 0.9 seconds; in the 
second vertical position, turned clockwise through 90 
degrees from the initial position, it was plus 0.9 seconds; 
in the third vertical position, turned anti-clockwise 
through 90 degrees from the initial position, it was plus 
1.3; in the fourth, which was horizontal, dial up, the 
variation was —1.5 seconds; in the fifth and sixth—same 


position—it was — 1.7 seconds both times; in the seventh 
which was horizontal, dial down, it was plus 2.3 seconds, 
and in the initial vertical position again, it was plus 04 
seconds. 

The average mean variation for this stock jeweled leve; 
wristwatch chronometer for all periods was 0.13 seconds 
per day. The mean change of rate per 1 degree Fahrep. 
heit of temperature changes was 0.005 seconds, while 
the maximum difference between any two individual rates 
during the test was 4.4 seconds. 

As a result of this achievement, this winning timepiece 
at Kew-Teddington received a rating of 92.7, on a Class 
A certificate marked “Especially Good.” 

Although the Kew-Teddington and Neuchatel Obserya. 
tory test systems differ in method of calculating the 
accuracy factor, as do those of other observatories, their 
methods of observation are practically the same. Neucha- 
tel, however, seems to have the more rigorous standards. 
with the most difficult conditions being faced in the Con. 
cours de Reglage. 


MORE ACCURATE 


The most important result of these tests has been de- 
termining that today’s average Swiss jeweled lever wrist 
chronometer is more accurate than even the best of the 
cumbersome chronometers of yesteryear. At Neuchatel, 
a government institution, an analysis of all tests shows 
that the average daily variations of tested chronometers 
fell from 0.29 seconds in 1904 to 0.18 seconds in 1923, 


with the small jeweled lever Swiss wrist chronometer, 
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First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 
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barely a few years old and dating from World War II, 
now to be depended upon on the average to vary no more 
than 0.15 seconds. This, of course, is the average of all 
wrist chronometers tested by the Neuchatel and Geneva 
observatories, with the mean daily variation of the St. 
Imier record-holder tallied at .09 seconds. 


INSTALLING ELECTRIC CHRONOMETERS 

Although individual Swiss manufacturers deserve 
credit for development of these jeweled lever wrist chro- 
nometers, much of it should go to the Neuchatel and other 


observatories for setting standards. Prof. Edmond Guyot, . 


director of Neuchatel Observatory and professor of as- 
tronomy at the University of Neuchatel, and his staff, 
employ not only hot boxes and electric refrigerators for 
the tests, but also the stars themselves. At present their 
master clock is a giant chronometer. Varying no more 
than three seconds annually, it is set in stone and steel in 
an underground air-conditioned and _ temperature-con- 
trolled chamber. This, however, will soon become obso- 
lete, since the Neuchatel state government is building an 
entire new wing on the observatory to house a battery of 
electronic chronometers. The first is already in use. with 
others on order from the Swiss Federal Institute of Tech- 
nology in Zurich. 

Although the Neuchatel Observatory is government 
subsidized, as are other institutions of its kind, fees are 
charged in order to keep the number of timekeepers con- 
tending for accuracy blue-ribbons down to a reasonable 
number. The scale: Marine chronometers, $12.50; Deck 
watches, $10.00, and pocket and wrist watches, $6.00. 


Blueprint for Selling 


(From page 132) 


c. Top high-grade silverplate ware is extremely du- 
rable. With proper care and normal use will give a life- 
time of service. 

3. When selling hollowware, acquaint customer with 
the double duty features and additional uses of the arti- 
cle. For example: a bread tray can be used for serving 
corn on the cob, baked potatoes, etc. Point out how beau- 
tiful hollowware pieces dress up a table and lend a note 
of elegance and good taste. 

4. Familiarize yourself with the methods of making 
silverware, the various decorative processes, and period 
designs, so that you can name and explain them. For 
example, gadroon border, repousse work, engraving, 
chased designs, etc. Customers have great respect and 
confidence in salesmen who really know construction and 
design details. This information can be obtained by 
studying booklets and manuals on silverware making 
issued by silverware manufacturers, Sterling Silversmith 
Guild of America, etc. In addition store buyers and com- 
pany salesmen can give you such data. 

oa. Here are a group of words, phrases, statements 
which may be used in your sales talk to make your cus- 
tomer more appreciative and enthusiastic about the mer- 
chandise. 

a. It is an exquisitely designed piece. Will be an ever 
cherished gift. 

b. It is richly decorated, and enduringly styled. 
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Since 1905 the name, Rosenthal & Kaplan, has been syn- 
onymous with quality rings and ring mountings. The new 
Spring line has been styled for quick, profitable selling. These 


distinctive, original designs defy competition. 


SEE THE DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK 
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c. It is rich looking pattern. Will be in perfect taste 
for generations. 

d. This fine silverware was fashioned by master silver. 
smiths. It will give longlasting service. It will retain jt 
beauty for generations. 

e. Easy to clean, easy to keep clean. Has no dirt catch. 
ing crevices. 

f. The pattern will blend in with either modern or tra. 
ditional table appointments. 

g. This brandname “ is practical proof 
that it is among the finest type of silverware. It is your 
assurance of top quality merchandise. 

6. Customers will buy the better high-priced silverware 
if you will show them reasons why it is worth the differ. 
ence in price. See the “Sterling Silverware and Silver 


Plated Ware Quality Guides.” 


HIGHLIGHT: If you are enthusiastic about your mer. 
chandise your customer will become likewise. 


V. Prove to Your Customer the Superior Features 


THIS JEWELER 





PITY the poor jeweler who was so 
busy with a graduation sale he forgot 
all about his wedding anniversary. 


Guess where his wife put him! 





BUT THIS JEWELER 


IS REALLY TROUBLED... 





of the Merchandise 


“WHAT TO DO.” 
(Demonstration ) 


. Have customer grip 


hollow handle knife. 


Compare its superi- 


“WHAT TO SAY.” 
(Selling points) 


. More comfortable to grip and han. 


dle, because of shape, light weight, 
and better balance. 


tail ority over solid _ b. More graceful and attractive handle. 
handle. c. Sturdy, enduring, permanently joined 
handle. 
. Have customer read a. Guaranteed rust proof stainless steel. 
knife blade marking. b. Sharper, more lasting cutting edges. 
Compare advantages c. Made from heavier, more durable 
of forged blade over metal. 
stamped blade. d. More graceful, better looking. 
e. Sturdier, does not bend as easily. 
f. Permanently attached to handle. 
. Rest fork and spoon a. Extra layer of coating of silverplate 
; on counter to show makes it more serviceable, longer 
HE CARRIED several insurance policies but most used wear lasting. 
areas. Point out ex- b. Reinforcement is a specific sign of 
none against a hold-up. And a hold-up man got tra plating (inlaid better quality, sturdier construction. 
; or overlaid) rein- 
away with plenty. forcements. 
a. Heavier weight, sterling silver is 


ADVICE: 


TAKE out a Saint Paul Jeweler’s Block Policy. 
One premium, one payment date, one policy gives 
protection against hold-up and all these hazards: 


Safe-burglary; shop-lifting; fire, water or oil burner 
damage; hold-up, inside or out; merchandise carried 
by salesmen; registered mail and sealed Railway 


Express Shipments. 


. Have customer pick 


up lightweight and 
heavyweight article 
of same shape or 
style to compare 
weights. 


. Have the customer 


attempt to compare 
the resistance to 
bending of better 
quality with poor 
quality merchandise. 


more valuable, is worth more. 


. Heavy weight article usually stur- 


dier, keeps shape better, and doesn’t 
bend as easily, lasts longer. 


. Heavier weight is more solid, better 


balanced, won’t tip over. 


. Heavier weight is usually a sign of 


more expensive construction. 


. Better quality blades are stronger, 


bend less easily. 


. Better quality fork tines are almost 


impossible to bend. 


. Smoother, more even surface. 


. Point out every fea- 4 : 
Call our agent or broker today! ture to indicate bet- . Perfectly pointed fork tine ends. 
ter workmanship, : Perfectly spaced fork tines. , 
| better craftsman- 4- Smooth rounded spoon bowl edges. 
ST. PAUL FIRE AND MARINE ship. e. Lustrous mirror-like finish. 
f. Neatly and perfectly joined spouts. 
INSU RANCE COMPANY g. Smooth flowing lines and _ wide 
mouth makes it easy to wash and 
clean. 
SAINT PAUL 1, MINNESOTA 
. Have customer feel a. Depth of the carving, cameo like 
EASTERN DEPT. HOME OFFICE PACIFIC DEPT. and look closely at perfection. 
75 Maiden Lane 111 W. Fifth St. Mills Building ornamentation and_ b. Finely detailed design. 


San Francisco 4 


New York 7, N.Y. St. Paul 2, Minn. 
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decorations. 


. Perfectly matched and made pat- 


terns. 


. Other evidence of fine craftsmanship 


and hand work. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








g, Have customer read a. Content—as for example sterling 


antees and silver. 
ce hate of the b. Company’s guarantees if any, 
maker. c. Brand name which in itself is indi- 
cation of the quality of the silver- 
ware. 
d. Name of pattern. 


; HIGHLiGHT: Seeing is believing. 
VI. How to Bring the Sale to a Successful Close 


1. To help your customer come to a decision, put back 
the merchandise in which your customer shows no inter- 
est. This will make it easier for you to concentrate your 
customer’s attention on the merchandise for which she has 
shown a preference. 

2. To be of further aid in helping your customer make 
up her mind, restress the features of the “singled out” 
Taiendine. At the same time bring out other available 
place and serving pieces in the same pattern. This will 
acquaint your customer with the other pieces she will 
eventually need to complete her set. It will lead to many 
extra sales. 

3. If the pattern shown is an open stock one, mention 
this fact to your customer. Customers like flatware which 
permits future replacement and fill-ins. 

4, If the pattern your customer is “eyeing” favorably 
is suitable for monograming, let her know. If free mono- 
graming is offered by your store with the purchase of a 
complete service for 8 or so forth, use it as one of the 
selling points to “clinch” a sale. 

5. The moment your customer has made her selection, 
stop selling. Don’t oversell and talk yourself out of a sale. 


Mention the free booklets on “Proper care of silverware” 
and “Correct Table Settings” she will receive. 

6. Whether your customer buys or not, never cheat her 
out of a thank you at the end of a sale. 


HIGHLIGHT: A smart salesman leads a customer to a 
decision without making the customer feel that she has 


been led. 
VII. How to Make Extra Sales of Silverware 


1. The moment you make a suggestion, bring out the 
merchandise and show it to your customer. Let your cus- 
tomer handle the merchandise. Never point it out with- 
out removing it from the show case or shelf and putting 
it in your customer’s hands. 

2. When showing a customer a particular flatware 
pattern, let her see every place and serving piece available 
in that pattern. Let her see what is required to make 
up a really complete set. You will sell many additional 
pieces if you do this every time. 

3. Whenever a customer buys a flatware set, suggest 
matching or harmonizing hollowware pieces. Point out 
that these pieces will give her table that final note of 
elegance and add considerably to the smartness of her 
table setting. Examples are console sets, candlesticks, etc. 

4. When a customer informs you or you discover that 
she is furnishing her home, be sure to suggest hollow- 
ware pieces for interesting, decorative effects in her 
living room, and so forth. For example suggest sterling 
silver and plated candy dishes, ash trays and so forth. 

2. A good item to recommend to customers who do a 
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fair amount of entertaining is a handsome tea and coffee 
set. | 

6. When a customer buys place settings, recommend 
that she buy double the number of teaspoons. Point out 
that you have made the suggestion because it will permit 
her to serve a complete meal without washing the tea- 
spoons for the dessert course. 

7. Suggest the purchase of complete services for 8 or 
12 instead of buying a few place settings and having to 
fill in afterwards, so that she will have sufficient silver- 
ware for entertaining as well as for personal needs. 

8. Since silverware is the perfect gift, recommend it 
every time. As a wedding present, birthday present, anni- 
versary, house warming, Xmas gift, Mother’s Day gift, 
there is nothing which will please more. And as a gift 
for the new born child and for a young child’s birthday 
a 2 piece spoon and fork set, or cup, or comb and brush 
set is always welcome. 


HIGHLIGHT: The more you suggest the more you will 
sell. 


VIII. Inform Customer on Proper Care and Use 
of Silverware 


1. Instruct customers to follow the instructions and 
advice on care of silverware offered in booklets issued by 
silverware companies which they can obtain free of charge 
in store or by writing to silverware makers. 





Nicholas Facio, a Swiss watchmaker doing business in 
London, introduced jewelled bearings into the mechanism. 


Gem Laboratories 
(From page 140) 


familiarity with the stones is the most important facto, 


in the identifications; as it is with any real expert. Ney. 


ertheless, tests are given to confirm the impressions from 
the stones themselves. 


Most important in this study is, of course, the micro. 
scope, of which there are several. A special modification 
for the stage of this instrument, invented by M. Gobel] 
is a unique piece of equipment which might well be use. 
ful in other laboratories. It amounts to a “universal” 
stage for large size particles (cut stones of course) which 
are held in any desired position and then turned and 
twisted to bring out any feature that it is desired to see 
(Fig. 2). It is adjustable so that stones of a wide range 
of sizes may be tested, its size may be inferred from 
the approximately 10 carat stone seen in place in the 
photograph. This stage is mounted on the ordinary 
stage of the microscope and can be tilted and tipped 
freely, and then locked in position for photography. 


In addition the laboratory has the ordinary testing 
equipment like refractometers, including an interesting 
old Fuess model and a recent Rayner. In all of the 
European laboratories we are likely to encounter out- 
moded instruments which are of considerable interest to 
students of gemology and to the history of the science. 
Among the Paris relics is one of the old magnetic testing 
devices which were supposed to distinguish, by a rotation 
on a magnetic field, the cultured from the natural pearls. 
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There is also one of the old German instruments, amount- 
ing to a horizontal microscope, for the determination 
of the optic angle of cut stones; for this test the gem is 
‘mmersed in an oil-filled cell to make it more transparent. 

The collection of uncut and odd cut stones and of glass 
‘mitations, doublets, and triplets is Mlle. Level’s particu- 
lar enthusiasm and she welcomes anything unusual which 
will add to its completeness. Such a collection is, natu- 
rally, of tremendous educational value, both to the per- 
sonnel of the laboratory itself, and to those who have 
something unusual to test. A study of the many varia- 
tions in the frank imitations would be a fascinating un- 
dertaking and one that would be well worth the time 


spent at it. 


OPERATED AS PUBLIC SERVICE 


Since the laboratory is sponsored by the Chamber of 
Commerce of Paris it is a public service and must not 
show a profit. At best the fees paid might make it self- 
supporting. It is a fine tribute to the really intelligent 
interest of the French dealers that they have put the 
laboratory on such an independent and permanent basis. 
At the same time, the laboratory, as a semi-public, semi- 
governmental institution, is in a very strong position and 
can dictate certain trade matters, such as the proper use 
of names and terms, in a fashion not granted to its coun- 
terparts in other lands. It was rather a pleasant impres- 
sion to note on the wall of the bare waiting room a 
placard listing the permissible, and forbidden, terms. 
This same placard was reproduced in a 1937 article on 


the laboratory which appeared in L’/llustration (Fig. 3). 

The laboratory goes much further toward assisting 
the trade than any others. As M. Gobel put it, their func- 
tion is to do anything which will help the gem business, 
as well as to authenticate stones. Hence, they have been 
more willing to grant certificates than our laboratories. 


SEALS PREVENT FRAUD 


Fraud in this connection is prevented with the use of 
seals. As explained above, the pearl necklaces are sealed. 
Undrilled or half-drill pearls and cut stones are sealed in 
little cellophane sacks (Fig. 4). Since they obviously 
cannot be shown once sealed up, they will not be sent to 
the laboratory for certification unless a sale is about 
closed. The certificate that accompanies the stone gives 
the details, and, of course, refers only to the pearl or 
stone in the numbered sealed sack. There seems to be 
little danger of fraud in this arrangement; with the 
least precaution fraud would be out of the question. Any 
criticism leveled at the granting of certificates, based 
on the hazard that they might be later attached to any 
other stone of equal weight, is quite ruled out with this 
procedure. The laboratory will also assume the responsi- 
bility of accepting a stone from a seller, authenticating 
it, and delivering it to the buyer, thus making certain 
that the buyer has complete safety in making a purchase. 
The well equipped photographic studios have made some 
attempts at “finger printing” specific stones by making 
perfect photographs of cut stones which will permit the 
recognition of slight variations in facet perfection, a 











Church jewelry stylists present these 
beautiful new mountings in 14K yel- 
low gold. Although finely designed, 
they feature substantial weight for 

service and wearability. Available set 

with following stones: real Garnet, 

Amethyst, Topaz Quartz, Opal, and 

synthetic Ruby or Sapphire. 
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April 1, 1949 


Dear Customer: 


During our last visit we mentioned the fact 
that we repair synthetic stones. In all those years 
you didn’t even think that it might pay to get those 
stones repaired. You had accumulated more than 
1,000 stones. Many of those stones were encrusted 
and all of them represented an estimated value of 
more than $2,000. We repaired those stones for you. 
If you consider that all those stones look like new, you 
have added about two thousand dollars to your 
capital. 


May we point out that we repair any kind of synthetic 
stones and resize them to a regular size if necessary. 
Our average price is 75c per stone in any size for 
larger lots. We are convinced that you and many 
other manufacturers have loads of stones whicn 
could be repaired. 


Respecttully yours, 
Henry Schwab Lapidary, Inc. 


HENRY 
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project which could, no doubt, be worked out Satisfac. 
torily for the larger stones. There are not likely to * 
two large stones with the same weights and the Same 


facet arrangements, and of the same color and quality 


They have also gone further and photographed the jp. 


clusions whose pattern theoretically would permit the 


recognition of the stone even after it was recut, but this 


_ probably is not a very profitable road to travel. It might 














not be a bad idea for American owners of fine diamonds 
to have such recognition photographs of their stones, it 
would certainly eliminate any question of substitutions 
and the resultant unpleasantness. 


In conclusion the writer wishes to express his apprecia- 
tion to M. Gobel and Mlle. Level for their great courtesy 
and generosity in time and for their careful review of 
this manuscript. It was an interesting privilege to visit 
the Paris laboratory and most encouraging to see the 
intelligent support given to this fine scientific laboratory 
which enables it to retain the confidence of the French 
trade, and which assures its continuance in the years to 
come. 


Helping Salespeople Click 
(From page 148) 


new employee is entitled to know (1) to whom he is re- 
sponsible; (2) what work he has been hired to do; and 
(3) what measures will qualify him for advancement. 

A new salesperson needs to ask many questions at 
first. However, some of them can be anticipated, and 
all training-on-the-job can be made easier by watching 
these six primary points: 

1. Rules and policies. A session or two should clarify 
and explain why certain rules are necessary, with main 
points typed or printed for future reference by em- 
ployees. Same with any specific policies, procedures and 
techniques that are basic in your jewelry store. 

2. Store system. Explain how to record sales, wrap 
packages, operate cash registers, make change, etc. Also 
how to open shipments, replenish stock, mark merchan- 


| dise, handle various maintenance and housekeeping tasks, 


if they are part of the job. 


3. Introduce fellow workers. Prompt and proper in- 


troductions are necessary to put all employees at ease 
_and make every one feel he is a real part of the organiza- 


tion. 


4. Merchandise training. A systematic study of each 
different group of goods helps provide the working 


_ knowledge needed by everyone before merchandise can 
be sold successfully. 


5. Merchandise arrangement. One of the first things 
every salesperson needs to fix in mind is the location 
of all items carried in stock, so that customers need never 


_ be delayed by hide-and-seek games. 


6. Good manners. Store etiquette requires a helpful 


attitude toward fellow workers as well as courtesy to cus- 


tomers. Actual demonstrations are needed, showing right 
and wrong ways, to make this subject plain and keep its 


_ importance alive. 


Now we are ready to begin study and practice work. 


| Next article: “A Nice Red Apple for Teacher.” 


(To be continued) 
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Drawings Build Traffic 


(From page 158) 


select a package direct from the pile of wrapped items. 
The merchandise carried ticket numbers and the cus- 
tomer took whatever piece in the “pile” which bore his 





or her number. Everyone was satisfied with this method | 


of choosing. 


There are several other ways this store keeps the ball | 


rolling in the merchandising alley. A very good busi- 
ness in diamonds has been built with an extra-value idea. 
Any purchaser of an engagement ring at Martin's also 
receives a plain gold wedding ring with the compliments 


of the store. This gesture frequently leads to the purchase | 


of a more elaborate wedding band. 

Still another idea was worked out in conjunction with 
a local photographer. This promotion is publicized with 
a printed card, about 3” x 6”, with amounts from 25 
cents to $5 marked along its edges, similar to the familiar 
meal ticket. The card bears the following message: 

“Compliments of Martin’s Jewelry. Credit to all: Pay 
10 cents for this card and you are entitled to the follow- 
ing offer: 

“We have arranged with Morgan’s Photos to make a 
beautiful photograph for yourself, like the sample shown 
in the store. 

“When this card is punched in full, indicating you have 
bought $5 worth of merchandise from us, you are entitled 
to a beautiful 8” x 10” unmounted photograph with the 
payment of only 10 cents. You are under no obligation 
to order more than this card calls for. Should more be 
desired, any size or number may be had.” 

To point up this portrait promotion, Martin’s has a 
beautiful picture of a child in a folder on the counter in 


the store all the time, with a sales message about a “life | 


sitting.” 


But for that matter, you'll always find a placard or sign | 


of some kind in Martin’s, telling of his latest promotion. 
The front door usually bears such announcements, too. 

"It’s just good sense in promotion,” according to Fried- 
man. “It builds up those new accounts and moves plenty 
of merchandise—good business in any jewelry store.” 





Gem Collection 
(From page 144) 


magic properties and are loath to part with them even 
for good money. Her husband, Guerdon S. Hinton, an 
architect and builder in Houston, prospects with her on 
vacations and is official notebook keeper. 

Mrs. Hinton was the first woman jeweler to become 
a certified gemologist in the American Gem Society and 
is the only woman in the United States to become a 
Fellow of the Gemmological (spelled with two m’s) As- 
sociation of Great Britain. She has edited the American 
edition of a gemological textbook, worked at diamond 
cutting and designed jewelry. She got interested in gem 
minerals while working in a jewelry store in Atlanta 
and on the first day she showed a young man the diamond 
engagement rings. The young man asked her a question 
about diamonds she couldn’t answer and she vowed to 
herself that it would never happen again! 
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CUFF-LINKS (actual size) 
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KNIGHT TEMPLAR 








Illustration slightly enlarged 


With diamond Without diamond 


(as tllustrated ) 60 K t 
$250 Keystone . = 


Heavy 14K gold with cross and crown design 
on right shank, chapter emblem on left shank. 


Remember — quality emblematic jewelry is a 
year ‘round seller and profit maker. 
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To Lick the Parking Problem 


In many respects Sacramento, California, is a typical 
American city. Certainly it is typical in having an acute 
downtown parking problem. It is untypical in that its 
downtown merchants are thoroughly alerted to the eco- 
nomic implications of the problem and are attacking it on 
several fronts. 

In the past five or six years outlying shopping districts 
have increased seven fold, explained one leading Sacra- 
mento merchant. He explained that this phenomenal 
growth was due in large degree to downtown traffic cop. 
gestion, and stated that a very large percentage of the 
volume now enjoyed by such neighborhood merchants 
was gained at the expense of old-established downtown 
merchants. 





Special shoppers’ buses are identified with signs to designate 
them from regular runs. 


So, while Sacramento continues to grow rapidly, down- 
town merchants do not benefit by such growth but, in 
some instances at least, suffer. Disturbed at what was 
happening, leading downtown merchants organized and 
held a series of meetings over several months time, seek- 
ing a solution. Finally a tentative program was agreed 
upon looking toward the eventual creation of a series of 
large parking areas off-street around the fringes of the 
closely built-up downtown district. This was their long 
range perspective. However, that offered no immediate 
alleviation of traffic congestion which was driving trade 
away. 

Finally, the Sacramento Parking Committee came up 
with a proposal to give shoppers an inducement to shop 
in the downtown area and to leave their cars at home. 
Cooperating merchants agreed to pay shoppers bus fares 
if they’d leave their cars at home and ride the buses. 
The bus company fell in with the plan, and put on extra 
buses. 

These buses, running between regularly scheduled buses 
on all local lines, are clearly marked “Shoppers Special,” 
and calling attention to the plan. They operate between 
the hours of 10 a. m. and 4 p. m., starting after the morn- 
ing rush period and stopping before the evening rush. 
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Incoming shoppers riding these buses pay their usual 
fare and are given colored slips showing they have paid a 
fare. Then, after purchasing $1 or more in merchandise, 
they present slips at the participating stores and are given 
two bus tokens, so their round-trip bus ride costs them 
nothing, and they have no parking problem. 

When the shop-by-bus plan was started every possible 
advertising media was used, newspaper, radio and direct 
mail. Store employees were briefed to talk about the plan 
with friends and neighbors. 

Thirty inch ads (10 inch triple column) were used 
to announce the beginning of the bus-riding campaign. 
These ads were headed: “Shoppers! Ride the buses 10 
to 4. Tokens provided by the store . . . make shopping 
an easy chore!”’ This was followed by a brief explanation 
of how the plan works. Then a list of participating mer- 
chants filled the balance of the ad space. 

While extra buses are put into service during these 
hours, and shoppers are encouraged to take them, shop- 
pers may ride any bus and get slips redeemable for tokens. 
Among other things, the plan results in better bus facili- 
ties during downtown shopping hours. 

With only about 3400 parking spaces in the downtown 
Sacramento area, the bus fare plan will mean that more 
out-of-town shoppers can find parking space downtown, 
according to Joseph L. Brannon, chairman of the parking 
committee. 

Even at capacity bus loads, the fare payment plan 
would cost cooperating merchants only a total of $1562 
a day, Brannon estimates. He pointed out that if this 
number of shoppers converged on the downtown mer- 
chants by bus, the bus fares would be nominal compared 
to the volume of business handled. 





Hollywood Stars Dramatize Jewels 


Proper stage setting for jewel collections to achieve the 
best possible dramatic effects is constantly sought by the 
feminine radio and screen personalities in Hollywood. 

Even more noticeable than usual is this tendency today, 
when the Empire neckline for evening decolletage and 
the “elegant turn-of-the-century-look” in fashions general- 
ly cry out for the accompanying gleam and sparkle of 
precious gems set in gold, palladium and platinum. 

For after-five formality, Cyd Charisse considers she 
achieved “‘good theatre” by wearing an elegant choker of 
pyramided strands of round diamonds set in palladium 
against a black velvet dinner gown. Her companion 
pieces included clustered diamond earclips and gleaming 
bracelets of rare beauty. 

Exotic Dorothy Lamour finds the new mode of long 
sleeves and low-cut necklines ideally suited to her sultry 
beauty, and presented what might be entitled a “Fire-ice 
Blaze for Winter” drama at a recent social appearance. To 
set off a gown of fog-gray jersey, she chose a three-strand 
diamond necklace, chunky earrings, palladium-set, and a 
link bracelet that reveals a watch when the diamond loops 
are touched. 

Tailored clothes call for their own particular drama. 
Marian Jordan, the “Molly” of Fibber McGee and Molly, 
introduced a new idea recently. On her tailleur of navy 
blue covert, buttoned high at the neckline, she wore a trio 
of small palladium circle pins encrusted with diamonds 
scattered on the left shoulder. 


FOR APRIL, 1949 




















WLT-Yach dla D4inele xellilel a 
Accuracy is Needed 


GALLET 


Chronographs are the 


Universal Preference 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 
Sport and Technical Use 


x 
* GUINAND TIMERS 
* GALLET TIMERS 
x GALLET CHRONOGRAPHS 


JULES RACIVE & COMPAM 


20 WEST 47th STREET, NEW YORK 19, N. Y. 





18 


D> 















PIN ENLARGED 
TO SHOW 
DETAIL 


ees isesei soos 
soesesees 


ORDER #K35D E 


3 DIAMOND 
SHRINE EMBLEM BUTTON 


in palladium; rhodium finish. 
Incomparable value, proven 


traffic builder. } 


Ait apy send for 
Aa l prowl 4 LB: FREE 


Fine quality LB diamonds set ] 


catalogue 
samples on 
memo 


* Of guar\** 


MANUFACTURERS AND ORIGINATORS 


2 WEST 47 ST., NEW YORK 19, N.Y. 








KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
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Three-Point Objective 


(From page 154) 


tion so the customer can arrive at an unhurried and fully 
satisfactory decision. | 

Wherever possible, merchandise is displayed near other 
items which will logically complement it. Thus, while a 
customer is being shown a watch in that department, he 
sees watchbands and other accessories displayed in the 
glass top case in front of him. This same principle ap. 
plied in all departments, stimulates additional impulse 
sales which would not be made if related items were 
separated. 

An innovation which Mr. Arnstein plans to introduce. 
is to place price tags on merchandise in the display cases 
inside the store as well as in the windows. A source of 
irritation to many jewelry store customers, he believes. 
is the necessity for asking the price of items in which 
they are interested. This holds true even for customers 
who can well afford the high quality merchandise which 
Carter’s Jewelry carries. A price tag does not cheapen 
this type of merchandise, he believes, and stimulates sales 
by enabling the customer to make his decision for him. 
self before being approached by the salesman. 


SELF-SERVICE IN PRINCIPLE 

This, in fact, is the basic reasoning behind most of the 
features which have been built into the store, Mr. Arn- 
stein emphasizes. Though a self-service setup cannot be 
applied in a jewelry store as in a hardware or grocery, 
the same basic merchandising principles can be applied 
effectively. In Carter’s, therefore, the customer is given 
the opportunity to sell himself the merchandise, instead 
of having the sales people sell it to him. 


Another departure from convention is the use of an 
open diamond “room.” Diamonds are shown to cus- 
tomers at one of the two tables available, with no par- 
tition separating them from the rest of the store. An 
advantage of this, is the fact that the manager in show- 
ing the diamonds, can ask a clerk to bring additional 
merchandise without leaving the customer. Thus, he does 
not have to leave the stones in front of a possibly dis- 
honest person, nor embarrass an honest one by picking 
them up before leaving the table. 


Also of interest, is the built-in safe at the rear of the 
store. The front of the safe is built-in with the face back 
of the wall, with sliding panels to conceal it during store 
hours. A safe is a definitely unattractive fixture, Mr. 
Arnstein feels. The panels are opened after store hours, 
so the safe can be seen from the front, for the usual 
security reasons. 

An inexpensive promotional installation, has been the 
placing of push button switches in back of each display 
window, to turn on three interior flood lights at the front 
of the store from outside. This is for the benefit of 
evening window shoppers to enable them to see the store’s 
interior as well. A sign on each window near the button 
tells the shopper “You have seen our windows, now look 
at our store. Push button.” The three flood lights il- 
luminate the store, and automatically go out when the 
push button is released. 

The store was designed by architect Samuel Rink of 
Rink & Hoffmann, Portland, Oregon. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Second Christmas 


(From page 160) 


amounts to a second Christmas in May. There’s real 
volume to be had in quality merchandise at regular mark- 
ups in this great selling event. Any person versed in mass 
psychology, meaning any successful merchant, will real- 
ze, when he thinks about it, that the sales magic of this 
occasion has never been used more than a fraction of 
its capacity. 

Mother’s Day business has been cumulative. Every 
year this event is getting bigger and bigger, as more 
stores promote it vigorously. The job is to create excite- 
ment—atmosphere—to keep anyone from overlooking 
Mother’s Day. Promotion pays because people are look- 
ing for suggestions—they are receptive. And Mother’s 
Day is extra business, which makes it even more impor- 
tant. You have a full three weeks to build up gift buying 
activity beyond anything in your history. Easter is Sun- 
day, April 17, and Mother’s Day is Sunday, May 8. 
That’s 18 selling days. Time to do a real job. But keep 
your promotions on a high and dignified level. 


MOTHER'S DAY TAKES ON A NEW LOOK! 


Mother’s Day has come out of the Lavender-and-Old- 
Lace Department. The spotlight is on the youthful, active 
type of Mother rather than on the static, little, old-fash- 
ioned, retiring matron made legendary by Whistler’s 
painting. That’s more the great-grandmother type today. 

Today’s mother is energetic, dynamic, busy, full of 


ideas and looking forward brightly with most of her life 
ahead of her. Her clothes and her figure are important 
to her. She appreciates every practical or decorative 
addition to her home. This year’s official Mother’s Day 
Poster characterizes this modern, typical Mother per- 
fectly. Keep her in mind when planning your merchan- 
dising—your advertising—your displays. 

Here are some ideas, tried and proven in past years, to 
help you put the promotion across in your store: 

1. Get your selling staff fully behind the gift-selling 
campaign with a pep rally. Prizes for display ideas and 
sales quotas are good incentives. 

2. A contest to pick the most representative mother 
with votes given for each dollar of purchase is sure to 
get community attention. There are many other Mother’s 
Day contests which create interest. The oldest mother, 
the youngest, the mother of the largest family, the most 
civic-minded mother, etc., are all good. 

3. Special wrapping makes the gift and this fact is a 
strong merchandising point that should not be over- 
looked. A display of beautifully wrapped dummy pack- 
ages in your windows, on your counters, etc., will put 
the idea across. 

4. A special “Kiddies’ Table” featuring low-priced 
merchandise to accommodate youngsters who come to 
buy gifts for their mothers on this occasion, simplifies 
and saves selling time on the one hand and promotes good 
will among your present and future customers. 

9. A stock of Mother’s Day greeting cards at your 
counters with pen and ink available too, is a little service 
that will be greatly appreciated by busy gift shoppers. 
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Announcement 


This is to advise my many friends in the 
trade that I have disposed of my interest in 
Shiman Bros. & Co. Inc. to my associates, 


Milton J. Jackson and Jacob H. Schae‘fer. 


I wish to extend deep appreciation for your 
loyalty and cooperation during the 55 years 
it has been my privilege to serve you. I 
shall have informal headquarters in the 
Company's office where it will be a pleasure 
to greet you personally whenever you are in 


New York. 


To Milton and Jack—my very best wishes 
for continuance of the success we as a team 
have enjoyed throughout the many years of 


pleasant association. 


Sincerely, 
David Shiman 
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ANOTHER BEAUTIFUL 


| 


POW’ DER CASE 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KY. 





a - 


Plan your Mother’s Day promotional events now. Treat 
the occasion with the full dignity it deserves, Make 
your store part of this nationwide tribute to Mother, p, 
your part by featuring the official Mother’s Day poster 
as the focal point of your Mother’s Day displays, This 
year’s poster is unusually attractive and highly dignified 
Display items are described in a colorful broadside which 
may be obtained from the National Committee on the 
Observance of Mother’s Day (Trade Promotion Diy;. 
sion), 393 Seventh Avenue, New York 1, N. Y, 





Small-Town Jeweler 


(From page 166) 


tie-in and would get a brisk patronage for the length of 
its booking. Since most of the school youngsters were 
enthusiastic movie-goers, most of the seniors saw this 
picture. Then when the vote came up to choose a class 
ring, instilled with the spirit of the picture they naturally 
chose the one bearing the profile of the man for whom 
their school was named. 


Just a little psychology, but that shrewdness has char- 


acterized most of Mr. Plautz’s business deals. Take for 





instance his new lighting fixtures. For some time he had 
wanted to remodel his store and make it more modern, 
But did he plunge right into it and turn his store up. 
side down while he gave it a thorough overhauling and 
face-lifting? No, he did not! He went at it gradually, 
not because he was doubtful, but because he knew 
through his long association with the friendly people 
who made up this suburb that they were a little afraid 
of a place with a “too-new” look. 


They liked a familiar store that had a mellowed look. 
And somehow many of them felt that a place which 
looked too “tony”, would make them shy and ill-at-ease. 
So rather than risk a sudden change with the subsequent 
re-wooing which he would have to do to get his customers 
used to a brand-new store, he went from one change to 
another. 

First of all he installed a new ceiling and new lights. 
These were inset spotlights set two feet apart, their sur- 
faces flush with the ceiling. They sent their lights direct- 
ly below, and by being so close together, they cast a 
bright light on every inch of the counters below. 

Thus there are no shadows whatsoever in the cases 
where the glittering items lie. These cases are set in a 
U-form starting near the entrance. The first one on the 
right hand side of the door contains pearls and _ brace- 
lets in attractive gift boxes. The next case holds rings, 
diamonds, and watches. Then there is a small triangular 
case made to fit in the spot which ordinarily would be 
empty because of the corner left there. 

This three sided case is devoted to earrings which are 
a big seller here. The long case running parallel to the 
rear wall holds more boxed gift items such as lockets, 
pins, chains, and compacts. Then along the third wall, 
going back toward the entrance is another long case 
with men’s jewelry items. Next to this, and immediately 
adjacent to the door is the pen and pencil set glass 
display case. 

Behind these floor counters and on the walls are 
glass-fronted cupboards which hold larger, bulkier items. 
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Chests of silverware, dresser sets, leather goods, picture 
frames, musical powder boxes, etc., are displayed on 
these shelves. The two upper shelves of the cupboard 
on the west wall are devoted to clocks, for which Mr. 

Plautz gets many calls. No lights are needed for these 

wall cases since those lights in the ceiling are set close 

enough to them to cast their lights there, too. 

The counters and wall cases will be turned in for 
newer, more modern ones at a later date, but Mr. 
Plautz will do this slowly, for he knows his older, more 
staid customers don’t like too much of a change in their 
familiar surroundings. Another practical idea he has 
used is the building of stock drawers into the bases 
of those wall cupboards so that everything is close at 
hand. Thus by turning from the counter to the drawers 
behind him, Mr. Plautz can take out immediately any- 
thing the customer wants. No going to a storeroom 
elsewhere. 

The staff of this store comprises three people, Mr. 
Plautz, the gracious Mrs. Carrie Plautz, and young 
Gordon Schalla, a watch repair man who doubles as a 
salesman. Once a week Arthur Bachmann, O.D., comes in 
to handle the optometrist angle of this store. 

The two long display windows of this store always 
attract the passing shoppers. Their bases are rather 
high, so that the merchandise is brought up close to the 
passerby’s eyes. But the stands in the windows them- 
selves are kept low so that one glance can sweep over 
all the items on display. A large clock hangs on 
the wall of one window, for Mr. Plautz knows the 
value of that. No one can resist glancing at a clock to 
see what time it is and to check his own timepiece. And 
thus naturally, this assures the rest of the window a cur- 

, sory glance, at least! 

That’s Mrs. Plautz’s responsibility. She changes these 
displays every three or four weeks and adds all the 
decorative touches necessary. 





Ad Hits Large Market 





Are You A 
Watch Adjuster? 


That is, one who must add or subtract 
minutes to the indicated time on your watch 
dial to compensate for aggravating slow- 
ness or fastness? 


Our Prompt and Professional Service 
Will Remedy Your Time Troubles 
STOP IN AT 


Al Mincher's Watch Repair 


525 South Coast Boulevard Phone 13683 
gq 











This two-column, 3-inch ad by the Al Mincher shop, Laguna 
Beach, Calif., effectively hit the largest share of prospective watch 
repair customers—those whose watches are set too slow or too fast— 
with the dramatized "you"-appeal question, "Are You a Watch 
Adjuster?" 

To stress the desirability of professional service, note Mincher's 
use of the word "aggravating" is his further explanation, "That is, 
one who must add or subtract minutes to the indicated time on 
your watch dial to compensate for aggravating slowness or fast- 
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) Mason best-sellers 
have wholly captured parent buy- 
ing appeal. Perfectly crafted for 





home or office use. these treasured 
keepsakes are bringing cherished 


memories to millions. 
Superlative in quality, distinctive in 


design and popular in price, Mason 


Masterpieces are being featured 





English Coleeae prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and desiga. 


NO INVESTMENT! NO STOCK! 

You just take orders from your 
sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START ORDERS 

gg ROLLING NOW! 

_— | Parents’ thoughts of cherished 
 o. «. keepsakes have made Mason Mas- 
oo oe oe terpieces the gift of gifts. Start 
— early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 





L. E. MASON CO. 


Boston 36, Mass. 
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Attractive, Fast-Selling 


GUARD RINGS! 


A Different Gift 
that has become 
So Popular! 


Soutsds 


GRENCHEN (Su'SSE) 


In 1/20 K#, 
Gold Filled or 
Sterling Silver 











RUBY 
SAPPHIRE 
EMERALD 
CRYSTAL 








Square Imitation Stones | 

















J. D. SCHLANG CO. 


DISTRIBUTED THROUGH WHOLESALERS ONLY 
305 EAST 46th STREET ° NEW YORK 17, N. Y. 


Fouts WATCH AGENCY, 93 Nassau St., N.Y.C. | 


ct 











| Sold by wholesalers throughout the country! 


























Develop the | 
Scholastic Trade ‘ 


High school students are 
your best future potential 
buyers of watches and dia- 
monds. Sell them school ; 
rings and class pins now. Write for our catalog 
showing complete lines of grammar school and 
high school jewelry. 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 






PIN ENLARGED 
TO SHOW 
DETAIL 





rhs 








ORDER #K59D E 








1 DIAMOND 
MASONIC EMBLEM BUTTON 


Fine quality LB diamond set in $ HU) 
14k white or yellow gold; blue 
enamel ; rhodium finish. Excel- 


lent sales builder... fine profit 
maker. 


A 





send for EXCEL THE COLORS OF THE RAINBOW 


gle 
ERS e TRY 
Ral proll LLB? catalogue || MANNING OPAL CORPORATION 


samples on 


memo 22 West 48th Street, New York 
2 WEST 47 ST., NEW YORK 19, N.Y. Phone: Plaza 7-0622 


’ | ‘ 
* oF quart 


MANUFACTURERS AND ORIGINATORS 














THE JEWELERS’ CIRCULAR-KEYSTONE 











The lights are left on in the windows till eleven each 
night so as to catch the crowd that flows out of the 
nearby theater. He knows that’s a leisurely crowd and 
one that likes to windowshop. Hence the late hours 
for his display lights. The store itself is open daily 
from nine till six. He concentrates his advertising in 
what he calls “goodwill outlets”. Those are the church 
and school papers of this little community. He feels 
they bring him excellent returns, both in added friendli- 
ness and in the realization that he is helping a good 
cause along when he takes an ad from some educa- 
tional, civic, or religious group. 

He is on the Sick Visiting Committee of the Mil- 
waukee Jewelers’ Guild, and is active in several or- 
ganizations which carry on philanthropic work; all of 
which make him many friends. 

“That’s what I mean by saying a jeweler in a small 
town has more time to make real friends than a busy 
merchant in a big city,” he repeats. “Here we have the 
time to chat with our customers—no I don’t like to call 
them customers. I’d rather say friends. True, if we’re 
rushed, we can’t chat as leisurely as we’d like too, but 
we're never too busy for a gracious word or inquiry. 

“The people around here like to take their time. They 
hate being rushed into anything. They feel that rushed 
work can’t be good work, so we adopt a leisurely pace. 
But that doesn’t mean we stall on our work! Far from 
it! When we are repairing or decorating, or laying out 
new merchandise we do this as promptly as possible but 
when waiting on our friends we take our time. Who 
likes to be rushed when buying jewelry? No one! 

“We've found through our twenty-six years in this 
business that the best way to build a good reputation 
is through friendliness, courtesy, and good, prompt 


workmanship.” 





Trade-Ins Must Be Approved 


Business places in Jamestown, N. Y., which are accept- 
ing used jewelry to apply on the purchase of new jewelry 
without a previous approval from the Police Department 
are doing so in violation of the City police, dance and 
disorderly person ordinance, according to Assistant City 
Corporation Counsel Lester W. Berglund. 

In an opinion given to the local Police Department, 
Mr. Berglund said that the purpose of the ordinance is to 
furnish law enforcement agencies with a list of certain 
items which “might or might not have been” previously 
stolen. 

The ordinance requires dealers in second hand jewelry 
to furnish police with a descriptive list of such items re- 
ceived in the course of business. 

In part, Mr. Berglund said: 

“In my opinion any person that deals to any extent 
in any of the articles listed (in section 11C and 11D of 
the ordinance) comes under the provisions of the article 
and should be required to furnish necessary information 
to the Police Department.” | 

“The same ruling would apply to Section 11D covering 
the buying of old gold or articles made of old gold. 

“The purpose of the ordinance is to inform the Police 
Department as to the disposal of certain items which 
might or might not have been subject to previous 
larcenies.” 
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HOW TO GIVE SALES 
A LIFT... 


The _Aristo Way 


SPECIAL 10% DISCOUNT ON 
ORDERS OF 6 PIECES OR MORE! 


pores 





No. 739A. 8 Day Troveling Alarm in genuine Morocco 
leather. Choice of black, brown, green, blue or red. Ac- 


curate 7 jewel lever movement. Keystone $3950 


No. 1547A. 


15 jewel, 8 day traveling alarm. Assorted 


colors. In regular or kodak style. Keystone $4500 


$7700 


No. 111A. 7 jewel, | day traveling alarm. 
Keystone 


ARISTO IMPORT CO. 


630 Fifth Avenue 
Rockefeller Center 
New York 20, N. Y. 


No. 1773. Calendar Wrist 
Chronograph. A superior 
wrist calendar ... up to 
the minute .. . up to the 
hour . .. up to the very 
day of the month. 2 but- 
ton stop watch with 12 hour 
register. Stainless steel case, 
movement. Keystone 





- ae @ @ Se EO en Oe 6. 66. a 6.4 





SEND YOUR ORDER NOW! 





ARISTO IMPORT CO. Terms: 2% ten days 


} 

I 

i 

I 

630 Fifth Avenue, N. Y. net 30 days | 
Pe Ns ook ccvevndauananes i 
 cteyenaweda 739A @ $ 39.50 Keystone, choice of color........... 
sees e. SEISATA @ $ 45.00 Keystone, choice of color........... , 
ee HINA @ $ 22.00 Keystone, choice of color........... | 

Re reanre! ee #1773 @ $125.00 Keystone 
please send complete catalogue of Aristo Line 

i 

SE eo eenkdcawesdabdnedatnde6ednnengsndesesniessddaund | 

_ i 

ST 6a s60'ontcddw Gdddescedbe £0000cddbaeeesedansseanes 
is i'n asiekecewadintaiins tababbie enemies Sin chi 
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JC-K Merehandising Quiz seeures data on sales for various 
departments in the ‘average’ jewelry store. Comparison 


may help you spot deficiencies in your own store’s set-up. 


ie 1948 silverware sales increased more than 
any other line of merchandise according to the returns in 
THE JEWELERS’ CIRCULAR-KEYSTONE’s recently completed 
Merchandise Quiz directed at 3,000 retailers. Asked 
“Which lines, in your store, increased most in 1948?”, a 
total of 40.25 per cent of those answering placed silver- 
ware at the top of the list. Sterling was indicated by 
17.85 per cent, 5.1 per cent said plated ware, and 17.3 
per cent just used the term “silverware.” 


The most profitable line in 1948 was diamond jewelry, 
according to the greatest single number of jewelers an- 
swering the question “In 1948 which lines made the most 
dollars of profit for you?” Over a third of those answer- 
ing (37.9 per cent) put diamonds at the top of the list 
and the second greatest number (25.2 per cent) said 
watches. 

In view of the fact that the greatest single number of 
jewelers considered diamonds their most profitable mer- 
chandise, it is not surprising to learn that diamond jew- 
elry accounted for the greatest percentage of the average 
jeweler’s 1948 total sales volume. According to an analy- 
sis of the survey returns, nearly one-quarter of the aver- 
age stores 1948 dollar volume was accounted for by 
diamonds and precious stone jewelry and rings. How- 
ever, almost as great an amount was accounted for by 
watches and clocks. Here is an average of the jewelers’ 
answers to the question: “Of your total dollar volume in 


1948, what percent was in the following items?” 
% of 1948's total 


Merchandise dollar volume 
Diamonds and precious stone jewelry, rings 24.9 
Watches and clocks .................. 22.4 
Sterling silver (flatware, hollowware) ... . 12.7 
Costume jewelry (under $25) .......... 9.3 
Plated silver (flatware and hollowware) . . 8.8 
aa ar ee ea rear 7.6 
All other merchandise* ............... 14.3 

100.0 


Jewelers were not, by any means, unanimous in speci- 
fying which lines increased most in 1948, made the most 
dollars during the year, or offered the greatest promise 
for 1949. For this reason it is interesting to analyze the 
replies a bit more closely. « 

The following tabulation shows the percentage of all 
jewelers answering who reported a specific line of mer- 
chandise as having increased most in 1948. 





* Including repairs, appliances, etc. 
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Are Your Sales ‘Average ? 





% of total who 
estimated line 


Line increased most 
Silverware ...................c00c000e 40.25 
(Sterling 17.85 
Plated 5.1 
“Silver” 17.3) 

Watches .. cece 16.88 
Diamond jewelry ..................... 11.8 
AMOMAMCES ... 2 cece 9.28 
Costume jewelry ..................... 3.1 
Chinaware .......................0.. 4.28 
Gold jewelry eee: 3.3 
Other merchandise 

Glassware ............... 0.0.0 e ee eee. 2.63 
Watch attachments .................... 1.81 
BE Sis x espe e cd dean eane ne Kheeas 1.65 
ee re ee 1.32 
Leather goods ......................-- 82 
NE 6. 4544 3% tN Es HERA ONDE DERE .66 
Be iad pad asnnr vabehepenenws 64 ol 
re Jd 


Despite its higher mark-up, indicating a wider margin 
of profit, diamond jewelry was not considered the most 
profitable line by all jewelers answering the JC-K Mer- 
chandise Quiz. The following tabulation shows the per- 
centage of all jewelers answering who considered a spe- 
cific line as most profitable in 1948: 


% of total answer- 
ing who thought it 


Line most profitable 
Diamond jewelry .................. 37.9 
MS 5 CO ge Ves fk xe warden VS os 25.2 
Silverware ........................ 14.89 


(Sterling 7.54. 
Plated = .754, 


“Silver” 6.5) 


Costume jewelry .................. 6.04 

Ss isin Sea gt ay. ae, 5 wes. Redon AR bd 5.78 

Gold jewelry ...................... 3.06 

Other merchandise ................. 1.81 

Watch attachments ................. 1.52 

Chinaware ........................ .604. 
Glassware ....................2.... 454 
Repairs 

“eR ne Ee 306 
Appliances Mi cesncdidectaitin totes 152 


Pens and pencils J 
(Please turn to page 210) 
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: 5-piece place setting, $19.35* 
Moonteam... | 
5-piece place setting, 19.35" 


*including Federal Tax : 





the new way to sel silver 
the ROGERS eTERLING way! 


YOUTHFUL 
sO RIGHT FOR THE MARRIED MARKET 
MASS 


= Duele SET 
$44.50* 


ANOTHER + ROGERS + STERLING FIRST! 


ied Homemaker SET 
$87.50* 


A + ROGERS & STERLING FIRST! 


| 
| 
| 
| 
| 
| 
What a buy! A service of four 5-piece place settings | Your extra profit-making way to sell two 5-piece 
at a sell-on-sight price of only $87-5°° including =| lace settings instead of one. Quickly, dramatically 
chest. The chest 1s compact, beautifully designed and : your customers can visualize a complete honeymoon 
| 
| 
| 
| 
| 
| 
| 





can hold up to 4 64-piece service for eight. Start your setting. The handsome case 1S a practical put-away 
customers this easy t Rogers + Sterling way 2m storage chest. The brilliant lining ‘5 of tarnish resis- 
benefit from the additional fill-in business. tant cloth. Feature the “‘Duette’’.- +> it sells itself 
and + Rogers * Sterling with ease. 


* Including Federal Tax 


Two 5-piece settings in “Duette’’ case (Luncheon 
knife and fork, teaspoons salad fork, soup spoon ) 
Lee ace eerevssesvnenesonenT aes 44.50* 


Four 5-piece settings in “Homemaker” Chest 
(Luncheon knife and fork, teaspoon, salad fork, 
soup spoon). - - pieounsdenee* , retail $87.50* 


* Including Federal Tax 


OPEN STOCK ON ALL piECES AND SERVING PIECES IS AVAILABLE 
TODAY IN THE “ MOON BEAM" AND “ WEDDING BELLS’? PATTERNS 





© 1949 THE INTERNATIONAL SILVER CO- 
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‘Its Nationally Advertised... 
| A PRACTICAL, SELL-THE-PEOPLE PROMOTION! 
THE WAY YOU WOULD ADVERTISE STERLING TO 


THE\ 17,439,000 MASS 
MARKET LOOK READERS 


\ 


Meet the PEOPLE ... they’re 
young, average age, 34... they’ve 
got jobs, got money (average in- 
come $3,288)—and spend it for 
fine Sterling. 


LTERLI 





THE 3,960,000 TEEN-AGE 
SEVENTEEN READERS 


Your big NOW and FUTURE 
market ... all young, average age, 17 
...yet to be married (99% single) . . . 
their folks have money to spend (aver- 
age income $4,200). 


(, Product Of - Vhe 


THE 5,858,000 YOUNG 
MARRIED McCALL’S READERS 


They’re up and coming young women, 
average age, 36... love their homes (50% 
are owners)...remember gift occasions 
with Sterling ... with money to buy it, 
average income $3,805. 





rternational jilve 2 | 6. 

















tROGERSe STERLING 


is first to bring you all these! 


]. LOW INVENTORY 





2. RAPID TURNOVER 


3. GREATER VOLUME 


... through these blue ribbon silverware distributors only! 


YOUR APPROVED WHOLESALE {ROGERS STERLING DISTRIBUTORS ARE 


ADMIRATION PRODUCTS COMPANY 
23 West 23rd St., New York 10, N. Y. 
AISENSTEIN & GORDON, INC. 

712 Sansom St., Philadelphia 6, Pa. 

I. ALBERT’S SONS, INC. 

Empire Bldg., Syracuse, N. Y. 

I. ALBERT’S SONS, INC. 

373 Washington St., Boston 8, Mass. 
BENJ. ALLEN & COMPANY 

10 So. Wabash Ave., Chicago 3, II. 
BALDWIN, MILLER CoO., INC. 

238 So. Meridian St., Indianapolis, Ind. 
THE BALL COMPANY 

6 No. Michigan Ave., Chicago 3, Il. 
THE BALL COMPANY 

Charlotte Hotel, Charlotte, N. C. 

A. JOS. BALTIN CO., INC. 

740 Sansom St., Philadelphia, Pa. 

A. C. BECKEN COMPANY, INC. 


1880 Mich. Theatre Bldg., Detroit 26, Mich. 


A. C. BECKEN COMPANY, INC. 

29 East Madison St., Chicago, III. 

A. C. BECKEN COMPANY, INC. 

406 Steel Bldg., Denver 2, Colo. 

A. C. BECKEN COMPANY, INC. 
Stahlman Bldg., Nashville, Tenn. 
BIGGARD & COMPANY 

717 Liberty Ave., Pittsburgh 22, Pa. 
BLUSTEIN COMPANY, INC. 

817 G Street, Washington 1, D. C. 
BOAS, LTD. 

55 E. Washington St., Chicago 2, IIl. 
EMIL BRAUDE & SONS, INC. 

29 E. Madison St., Chicago 2, Ill. 

H. W. BURDICK COMPANY 

1010 Euclid Ave., Cleveland 15, Ohio 
H. W. BURDICK COMPANY 

407 High Long Bldg., Columbus, Ohio 
BUTTERFIELD BROTHERS 
Guardian Bldg., Portland 7, Ore. 

J. P. BYRNE & SONS , 

14th & Farnam Sts., Omaha 2, Nebr. 
J. P. BYRNE & SONS 

Wilda Bldg., Denver 2, Colo. 

S. H. CLAUSIN & COMPANY 

41 No. 12th St., Minneapolis 2, Minn. 
S. H. CLAUSIN & COMPANY 

314 Rookery Bldg., Spokane 8, Wash. 
A. COHEN & SONS CORP. 

27 West 23rd St., New York 10, N. Y. 
DECKER JEWELRY COMPANY 

107 West 2nd St., Salt Lake City, Utah 
EDWARDS & COMPANY 

1115 Walnut St., Kansas City 6, Mo. 
EISENSTADT MFG. CO., INC. 

317 No. llth St., St. Louis 1, Mo. 

J. ENGEL & COMPANY 

Baltimore & Hopkins Pl., Baltisoore, Md. 
EWING BROTHERS 

5 Plaza Way, Atlanta 2, Ga. 

A. H. FICKEN COMPANY 

850 Euclid Ave., Cleveland 14, Ohio 
FRANKLIN BROTHERS 

25 East 12th St., Kansas City 6, Mo. 
GERWE-BROWN COMPANY 

Temple Bar Bldg., Cincinnati, Ohio 


GERWE-BROWN COMPANY 

316 Baronne St., New Orleans, La. 
SIMON GOLUB & SONS 

1417—4th Ave. Bldg., Seattle 1, Wash. 
SIMON GOLUB & SONS 

Spague & Wall Sts., Spokane, Wash. 
THE GORENFLO COMPANY 

153 Jefferson Ave., Detroit 26, Mich. 
GRAFNER BROTHERS 

818 Liberty Ave., Pittsburgh 22, Penn. 
A. I. HALL & SON 

400 Metropolitan Bldg., Los Angeles, Calif. 
A. I. HALL & SON 

114 Geary St., San Francisco 8, Calif. 
B. M. HAMMOND & CO. 

111 W. Commerce St., San Antonio 5, Texas 
HEYNE & GROVES, INC. 

207 Produce Exchange Bldg., Toledo 4, Ohio 
HILLER JEWELRY CO. , 
304 Godchaux Bldg., New Orleans, La. 
H. O. HURLBURT & SONS 

817 Chestnut St., Philadelphia 7, Pa. 

J. W. JOHNSON INC. 

15 Maiden Lane, New York 7, N. Y. 

B. KLEITZ & BROS. CO., INC. 

6th & Market Sts., Wilmington, Del. 
MAX KOHNER, INC. 

21-23 W. Baltimore St., Baltimore 1, Md. 
LEONARD KROWER & SON 

P. O. Box 330, New Orleans, La. 
MORRIS KRULAK & CO. 

Steel Bldg., Denver 2, Colo. 

LESTER JEWELRY COMPANY 

201 Commerce Bldg., Rochester 4, N. Y. 
IRA LEVITZ, INC. 

33 Court St., Buffalo 2, N. Y. 

M. LEVITZ 

Levitz Bldg., Albany 7, N. Y. 
LIEBERMAN BROTHERS 

64 Nassau St., New York 7, N. Y. 
LIPSETT & HILL, INC. 

301 Crosby Bldg., Buffalo 2, N. Y. 
ALBERT F. LONG COMPANY 

505 Colorado Blvd., Denver, Colo. 

M. A. LUMBARD CO. INC. 

504 Shops Bldg., Des Moines 9, Iowa 

L. LURIA & SON 

160 Fifth Avenue, New York, N. Y. 

L. LURIA & SON 

214 Pryor St., S. W., Atlanta, Ga. 

L. LURIA & SON 

400 S. W. 2nd St., Miami, Fla. 
LYLES-VAN-DEGRAZIER CO. 

M. & W. Tower Bldg., Dallas 1, Texas 
LYNAGH-EWBANK 

Tampa Theatre Bldg., Tampa 1, Fla. 
WM. P. MAHNE SILVER CO. 

832-834 Arcade Bldg., St. Louis, Mo. 
MASCHMEYER-RICHARDS SILVER CO. 
7th & Locust Sts., St. Louis 1, Mo. 
MAYER BROS., INC. 

3rd & Washington Sts., Portland 4, Ore. 
MAYER BROS., INC. 

4th & Pike Bldg., Seattle, Wash. 
MORGAN & ALLEN CO., INC. 

657 Mission St., San Francisco 5, Calif. 





K. A. MURPHY COMPANY 

373 Washington St., Boston 8, Mass. 
NON-RETAILING COMPANY 

236 No. Queen St., Lancaster, Pa. 
OKLAHOMA ROSS-BECK COMPANY 
Colcord Bldg., Oklahoma City, Okla. 
D. C. PERCIVAL & COMPANY 

373 Washington St., Boston 8, Mass. 
PETERSON, MAX & COMPANY 

394 Ellicott Sq., Buffalo 3, N. Y. 
GEORGE PHILLIPS & COMPANY 
Times Bldg., Scranton 3, Pa. 

GEORGE PHILLIPS & COMPANY 

214 E. Fayette St., Syracuse, N. Y. 
GEORGE PHILLIPS & COMPANY 
Commercial Bldg., Richmond, Va. 
RICHARD POLUMBAUM COMPANY 
630 Fifth Avenue, New York 20, N. Y. 
A. C. POSSIN COMPANY, INC. 

213 Wisconsin Ave., Milwaukee 3, Wisc. 
E. H. PUDRITH Co. 

10th Fl. Mich. Theatre Bldg., Detroit 26, Mich. 
E. W. REYNOLDS CO., INC. 

315 West 5th St., Los Angeles 13, Calif. 
KE. W. REYNOLDS CO., INC. 

657 Mission St., San Francisco 8, Calif. 
CLAUDE R. ROBINS COMPANY 

312 Chestnut St., Harrisburg, Pa. 
ALEX SABIN & SONS 

20 West 47th St., New York 19, N. Y. 
BOB SCHEFFRES & Co., INC. 

29 E. Madison St., Chicago 2, IIl. 

J. J. SCHMUKLER & SON 

630 Fifth Ave., New York 20, N. Y. 

N. SHURE COMPANY, INC. 

Adams at Wells St., Chicago 6, IIl. 
SHUTTLES BROS. & LEWIS 

Southland Life Bldg., Dallas 1, Texas 
M. SICKLES & SONS INC. 

904 Chestnut St., Philadelphia 7, Pa. 
STEIN & ELLBOGEN CO., INC. 
Enterprise Bldg., Denver, Colo. 

STEIN & ELLBOGEN CO., INC. 
Michigan Theatre Bldg., Detroit, Mich. 
STEIN & ELLBOGEN CO., INC. 

55 E. Washington St., Chicago 2, III. 
TAYLOR & COMPANY 

Sterling Bldg., Houston 2, Texas 

J. L. TEETERS & COMPANY 

121 No. 9th St., Lincoln 8, Neb. 

U.S. JEWELRY COMPANY, INC. 
Baltimore & Liberty Sts., Baltimore, Md. 
ALBERT WALKER COMPANY 

202 Washington St., Providence, R. I. 
THE WALLENSTEIN MAYER COMPANY 
31 E. 4th St., Cincinnati 20, Ohio 

S. WEINHAUS COMPANY 

808 Liberty Ave., Pittsburgh 22, Pa. 
WESTERN SUPPLY COMPANY 

522 Mining Exch. Bldg., Denver, Colo. 
WESTERN SUPPLY COMPANY 

357 West 2nd, So., Salt Lake City, Utah 
NAT ZUCKERMAN & COMPANY, INC. 
135 Fifth Avenue, New York 10, N. Y. 
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Cloth impregnated with literally 
millions of tiny particles of 
silver helps to prevent tarnish. 
It is available in various forms 
such as rolls, bags, wraps, etc. 


The best and neatest method of 
preventing silver flatware from 
tarnishing is to have the chest 
lined with impregnated cloth. 





Plas Merchandising of Silver 


Mine YOU DOING all you can today to capital- 
ize on the bigger and broader silverware market? 

Are you taking advantage of the fact that your business 
in sterling and plate is (or can be) six times pre-war size 
with modern selling techniques? 

If you are—splendid! 

But if you are not, perhaps you are thinking exclu- 
sively about the silverware itself—the pattern, the quality. 
etc—and not enough about other aspects of the sale. 

For instance, if you are not selling the idea: “Enjoy 
your silver without polishing,” you’re missing a good bet 
to increase silverware sales. In the past people bought 
their silverware and worked to keep it bright. That was 
part of the price of owning beautiful flatware. Today, 
people buying silverware can save themselves the unnec- 
essary polishing by keeping it in a tarnish preventing 
container. Feature this fact strongly and you will sell 
more silverware. 

The story of tarnishing and how it can be prevented is 
an interesting one—both to yourself and your customers. 
Here are the facts which you should absorb and _ pass 
along to the people who purchase silverware in your 
store. 

Tarnish on silverware is caused by the presence of 
sulphurous gases in the air. These gases are present, 
to a greater or lesser degree, virtually everywhere. At- 
tacking the tarnish problem, scientists realized, early in 
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the fight, that it would be impractical (not to say im- 
possible) to remove the gases from the air. Some other 
preventive method would have to be devised. 

Chests and wrappings had been developed, of course, 
and were almost air-tight. The trouble with them, how- 
ever, was the fact that a certain amount of air was cer- 
tain to be captured inside when the silver was put away. 
And since this air contained a sufficient amount of 
sulphur to cause tarnish, they were not completely effec- 
tive. 

Intensive research then disclosed the fact that no 
chemical or metal has as great an affinity to tarnish as 
silver itself. Scientists decided, therefore, to “fight fire 
with fire.” They developed a cloth literally filled with 
millions of particles of silver which absorb the tarnish- 
ing elements in the air and prevent it from ever reaching 
the silverware enclosed in its folds. 

This cloth, first marketed several years ago, is known 
as Pacific Silver Cloth. Used to line chests, as wraps, or 
available as yard-goods for lining drawers, etc., it has 
earned for itself an enviable reputation for actually pre- 
venting tarnish. 

Jewelers are turning to the use of this tarnish prevent- 
ing cloth in ever increasing numbers. A survey, recently 
conducted by Pacific Mills, the manufacturer, disclosed 


(Please turn to page 211) 
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These island displays were de. 
signed by Gardner. Decorated 
with table settings, they are 
rolled into the floor-length win. 
dows at night during the silve, 
promotion. Space beneath 
tables is used for extra stock 
with access by sliding doors, 


All-Qut Silwer Promotion 


Inereases Volume 500 Per Cent 


- P. GARDNER, Kirksville, Mo., jeweler, 
increased his sales volume of silver a full five times in 
only four months by focussing store-wide attention on 
his silverware through window and in-store display and 
a steady newspaper advertising campaign. 

Next to diamonds, silverware has always been Gard- 
3 ° 
ner’s greatest volume producer. However, he believed 


by L. H. HOUCK 


One of the two silver display tables de- 
signed by Gardner. The top drawer slides 
out from under the glass as shown and is 
placed on top for closer inspection by a 
customer. Extra stock is kept in chests 
on shelves below. The unit is on rollers 
and can be moved into windows at night. 
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the potentialities of silverware were not being fully 
exploited in his trading area and decided to do something 
about it. Last year while his store was in the process of 
being remodeled, Gardner laid his plans for an all-out 
silverware promotion and decided to tie it in with the 
reopening of the store. 

Finally in September, the opening ceremonies for the 
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THE NEW DRESS..-the old pearls, the borrowed 
blue garter _.the proud “1 do”..-the excitement of 
the wedding breakfast. Head high, eyes clear 20 awiess taste- For ex- 
shining -- for yOu, life has now begun! Your love , 
and your marriage will grow richer and more mean 
ingful with the yeats--- e way fine silver takes Of 
character and charm through loving Use--- 
” . . Fortunately, every bride can easily acquire het 
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remodeled store were held and at the same time the 
opening guns of the silver promotion were fired. So 
that the theme of silver would be uppermost, the center 
of the store was dressed with displays of silverware, 
utilizing the newly designed and original store fixtures. 
The new island display tables, designed by Gardner, 
were completely set with linen, china and silver. 

“We believe that a valuable phase of silver merchan- 
dising is to have a good inside display of silverware for 
the shopper who has become interested by the window 
displays,” Gardner says. “It is a real pleasure to see 
prospective customers look at the window display and 
then have her interest maintained as she moves down 
the silver displays inside.” 

This promotion gave Gardner the opportunity to check 
the use of his two new silver display fixtures which he 
has especially designed. 

“One of the things we wanted to eliminate,” Gardner 
stated, “was our former method of selling silver where 
we had to go to some other part of the store to get a 
flatware pattern or a piece of hollowware to show an 
interested customer.” 

This new display fixture answered that problem in 
that it is equipped to display fifty or more flatware pat- 
terns on a sloping top while additional stock in chesis is 
carried on shelves underneath. From a _ storekeeping 
standpoint this fixture has proved to be highly efficient. 
allowing the salesman to show the customer many more 
patterns in a much shorter time and helping the customer 
more quickly narrow down her selection. 

The larger of the two fixtures, both similar in design. 
is equipped with a motor turntable. Indirectly lighted 
display niches, backed with mirrors, are cut into the 
front of the display stand, and are used to show hollow- 
ware pieces. Equipped with casters, the stand can be 
easily moved about the store for best attention and at 
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This shows how top drawer of display unit 
can be swung up so customers can inspect 
the various patterns at close hand. Fron 
of unit has mirror-backed display niches 
in which hollowware or china can be shown. 


Larger of the two display fixtures designed 
by Gardner has the addition of an electric 
turntable on which spotlighted merchandise 
receives additional attention by animation. 





night is rolled up into the show windows where it works 
overtime in helping to make passersby more silver con- 
scious. 

In November the silver promotion was stepped up still 
further. Variety of pattern as well as variety in price 
was the accent. 

Coincidental with all the store activities, Gardner was 
carrying on a newspaper advertising campaign devoted 
exclusively to silver. The theme of this advertising was 
to advise the customer to know more about the silver 
they bought. 

Combatting the inroads of the house-to-house peddlers 

(Please turn to page 210) 
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Shown is Poole’s new 
Lancaster Rose service. 


A tradition in silver 
SILA F52 


POOLE SILVER COMPANY, INC. 
NEW YORK, N. Y. © TAUNTON, MASS. 


As advertised in... 


VOGUE ana HOUSE & GARDEN 


Poole’s Vow aes 
“Lancaster Rose’ Service 


available from Poole Distributors for Immediate Delivery 


POOLE SILVER COMPANY, INC. 
TAUNTON, MASS. * NEW YORK SHOWROOM * 366 FIFTH AVE. 
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Private Salesroom 


Eases Customer's Selection 


Providing separate room 
for silverware customers 
to make their selections 

in comfort and privacy has 
inereased unit sales for 


this Saco, Maine, jeweler. 


by R. L. LATHAM 


Kneehole desk and wall display niche 
allow store to show their complete in- 
ventory of in-stock flatware patterns. 


a $800 for a completely glassed in 
“private salesroom” has proved a wise investment for 
Adrien R. Levasseur, head of Twambley Jewelers, Inc., in 
Saco, Maine. 

Mr. Levasseur, who was a retail jeweler in Dorchester, 
Mass., for many years before moving to Saco, a milltown 
city of 8000, is a long-experienced veteran in selling the 
smaller community, and through the years has determined 
that nothing is more important to big-ticket sales than 
privacy. 

“The majority of the people in a small town know each 
other,” he pointed out, “and object strenuously to dis- 
cussing credit terms, gifts, etc., out in the open store 
where they may be overheard. If, on the other hand, all 
of the personal details of any sale are carried out in com- 
fortable privacy, there are no distractions or worries in- 
volved.” 

That thinking has led to the establishment of a novel 
10x7 foot, completely enclosed room in the left rear of 
the Twambley store, behind the rear counter, which bears 
the twin titles of “Private Salesroom” and “The Silver 
Room.” Mr. Levasseur built it in July, 1948, after biding 
his time through the war-shortage period, and invested 
approximately $800 in beautifully finished plywood, plate 
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glass and carpentry to produce it. He chose July as the 
ideal time to set up this sales tool inasmuch as it was dur- 
ing that month that he launched an aggressive flatware 
merchandising campaign, designed to make Twambley’s 
a “silver headquarters” for the York County district sur- 
rounding Saco. 

“Our flatware stocks had reached a normal inventory 
point, and the large number of marriages registered since 
the end of the war pointed to a real market for both ster- 
ling and plated flatware, hollowware, and bridal gifts,” 
Mr. Levasseur said. “Therefore, setting up the silver room 
and starting up an advertising program at the same time 
was our means of going after this market.” 

The private salesroom is stained a deep walnut finish, 
with two large corner windows which give a clear view 
of the store interior. In the interior are rich maroon 
brocade curtains, and a wall shadowbox trimmed with a 
white frame, in which suggested silver bridal gifts are 
displayed. The display is changed almost daily to keep 
up interest. Included in the furnishings are two com- 
fortable lounge chairs on a thick carpet on the “customer's 
side’ at the front, a kneehole desk which extends from 
wall to wall in the center, lamps, ashtrays, and cigarette 

(Please turn to page 211) 
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Watson features 
Meadow Rose in the April 4th LIFE 


= —_ X08 anotuer BIG watson sTerLinc AD CAMPAIGN 
ewes «AIMED TO REACH YOUR GREATEST MARKET 





Not only in LIFE—in SEVENTEEN, Watson Sterling — 12 lovely pat- 
BRIDE'S MAGAZINE, and THE CHRISTIAN terns to please every taste — is silver 
SCIENCE MONITOR MAGAZINE Watson’s you can be proud to recommend. If 
big 1949 consumer advertising cam- you're missing any of the 24 free 
paign will reach 38 million potential Watson dealer mats, write for them 
customers, including every bride whose today. The Watson Company, 849 
engagement is announced in your Watson Park, Attleboro, Mass. 


local newspapers. 


That’s a whale of an opportunity for 
you to sell more Watson Sterling than 
— “> ever this year. Make the most of it by 
: putting this advertising directly to 


work for you. Tie your store in with Ge ES STERLING 
TRADE Prep? MARK 


Watson newspaper mats over your own 


name — with Watson displays — by Nationally Known As 
featuring Watson Sterling in your win- MODERN SILVER WITH THE 
dows and on your counters when the BEAUTY OF OLD MASTERPIECES 


national ads appear. 
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Sterling Sells When Its Seen 






Giving more prominence to his silver department by moving it to 


the front of the store and inereasing advertising and display. 


boosted flatware sales for Phil Dallmeyer, Jefferson City. Mo. 


New flatware display cases in- 
stalled just inside front door 
at Dallmeyer's have novel pull- 
out chairs which fit flush into 
the cases when not in use. One 
of the tables set for brides is 
partly seen at back of section. 


O:: of the best means of increasing ster- 
ling flatware sales, we have found, is by bringing flat- 
ware display out of the rear of the store, and making it 
one of the first departments the customer sees upon 
entering. 

Through making this change in recent months, to- 
gether with an increase in advertising, window display 
and other promotion, as well as a bigger inventory, 
we have effected a considerable increase in sterling flat- 
ware sales at a time when volume in almost every other 
department has been going down. 

We decided early in 1948 to increase emphasis on 
sterling flatware for several reasons. First, we found 
that the number of marriages involving the purchase 
of flatware show little signs of falling off, resulting in 
a worthwhile market indicating more pronounced mer- 
chandising plans. Second, where we were chary of 
promising fill-ins during the years since V-J Day, we 
now have sufficient flatware supply to not only match 
our pre-war inventory but to increase it heavily. Lastly, 
a complete remodeling of the store gave us an oppor- 
tunity to locate the flatware department anywhere in 
the store. 
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by PHIL O. DALLMEYER, Jr. 


Prior to the remodeling of our present store, the flat- 
ware section was located in the rear of the store, too 
small to show the number of patterns carried even then, 
and seldom seen unless the customer was specifically in 
search of this merchandise. While privacy was an un- 
deniable asset, we felt that in order to bring our pattern 
choice up to 38 selections, which we now carry, it would 
be well to give up the quiet store-rear atmosphere in 
favor of larger, more attractive display units right at 
the front of the store where ten times as many prospects 
would see them. Also, we felt that we were missing 
sales in the past through the inability to show extra 
pieces with particular patterns, such as soup spoons, 
gravy ladles, cold meat knives and forks, spatulas, etc. 

Therefore, the first major step, after building up the 
inventory to 38 patterns, was to move the entire flat- 
ware department “up front” where it confronts every 
entering visitor, and can be seen through the all-glass 
door of the store. As shown, we ordered ultra modern 
knee-hole display cases built, with corresponding chairs, 

(Please turn to page 214) 
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Read The American 
Weekly — Watch the 
advertising pages for 
other nationally ad- 
vertised merchandise 
that you carry — fea- 


ture it and watch your 








sales jump ahead. 

















FOR APRIL, 1949 


WHAT IS MERCHANDISABLE 
CIRCULATION ? 


Experienced merchandisers know that it 
is necessary for a national magazine to 
have a circulation among at least 20% 
of the families in a community in order to 
sell merchandise successfully at the retail 
level. That kind of coverage is called 
“‘Merchandisable Circulation,” because 
it reaches enough families to make co- 
operation profitable to the retailer. There 
are more than 4200 communities in the 
United States where The American 
Weekly has Merchandisable Circulation. 
No other magazine can approximate 
such coverage. 








| HEADLINES 


get first attention from 
everybody. BRAND NAMES 
are like headlines — they 
are the items most people 
look for first, because mil- 





lions ot people know the merchandise 
these names stand for. They know be- 
cause they read about BRANDED LINES 
week in and week out in the advertis- 
ing pages of big national magazines. 
like The American Weekly. Display 
the nationally advertised HEADLINE 
BRANDS—keep them out front and 
watch your sales go ahead. 
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A HEARST PUBLICATION 
63 Vesey Street, New York 7, N. Y. 


THE MAGAZINE DISTRIBUTED FROM COAST TO 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS. 
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Anniversary Celebrated 


By ‘Prizes Every Hour’ 





= over plans on how to capitalize 
successfully on his store’s 37th anniversary, “Red” Kain, 
manager of Kranich Bros., Lancaster, Pa., decided that 
he needed something other than the ordinary run-of-the- 
mill promotion in order to draw the crowds to the store; 
a celebration that would be remembered after the event 
was passed. 

“T believed that the public wouldn’t pay much attention 
to a regular anniversary sale and what we needed was 
some “gimmick” that would not only draw them to the 
store during the planned two-day celebration but would 
impress on them the fact that our business was jewelry.” 

After a good deal of consideration it was decided that 
there was nothing that would draw the public like a give- 
away. However, rather than expend all their ammunition 
on one “shot,” it was decided that the store would hold a 
series of drawings, 22 in number, to be equally divided 
between the two days of the promotion. One drawing 
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A. Kranich, president of the firm 
awards a wrist watch to qa lucky 
ticket holder in one of the hourly 
drawings held in connection with 
store's thirty-seventh anniversary, 


by PHIL LANCE 


‘ 


Although the drawings were held in- 
side of the Kranich store because a 
local ordinance forbids crowding the 
sidewalks for commercial purposes, 
substantial crowds were unable to 
gain admittance to the __ interior. 


would be held each hour the store was open from 11 a.m. 
until 9 p.m. in the evening, with a gift to be given to the 
holder of a lucky ticket who was present in the store for 
a drawing. 

There was no attempt to capitalize on the presence of 
those attending the drawings by attempting to sell them, 
and this fact was brought out in the announcements of 
the promotion which pointed out that there was no obli- 
gation on the part of the public in coming to the store 
and asking for a ticket. 

People could visit the Kranich store any time before 
the hour of the drawing and receive a duplicate numbered 
ticket. Half was deposited in a box at the entrance of the 
store and the other half retained by the person. Two em- 
ployees were busy full-time during the two days just 
handing out the tickets. 

About 15 minutes before every hour, the crowds would 
begin to assemble in the store. Kain took a stand at the 
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BABE RUTH 


WRIST WATCH 
Sports Watch of Champions 


Costs You . nie $ 5 . 5 & “The B to meee ‘ | atte CH 
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The OFFICIAL 





-_ (less 2%] bats 1,000 with me every time.” 


<I PLUS TAX 


National advertising in LIFE, SATURDAY EVENING 
POST, BOYS’ LIFE and OPEN ROAD FOR BOYS—the 
top mass magazines in America with a combined 
readership of more than 1/9 million people—will tell 
all America about the Official Babe Ruth Wrist Watch. 
And colorful counter and window display pieces are 
ready for your personal use in your own store. 






It’s just the promotion you’ve been waiting for. 


Get behind the 
OFFICIAL BABE RUTH WRIST WATCH —Today ! 


It’s an A. J.D. Promotion! 


Exclusively distributed by: 


|. Alberts’ Sons, Inc., Boston—Syracuse Edwards & Co., Kansas City, Mo. 


Baldwin-Miller Co., /ndianapolis J. Engel & Co., Inc., Baltimore 
A. C. Possin Co., Milwaukee The Gerwe Brown Co., Cincinnati—New Orleans 
S. H. Clausin & Co., Inc., Minneapolis — E. W. Reynolds Co., Los Ange/es— 

Spokane San Francisco—Honolulu 


For further information, write, wire or phone your nearest A. J.D. Distributor 
American Jewelry Distributors, Inc. — 681 Fifth Ave., New York 22, N. Y. 
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Full-page newspaper ad called atten- 
tion to Kranich's 37th anniversary 
program. The awards were all listed. 


Capacity crowds filled the Kranich 
store every hour when drawings were 
held, and most of the time there 
was an overflow crowd outside, too. 


rear of the store and, “mike” in hand, announced that 
promptly on the hour a drawing would be made, the 
lucky ticket holder receiving one of the gifts. All-day 
lollipops and balloons were handed out to all the children 
who accompanied their parents. 

As Lancaster County does not permit the gathering of 
crowds on streets for commercial purposes, the hourly 
drawings were held in the store. Despite this fact, how- 
ever, each drawing had the crowds extending tight out 
to the street curb. 

Promptly on hour, Kain selected a youngster from the 
assembly and had him draw a ticket from the box. Only 
holders of the ticket drawn and in the audience at the 
time received a gift. 

“It was interesting to note,” says Kain, “that only one 
person whose ticket was drawn was missing from a draw- 
ing. This shows the interest with which the drawings 
were received. 

Twenty-two drawings were held during the two days. 
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with gifts totaling over $1,000 given away. The vifts 
included a representative item from everything the rt 
carried in stock; watches, men’s and women’s diamon( 
rings, radios, appliances, pen and pencil sets, electri, 
shavers, silver flatware and hollowware, china, tabj. 
lighters, clocks and cameras were all included, all of 
them from well-known branded lines. 

Full-page newspaper advertisements carried the an- 
nouncement of the promotion, giving the rules of the 
drawings as well as a list of the prizes. These prizes were 
not given away in the order of their naming because Kain 
wanted, first, to hold the item to be given away as a sys. 
pense gesture and, second, he felt that should members 
of the crowd know what was to be given away at a par- 
ticular drawing, they might not attend, perhaps not being 
interested in that particular item. | 

The smallest crowd at any one drawing during the two 
days numbered over 100 persons and at the evening hours 
the crowds became larger. At one particular hour, it was 
estimated that over 250 persons were present. 

“After each drawing we destroyed all the tickets and 
people had to come into the store to get new ones for the 





next event.” said Kain. “As we had a different roll of 
tickets for each drawing, people knew that they had to 
return to the store if they wanted a chance at the next 
drawing. 

‘All our store personnel were instructed to notice if 
any persons returned for more than one drawing,’ he 
continued, “and we were very pleased to note that only 
a few returned for more than one drawing. This meant 
that we received a new crowd every hour which, during 
the 22 drawings. amounted to an estimated 4000 people 
who visited our store.” 

As Kain handed the gifts to the winners, a photog- 
rapher took a picture of the occasion and these pictures 
wére then’ placed in the store’s display window along with 
a list of the winners’ names following the event. This 
same list of names were advertised in the Lancaster news- 
papers as well, and above the list, the store thanked rest- 
dents of the city for helping to make the celebration such 
a gala event. 
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" ip Ng! YORK 


tor CREDIT JEWELERS 








at BELMONT PLAZA HOTEL 


(DIRECTLY OPPOSITE THE WALDORF) 


August 16, 17,18, 19 


(SAME TIME AS THE WALDORF SHOW) 


YES! A SPECIAL SHOW for CREDIT JEWELERS 
concentrating entirely on manufacturers of merchan- 
dise and services to stimulate your business. 


EACH exhibitor will have what you really come 
to a show to see; items of PLUS BUSINESS to bring 
you extra dollars of profit, to bring people into your 
store for “action”, for new accounts. 


THIS new show will be held in the Belmont Plaza 
Hotel, in the two AIR CONDITIONED ballrooms — 
directly opposite the Waldorf on Lexington Avenue. 


Not sponsored by any Trade Association, but directed by 
America’s Top Exposition Specialists, who are respon- 
sible for the following SUCCESSFUL TRADE SHOWS: 


@ PREMIUMS AND AD SPECIALTIES SHOW e@ 5¢ 
TO $5.00 MDSE. FAIR @ NATIONAL COSTUME 
JEWELRY EXPOSITION @ TEXTILE INDUSTRIES 
EXPOSITION @ TEXTILE WET PROCESSING EX- 
POSITION @ FACTORY MAINTENANCE EXPOSI- 
TION @ NEEDLE TRADE MACH. EXPOSITION 


Expositions for Trades, Ine. 


36 WEST 47th STREET, NEW YORK 19, N. Y. 
LUXEMBURG 2-4627-8-9 Arthur Tarshis, Exp. Mgr. 
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OW. a SHOW 


in NEW YORK 
for CREDIT JEWELERS 














Come and see 


over 100 Exhibits... 


Featuring 


@ TRAFFIC ITEMS 


@ BUSINESS STIMULANTS 


@ PROMOTIONS 
@ EXTRA PROFIT LINES 
@ ACCOUNT OPENERS 


MANUFACTURERS! 


We’re closing Booth Space 
fast but there are some desirable 


locations still available. 


Use the Convenient Coupon! 


MAIL THIS COUPON 





ALLIED LINES SHOW FOR CREDIT JEWELERS 
36 West 47th Street, New York 19, N. Y. 


Gentlemen: 


[] Send trade guest tickets. | am a Retail Jeweler. 


[] Send floor-plan. 


FIRM NAME 





ADDRESS 





CITY STATE 
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1. Precision Timers 





2. Expansion Watchbands 





3. Key Chain . 
4. New Silverplate Pattern 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[_] I. Two new Universal Geneve precision timers. "Medico 
Compax" (top) automatically computes pulse rate after 
only 15 pulsations. "Film Compax'' (bottom) estimates 
16mm and 35mm film footage passing through camera in 
given number of seconds. Both retail for $90. From 
Henri Stern Watch Agency, Inc., 587 Fifth Ave., N. Y. 


|_| 2. Two new expansion watch bands from the Flex-Let Corp.., 
E. Providence, R.I., are the "Calvert" for men, retailing 
at $6.50 in stainless and $8.95 in gold fill, with the tax; 
the "Slenderette" for women, $9 retail, with tax included. 





[ |] 3. "lt works like magic" says Swank of this new “Anchor” 
- key chain. The anchor hooks on the bottom of the pocket 
opening (like a picture hook on a moulding) keeping keys 
suspended inside the pocket, away from other things. 


|] 4. "Royal Command", designed in the extremely popular 
Scandinavian tradition, is the newest pattern in National 
Silver Company's “Imperial Silverplate" line. It blends 
equally well with traditional or modern settings. 


5. Fraternal Order Ring [_] 5. This Masonic ring is one from a new line of fraternal 


order rings designed by Ben Novgrad of Arts & Crafts Co., 
106 Ann St., Hartford, Conn., available in 10 or 14K gold. 
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in a fine name 


To every family in America, the name of a fine jeweler 
means quality merchandise . . . to be bought with con- 
fidence and given with pride for bridge prizes, birth- 
days, weddings, anniversaries and the many other 
special occasions. 

By using modern techniques of merchandising and 
promotion, jewelers have built a clientele and a reputa- 
tion invaluable to manufacturers of jewelry, silver- 
ware, timepieces, glassware, leather goods and other 
fine products. 

These success stories are gathered and published in 
The JEWELERS’ CIRCULAR-KEYSTONE with explanation 
and illustration so that other jewelers may take ad- 
vantage of every new trick of the trade. 

The way to gain jewelers’ interest and goodwill is to 
provide specific product information for their pro- 
motions through regular advertising in their leading 
source of business information — The JEWELERS’ 


CIRCULAR-KEYSTONE. 


To know more about the jewelry store a 
for your product, check the Jewelers’ Ci 





ircular- 
Keystone for facts and figures and merchandising 
help. 


29 E. Madison St. 


10 High St. 
Chicago 2, Ill. 


Chestnut and 56th Sts. 
Boston 10, Mass. 


Philadelphia 39, Pa. 


YOR APRIL, 1949 


iY indou Display Savitt s. Harttord. (Conn. 





® A Chilton & Publication & 
100 East 42nd Street, New York 17, N. Y. 


681 Market St. 
San Francisco 5, Calif. 


2412 West 7th St. 


420 Ind. Tr. Bidg. 
Los Angeles 5, Calif. 


Providence 3, R. }. 
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1. New Sterling Pattern 





3. "Twist" Ring 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 


4. One-Finger Filling 


[J] 1. Beautiful lace-like openwork on handles of Interna- 
tional Silver Co.'s new sterling pattern "Queen's Lace" 
was inspiration for four Paris dress designers. American 
adaptations of gowns, dresses, lingerie and negligees 
will be placed on sale at same time as "Queen's Lace.” 


_] 2. Stonewall's distinctively-styled "Tempo'' watch brace- 
let has two differently designed links alternating with 
each other. Of 1/20 12K gold filled in yellow, pink or 
white, with non-corrosive stainless steel back. Retails for 
$7.50, plus tax. Available through wholesalers only. 


3. "New Twist" ring for center stones from .06 ct. to 3 
cts. available in yellow gold ($69) or palladium ($71). 
Prices include full cut melee graduated from .02 ct. to 
.03 ct. Byard F. Brogan, 805 Sansom St., Philadelphia. 


4. New Sheaffer "Touchdown" empties, cleans, refills to 
full enlarged capacity with single light-fingered down- 
stroke. W. A. Sheaffer Pen Co., Fort Madison, lowa. 


|] 5. This double hinged emblem tie chain from Irons & Russel 
Co., Providence, R. |., combines two degrees of the Order. 
Emblems are hard enamelled on !0K gold stock with 
5. Emblem Tie Chain heavy 10K gold rope chain and 1/20 12K gold filled slide. 


4 
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La Mid SIMS SC 


THE ONLY NEW: IDEA. IN STERLING 


SILVER IN 10 YEARS 


FRANK SMITH SILVER COMPANY 


GARDNER, MASSACHUSETTS 
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GOLD 
IRIDIUM 


~~ = 


| Strictly Refiners 
Not Manufacturers 
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Are Your Sales Average? Although JC-K’s Merchandise Quiz asked jewelers to 


state which lines of merchandise had dropped off most 


(From page 192) in 1948, the answers as submitted were extremely varie. 
gated and exhibited only regional trends. They were sg, 
Although, as can be seen above, nearly 38 per cent of inconclusive as to render analysis out of the question, 


the jewelers answering considered diamond jewelry their 
most profitable line in 1948, a somewhat smaller number . : 
considered it the best bet for 1949. The following tabula- All-Out Silver Promotion 
tion shows the percentage of the total number of jewelers 
answering who considered a specific line of merchandise 
as helding the most promise for 1949: 

% of those answer- 

ing who considered 





(From page 196) 


of silverware, the Gardner newspaper advertising played 
up the store’s reputation as specialists in silver. Other 
points emphasized were the store’s large stock and ser. 


Line line best for 1949 vices offered such as engraving. 
Diamond jewelry .................. 29.0 Another valuable service Gardner offered his custom. 
Silverware ........-.----------+--> 23.49 ers was a record of their silver purchases. He keeps 
(Sterling 9.71 record on request of silver purchased by or for an indi- 
Plated 1.48 vidual so that when silver is bought as a present for this 
“Silver” 12.3) person there will be no duplication. This has proven 
Costume jewelry ................-.. 4.46 to be a volume builder, too, because he has many cus. 
_. roy eae Dee eee 3.78 tomers who are building sets of sterling by buying a 
i Ee bw yn bee Oi 2.3 few pieces of open-stock patterns at a time. 
EEO a ee ee 2.16 During the same period he utilized the promotion 
Other merchandise ................. 1.89 plans of the silverware manufacturers, making quota 
Watch attachments ................. sales that compared with larger stores in the larger cities 
Gold jewelry ates FL 5 5h ss 28M ae Oe eR eS 1.62 and in some cases even exceeding them. 
Re SS ae eee a ee 1.48 The high volume in silver sales also stimulated the 
a kl ake ls SS eed eae aatee 655 sales of fine china. Each table setting in the store em. 
EEE PIPERS PT 04. ployed one of the lines of fine china and many custom- 
| ee ee ers liked the effect of the setting so well that they bought 
Re ean eee Sareea 135 the china to go with the silver. 
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Silver Merchandising Tool 


(From page 193) 


that eleven jewelers were featuring the product to every 
one thet was not. 

Polishing is no fun—everyone who has ever had to do 
it realizes that it is simply a chore. This fact may, con- 
ceivably, be uppermost in a customer's mind, when a 
flatware pattern is being examined in your store. That 
is the time to start your educational campaign. 

Being provided with wraps and rolls of Pacific Silver 
Cloth, as well as chests lined with the tarnish preventing 
product, you can point out to the customer why tarnish 
forms and how the silver content of the cloth prevents it 
from occurring on the flatware. The factory finish can 
be retained indefinitely, you may point out, if the silver- 
ware is protected by the tarnish preventing cloth. 

Another problem which may be encountered in con- 
nection with increased silverware sales is maintaining 
your own stock in factory condition. Many jewelers 
have found that lining their flatware stock drawers with 
Pacific Silver Cloth and, at night, covering over all silver 
with the tarnish preventing cloth, cuts down their polish- 
ing cost by as much as two-thirds. 

Widely advertised in national consumer publications, 
Pacific Silver Cloth is*well known to a wide segment of 
the buying public. For this reason, it can be readily 
tied in with your silverware advertisements, window dis- 
plays and in-store displays. 


Private Salesroom 


(From page 198) 


boxes, always kept full of four popular brands of cig- 
arettes. On the jeweler’s side is a leather chair, and the 
store safe, which makes it simple for Mr. Levasseur, 
seated in his chair, to turn around and reach into the 
safe for diamonds and other items without leaving the 
private salesroom. 

In the kneehole desk are shown 60 patterns of sterling 
flatware, a dozen place settings under the glass of the case 
itself, and the rest in neat drawers on either side. For 
the convenience of the bride-to-be, there is a bride’s book 
with registry pages helping Twambley’s to jot down her 
pattern choice in every type of tableware, plus a small 
personal file to be used in later direct mail followups. 

The Silver Room, plus the selling technique used, in- 
variably makes an excellent impression on prospective 
brides, according to Mr. Levasseur, inasmuch as few Saco 
residents are accustomed to such privately-conducted, 
personal service in a jewelry store. When the bride-to-be 
comes in and asks to see silver, either Mr. Levasseur, two 
salesmen or one saleslady indicates the Silver Room, 
escorts the customer in to be comfortably seated, and 
goes around to the rear, entering the cubicle through a 
separate door. Cigarettes are offered, and the details of 
selecting pattern, price, etc., discussed in ideal privacy. 

“This quickly does away with stiff formality, especially 
with nervous young women as customers,” Mr. Levasseur 
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says. “We have found that the average engaged girl 
spends far more time in selecting her pattern, opens up 
expansively with her plans, and winds up giving us orders 
much larger than we could accomplish if she were forced 
to stand at a counter over a long period.” 


RECORD USED IN DIRECT MAIL FOLLOWUP 


During the sales period, Mr. Levasseur is always sure 
to make a permanent record of the bride’s name and 
address, anniversary date, etc., to be used for a consistent 
direct mail program thereafter. The brides’ book pages 
show any flatware pieces which were not purchased for 
the wedding by friends, of course. Thereafter, in plenty 
of time before the anniversary, Mr. Levasseur sends out 
folders on sterling flatware pieces, drawing a circle 
around the pieces which he knows the bride does not 
have, and jotting down “your pattern.” About fifty of 
these are sent out in an average month, usually addressed 
to the husband, and thus quietly suggesting an ideal 
anniversary gift for his wife. 

“A lot of husbands forget entirely about the table ser- 
vice when the anniversary rolls around,’ Mr. Levasseur 
said, “and the sterling flatware folder, properly marked, 
serves as a powerful reminder. We have received orders 
for extra pieces of sterling on many occasions after the 
family has moved away, simply because our direct mail 
was forwarded to the husband, and solved his gift prob- 
lem for him.” 

Still another form of direct mail made possible by the 
use of the Silver Room is a “guest book” which Mr. 
Levasseur asks every entering customer to sign, signify- 


ing what jewelry items they are interested in. Every page 
thus shows the names of Maine residents, whether they 
are interested in silver, diamonds, watches, open stock 
dinnerware, etc. Thumbing through this book helps to 
make up direct mail programs in which each mailing hits 
a receptive market. 

Around the first of November Mr. Levasseur mailed 
out 2000 pieces of direct mail devoted to various jewelry 
lines, which produced a long list of mail orders. As 
typical example of how this works out, a Connecticut 
woman who had bought one sterling silver bowl a: 
Twambley’s signed the guest book while at the store, and 
ordered two more bowls by mail after receiving a hand. 
some, marked folder from the store in the mail. 


ROOM USED FOR EXPENSIVE PURCHASES 


The private salesroom, naturally, is not used exclusively 
for bridal selling. “It has shown itself attractive to cus. 
tomers for almost every line in the store,” Mr. Levasseur 
explained, “for watches, diamonds, gifts, and even cos- 
tume jewelry. We do not use the room where small unit 
sales are concerned, of course, but whenever the customer 
is planning an expensive purchase. If he must establish 
a credit payment system, we always escort him back to 
the private salesroom, where the terms are discussed 
with no chance of anyone overhearing, and commenting 
about it to someone else. We always point out the room 
when selling a diamond, expensive watch, etc., and can 
readily tell when the customer wants to use it to discuss 
the purchase. The difference is that we go ahead and 
complete the sale in most instances, whereas if credit 
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must be discussed along an open counter, the customer 
‘s likely to be embarrassed and fearful someone will over- 
hear, and tell us that he'll call us later. | 

A clever display idea has helped to push the private 
salesroom along, which Mr. Levasseur worked out with 
, local photographer. This consists of a 4x3-foot heavy 
white cardboard sign on which are mounted five Photo- 
graphs, under an invitational heading which reads Come 
In and See The Silver Room.” The five photos running 
diagonally from one corner to the other, show a view of 
the room, a customer entering, Mr. Levasseur waiting 
upon a silver buyer in the room, and a view of its in- 
terior. 

“We have found that almost everyone will look at 
photographs on display in a window,” the Saco jeweler 
said, “and thus we have familiarized a lot of people with 
our silver selling methods who would not so much as 
glance inside the store otherwise.” 

After several months of operation, results have been 
excellent, Mr. Levasseur emphasized. Sales in some lines 
have been increased as much as 90 per cent while there 
has been a substantial pickup in turnover on more expen- 
sive jewelry. Customers who formerly went to other 
cities for jewelry buying are now coming to Twambley’s. 





——— 
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When John F. Oaks, winner of a recent pay-off on the 
“Stop the Music” radio program, received one of his 
major prizes, S. & N. Katz, Baltimore, Md., jeweler, made 
the most of the opportunity for favorable publicity by 
running the above news-type ad. 

The Katz firm was designated by the Gorham Com- 
pany to present to Mr. Oaks the complete sterling flatware 
service for twelve in Gorham’s “Melrose” pattern and 
twelve sterling silver goblets. 

The presentation was made by His Honor, Thomas 
D’Alesandro, Mayor of Baltimore, and officials of S. & N. 
Katz. | 

Following the presentation, the jeweler obtained per- 
mission from Mr. Oaks to display his prize in their store 
window, thus tying it in neatly with the newspaper 
publicity. 
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Sterling Sells When Seen 


(From page 200) 


in which flatware displays are slanted forward for easy 
visibility. The front case, 6 feet long, and supplied 
with two polished walnut chairs, contains 24 patterns at 
an average, the flatware slanted at an angle of 30 de- 
grees, so that it can be easily seen from the doorway, 
without standing directly over the case. In the drawers 
at either side behind the case are the additional pat- 
terns to bring the total to 38, where each can be brought 
out without getting up. All of the trays may be pulled 
out as a unit and laid atop the case for the customer’s 
inspection. 

Next, at right angles to the flatware knee-hole case, 
and immediately behind, is a second knee-hole model 
which contains all accessory and extra pieces for each 
pattern, given the benefit of the same display as basic 
flatware. Ladles, tea spoons, fork and knife sets, salad 
forks, serving forks and spoons, butter spreaders, and 
special purpose table implements are arranged here as 
tastefully as possible, so that when the customer is sold 
the starter set of flatware, it is simple to move her to 
the next knee-hole case for ordering these pieces. We 
have found through giving the same display facilities 
to each, the unit sale at the first order is always in- 
creased, and moreover, the customer is far more likely 
to order the accessory pieces in the near future. The 
result, naturally, is a larger sale per customer, more 
complete service, and a far better impression. 


Going farther, we have added three new dining room 
tables down the center of the aisle leading from the fig. 
ware department to the rear. On these we show con. 
plete table settings of china, glass and silver, changed 
at frequent intervals, which give an excellent idea of 
what any pattern will look like when the table is set. 
Where brides wish it, we set complete tables to their 
pattern choice, identifying their names if permitted, and 
spend as much as two hours in trimming up each dis 
play. The three tables, which may contain as many as 
90 items, attract women visitors at all times, we have 
found, which, of course, we encourage as much as 
possible. 

Our sterling flatware sales began increasing almost 
immediately with this better layout. To introduce the 
new department, we staged a novelty sale built around 
our 35th anniversary. During the week concerned, we 
offered to sell any item in the store with a down pay- 
ment of 35 cents, which was particularly focused on 
flatware. While this was only a novelty to impress cur 
395 years of service in customer’s minds, it attracted 
heavy traffic, and has encouraged us to plan a Silver 
Club such as has brought success in other cities. Plans 
for this are still in the making, but we intend to promote 
sterling flatware on the small down payment, small 
weekly payment basis during 1949. 


At the same time we began to boost advertising on 
the silver department. One of our most effective sales- 
builders has been six radio spot announcements per day, 
spread over twelve hours, which constantly invite home- 
owners, engaged girls and others in our trading area 
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to visit our enlarged flatware department and see new 
atterns in stock. All of them are concentrated on the 
housewife, with one program following a popular news- 
cast, particularly effective. Through these spots, we are 
trying to establish ourselves as “sterling flatware head- 
quarters” with quite a bit of success. 

Next, we have not only stepped up window display, 
but are devoting one window permanently to the depart- 
ment. This is on the right of the entrance, and shows 
exclusively fine hollowware and flatware, the hollowware 
backing up at least a dozen flatware patterns neatly 
separated and described by selling signs. We change 
patterns frequently, use novelty ideas in pulling atten- 
tion, and always get enough silver into the window 
to chime in with our “silver headquarters” theory. 

Carefully matching up hollowware with flatware, we 
have found, gets more buying attention than any other 
single theme, and therefore we’re ordering more matched 
patterns for the purpose. There is almost always a group 
of interested women at this window during shopping 
and evening hours. Manufacturers are supplying us 
with action displays, production photographs and other 
props to help with window interest. 

We are likewise using 100 per cent more newspaper 
advertising, concentrated on flatware. Under the plan, 
one display ad per week is used, containing much 
“white space” and featuring a single pattern at a time. 

Each ad shows only one piece of flatware, with em- 
phasis on the detailing of the pattern, and short, de- 
scriptive copy. These we find go farther toward dem- 
onstrating the wide choice we offer than more complete 
ads showing several patterns at once. People will read 
the description of a single pattern where they will ignore 
a cluster of them in the same ad space. 

With all of these salesbuilders in motion, we have 
likewise given a great deal more attention to the market 
represented by future marriages. We check all local 
newspapers daily, and to each girl whose engagement 
is announced, mail out three or more booklets, includ- 
ing the Etiquette of Engagement, one on sterling silver, 
and another on china and glass which we feel answer 
about all the questions the prospective bride has to ask. 
Shortly afterward we send each girl a personal letter, 
inviting her to visit the store at her convenience for 
selecting patterns, and offering to set up table settings 
for her until she has a thorough idea of what she wants. 
This latter offer, we have found, is irresistible to most 
young women, and while it takes time to set the tables, 
the effort is well worth the large-unit sales which in- 
variably result. During the bridal season we will move 
the tables near the front, and use plenty of colorful 
flowers, tablecloths, etc., to lure traffic inside. We spend 
probably twice as much time per prospective bride as 
we have in the past, and find that close personal atten- 
tion of this nature earns a lot of gratitude, passed along 
in recommendations to other girls. 

Total results of this program, as it has gathered 
momentum, has been a steady increase in the sale of 
all flatware, more store traffic, and greater pulling power 
of the store. As pointed out before, where we have 
suffered some slowing down of volume in most jewelry 
departments, the silver section continues to gain, prov- 
ing that our efforts are slanted in the right direction. 
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About That PX Question 


(From page 119) 


6. Is the “PX” justified in continuing its present prac- 
tice of placing “Special Orders” for high priced 
(frequently luxury) items running up to $300 (pur- 
chase price) per item? 

— And, what can the retailer do about these things; 
what steps should he take to correct conditions he 
considers as unfair? 

Let us consider one question at a time. 


THE WIDENING RANGE OF "PX" MERCHANDISE 


Below is a list of jewelry items which are authorized 
for stocking by Army and Air Force Exchanges under 
Army Regulation Memo 210-65-21 dated December 22, 
1947: 

“Jewelry.” 

Bracelets, $15 limit 

Charms, $4 limit 

Clips or pins, tie or collar, $7.50 limit 

Compacts, $12.50 limit 

Cuff links, $7.50 limit 

Earrings, $7.50 limit 

Identification bracelets, $15 limit 

Identification chain, $2.50 limit 

Lockets, $15 limit 

Necklaces, $15 limit 

Pins, $15 limit 

Rings, military (insignia and class type), $30 limit 

Watches, $75 limit 

Watch straps and attachments, $15 limit 


Now it is conceivable that there may be many isolated 
Army installations where the PX handling of such a com- 
prehensive stock of jewelry store merchandise might be 
a matter of necessity for the convenience of military per- 
sonnel. However, when the stores of retail jewelers situ- 
ated in towns convenient to Army installations are visited 
by military personnel to compare models and prices of 
standard merchandise which they then buy at their PX, 
there is only one logical conclusion. It is quite evident 
in such cases that that particular PX carries jewelry store 
items not as a matter of necessity, not even as a matter 
of convenience, but mainly as a means of providing such 
merchandise at discount prices while avoiding the pay- 
ment of excise taxes. In times of peace, there is no good 
reason why one segment of our society (the military) 
should enjoy this advantage over other citizens. Cer- 
tainly, none of the items listed above represent urgent, 
emergency items; need be purchased on the spur of the 
moment. 

It is our recommendation that these jewelry items be, 
not limited, but eliminated, in any PX store located in 
a camp inside of, or within ten miles of, the limits of any 
town or city. 

Because of the normal competitive conditions existing 
between retail outlets during peacetime, there should be 
no need for paternalistic protection of military personnel 
from a few unscrupulous retailers. Certainly, a conference 
of the PX officer with the local Chamber of Commerce or 
business club could clean out any such isolated bad spot 
that might exist locally. 
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In our opinion, this is an issue to be intelligently pre- 
sented before a Congressional Committee designed to 
resolve the entire “PX” situation. 


THE PX'S UNAUTHORIZED CIVILIAN CONSUMERS 


The procurement of “PX” merchandise by unauthor. 
ized civilian consumers is a sore spot, not only with 
retailers but aitso with the higher and lower echelons of 
the military. Obviously, even the enlisted personnel as 
a whole is against this illegal business. It is a case of g 
few bad operators jeopardizing the PX benefits enjoyed 
by all authorized personnel. 

The Army Exchange is anxious to stamp out this prac- 
tice and welcomes the receipt of any details on such 
infractions of Army regulations. The Army has the 
facilities for, and has many times meted out strong 
penalties on such illegal sales to consumers. 

The following letter received from Colonel William H. 
Kendall, Chief of the Army and Air Force Exchange Ser. 
vice, is evidence of this fact. 

Mr. Lansford F. King 

Editor 

The Jewelers’ Circular-Keystone 
100 East 42nd Street 

New York 17, New York 

Dear Mr. King: 

I enjoyed the opportunity of discussing Exchange prob- 
lems with you yesterday. I appreciate the fair-minded 
approach you exhibited to the many-sided question of the 
relation between Army and Air Force Exchanges and the 
retailers in communities adjacent to posts and bases, and 
I welcome this opportunity to explain our position. Ex- 
perience has proved that frequently the agitation against 
the concept of Exchanges has its roots in misinformation 
concerning the mission and function of Army and Air 
Force Exchanges. 

Exchanges are not something new. They originated as 
a spontaneous and irresistible movement among enlisted 
men and officers in the American Army in the 1880's. 
They were established as part of the Army in 1895 with 
the mission of providing items of common necessity and 
convenience to authorized customers and of generating 
profits for the welfare of military personnel. The mission 
is virtually unchanged today. 

The Exchange is, in itself, an activity which favorably 
affects the morale of servicemen. Today, however, the 
Exchange has a more important bearing on morale than 
ever before. This is due to the fact that today the Ex- 
change, in addition to being self-supporting, must pay 
over 80% of the cost of the Army and Air Force domestic 
entertainment, recreation and welfare programs. As you 
may recall, these programs were formerly supported en- 
tirely by funds appropriated by Congress. The importance 
of morale activities such as these to the community and 
to the nation are self-evident. What is not understood 1s 
that the Exchange support of these activities represents @ 
saving to the taxpayer of approximately $1.43 per month 
for each man in the Army and Air Force. 

In the matter of alleged competition, it should be noted 
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that the volume of domestic Exchange sales is approxi- 
mately $25.00 per man per month. As the average soldier 
or airman’s pay is approximately $100.00 per month, it is 
probable that a large part of the $75.00 per man per 
month balance is spent in communities adjacent to mili- 
tary installations. A recent survey showed that three- 
quarters of the amount spent in exchanges goes for 
cigarettes, tobacco products, candy, soft drinks, snack bar 
items, soda fountains and other food items. The balance 
is spread among a wide variety of merchandise including 
jewelry-type items. | 

I do not think, however, that competition for such 
jewelry as the serviceman may buy is the issue here. It 
is the possibility of diversion of sales from civilian retail 
jewelers through unauthorized persons purchasing at an 
exchange or purchasing through a friend who is author- 
ized which understandably irritates these jewelers. While 
we have no evidence that such practices exist to any con- 
siderable degree, we have established rigid control to 
remove as far as possible any opportunity for such prac- 
tices. Let me remind you, also, that we are vehemently 
opposed to these practices, as they represent business that 
we do not need and do not want. In addition, it makes 
the great majority of our customers who are honest suffer 
for the malpractices of the dishonest few. Our problem in 
this connection ts roughly comparable to the civilian 
department store’s problems with shoplifters. They fight 
it constantly and yet realize that some of it will always 
exist. 

The following steps have been taken recently to curb 
any abuse of the Exchange privileges: 

A joint Army and Air Force identification card system 
was established last year and this has been a giant stride 
toward eliminating unauthorized purchasing. 

We have in effect a regulation which restricts the scope 
of merchandise carried in Exchanges both as to the type 
of merchandise and the maximum price range permitted. 

For every purchase over $5.00 the customer is required 
to sign a sales slip giving his name, rank and serial num- 
ber, if a serviceman, and address, if a civilian, certifying 
that the item purchased is for his own personal use and 
not for resale. 

We have instituted an employee training program which 
will, among other benefits, enable sales personnel to 
become aware of the dangers of exchange abuses and to 
call such situations to the attention of the Exchange Officer 
for corrective action. 

The Inspector-Generals of the Army (and Air Force) 
spotcheck Exchanges on their periodic visits to all installa- 
tions to determine if a possibility exists for unauthorized 
purchasing. 

Army and Major Air Commanders have been informed 
of the dangers of purchasing by unauthorized customers 
through confidential letters from Department of the Army 
level. 

We have used the facilities of the Public Information 
Division to remind constantly all military personnel of 
the dangers inherent in such practices. 

We operate a country-wide educational-publicity pro- 
gram aimed at educating all military and air personnel 
as to the mission, function and operation of Exchanges, 
and stressing the responsibility oj the individual in pre- 
venting unauthorized practices. 


FOR APRIL, 1949 
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He's a fellow who used to lie awake nights 


to figure out a way to build store traffic. 
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One day the answer came to him in 
the form of a Bensteck catalog. On 


its pages were rings the likes of 


which he had never seen — that’s 
because each Benstock is an exclus- 
ive original, designed in ovr own 


factory. 


The rest of the story has been re- 


BUY BENSTOCK! 
| ‘Nanahock rings have never been known to cure insomnia = 
they just make it more pleasant! Take the typical Benstock 


peated often. Right away customers — 


flocked into his shop, atfracted by | 
those popular prices, by the hand- — 
made beauty of each of the many, | 


varied Benstock designs! 


Oh yes, the insomnia; We forgot to 


tell you that Benstock rings are priced : 4 
for profit. Now our Benstock Mer-— 
chandiser gets no more sleep then _ 


before — he lies awake figuring up 


his profits! 


RETAILERS: Ask your wholesaler 
to show you the Benstock Catalog... _ 
There's profit for you on every page! : . — 


.. the initial of @ profitable friend 
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We have provided releases to camp and base news- 
papers, as well as to the service journals, amplifying the 
message stated in our posters. 

We have prepared an Armed Forces Talk on Exchanges 
which will be a part of the compulsory on-duty time in- 
formational program of the Army, Air Forces, Navy and 
Marines, which lays great stress on the need for comply- 
ing with the restrictive regulations and eliminating un- 
authorized practices in armed services stores. 

Our field operations representatives who visit every 
Exchange periodically are instructed to check on con- 
formance to regulations in regard to authorized customers. 

In addition to the steps noted above, local commanding 


officers are authorized to take steps to curb abuses at 
local level. We have received information of instances 
where military personnel were restricted to the post or 
base, were demoted or otherwise punished; and civilian 
employees immediately dismissed for unauthorized prac- 
tices. It should be noted that full publicity is given on a 
post or base to such actions. 

In connection with our educational-publicity program 
you will be interested to know that none of this publicity 
emphasizes price comparisons with local merchants. It 
has been our practice in this matter to stress the fact that 
the Exchange is a privilege and a service, and that the 
individual benefits through the fact that his Exchange 
purchase helps support his welfare activities. 

In the Exchange courses at our Special Services School, 
Fort Monmouth, New Jersey, we have devoted two hours 
of classroom work to discussing the dangers of unauthor- 
ized purchasing and the need for greater understanding 
between Exchanges and the local civilian merchants. We 
encourage Exchange Officers to join local business groups 
and to honor all invitations to address these groups and 
provide information on Exchange activities. We have 
nothing to hide. We want and need the friendship, co- 
operation and understanding of the merchants in commu- 
nities adjacent to military installations, and we know that 
our activities are and should be complementary and not 
competitive. The policy of the Army and Air Force Ex- 
change Service is one of local procurement. This adds to 
the wealth of the community where the Exchange is lo- 
cated, Our civilian personnel are paid not from tax-money 
but from Exchange operating funds. The Exchanges hire 
local people for sales positions and thereby create a pay 
roll which is spent in the local communities. The pay roll 
of the Special Services civilian personnel is also under- 
written by Exchange funds and this money is spent locally 
as well. The equipment needed for the recreational pro- 
grams is bought locally and these funds come from Ex- 
change generated dividends. All of these have a healthy 
effect on the community. 

Currently an anonymous pamphlet attacks Exchanges 
with the implication that unauthorized purchasing is car- 
ried on to a large extent. This is denied. Although every 
means has been utilized to stamp out this practice, it is 
recognized that some infractions of the rules may still 
exist. I personally will welcome specific evidence listing 
the place and the details surrounding such malpractices 
and I assure you that expeditious investigation and cor- 
rective measures will follow. The local retailer can and 
should report such practices whenever specific instances 
are observed. 
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You realize it is difficult to consider more than the 
major points involved in this question in so limited g 
space. My staff and I will always be available to discus, 
questions which touch upon the relationship between Ex. 
changes and retailers. We desire and encourage oppor. 
tunities of resolving these difficulties. Experience has 
proved that it is misinformation concerning Exchanges 
rather than the facts which cause so many difficulties. My 
thanks again for this opportunity of providing some of 


the facts. Sincerely yours, 


(sgd) William H. Kendall 
Colonel, SpS 
Chief, Army and Air Force 


Exchange Service 


In view of the above, it is our recommendation that the 
retail jewelry associations, locally and nationally, work 
more closely with the Army in a campaign of education 
designed to get jewelers to report such “PX-to-civilian 
consumer” sales, for disciplinary action by the service 
authorities. It is recommended you transmit complete 
details of any infraction in your community as soon as 
you have the facts, to Headquarters, Army Air Force 
Exchange Service, 25 West 43rd Street, New York 18, 
N. Y., or your association headquarters. 

We also recommend that every effort be made to per- 
suade the Army to establish even more elaborate precav- 
tions and policing facilities for enforcement of their regu- 
lations, in the event illegal sales continue. The best way 
to accomplish this is for the retailer to report details of 
every case coming to his attention. If there are many 
cases for the Army to investigate, the Exchange System 
will be equipped with evidence of the necessity for stronger 
restrictions and penalties. 


NON-COLLECTION OF EXCISE TAXES 

The non-collection of excise taxes on items sold in the 
PX is a legal matter beyond the influence of the Ex- 
change Service or the Army. The decision had for some 
time been in the hands of the Attorney General of the 
United States whose office did not render a ruling on the 
subject. In view of that, Representative Carl Vinson, 
Chairman of the House Armed Services Committee, re- 
cently introduced Bill H.R. 313 which is designed to make 
Army, Navy and all service stores collect retail excise 
taxes which civilian outlets are required to collect. This 
bill, it is hoped will soon come up for hearings. It is up 
to every retailer to express his feelings on this matter by 
wire and letter, to the House Ways and Means Committee, 
as well as his own Congresman. On this issue much has 
been said about the fact that the Government cannot tax 
itself. This is true, but the tax in question is a tax on 
the consumer and not a tax on the storekeeper. 

Of course, if the excise taxes were to be removed en- 
tirely at an early date, this phase of the PX problem 
might not seem so urgent. However, it should not be 
left around unsettled, hanging in the air for another period 
of national emergency to create the same unequal taxing 
situation again. 


THE INCREASING PX MARKET 


The ever-increasing number of people who are author- 
ized to buy at PXs presents a danger about which too 
few retailers seem concerned. According to regulations, 
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all the servicemen as well as their families are, of course, 

rivileged to buy, plus the ever-growing millions of men 
‘, the Reserve and National Guard. These latter two 
ps of American citizens are said to represent about 
nt of the young veterans in your community! 

Certainly, it cannot be claimed that “PX”’ facilities are 
q necessity for Reserve or National Guard members. . It 
represents a distinct inconvenience for such people, living 
in the civilian world, to patronize the PX at an Army in- 
stallation. The only logical reason they would go to such 
trouble would be to buy at a discount, free of excise taxes. 

This broadening of the “PX” market to millions of 
“ivilian-servicemen” is an unquestioned threat to the 
continuance of “The American Way,” a destructive move 
against our system of “Free Enterprise.” 

It is our suggestion that the retailers bring the deep 
dangers of this threat to the attention of Congress and 
calmly demonstrate that it is a move definitely against 
the best interests of the citizens as a whole. 


grou 
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PX SALES AT LESS THAN FAIR TRADED PRICES 


The paradox of Fair Traded items (protected by States’ 
Fair Trade Laws) being sold below Fair Trade prices by 
an instrumentality of the Federal Government is a matter 
beyond the powers of the military. The procurement 
officers of the “PXs” like all buyers, are anxious to stock 
their shelves with nationally advertised, brand name prod- 
ucts. It is not possible for them to guarantee the main- 
tenance of a retail price. 

Therefore, some manufacturers have thus far refused 
to sell to the Army Exchange. 


The following is a statement from the Elgin National 
Watch Co. stating their position. 

“In a circular recently distributed to the trade, which 
came to our attention yesterday (February 19, 1949), state- 
ments are made to the effect that this company is about to 
make a deal to sell its watches to Post Exchanges and 
Ship’s Service stores. 

“We want you to know that the Elgin National Watch 
Company has not been selling these outlets, and that there 
are no negotiations pending to sell them. 

“The circular to which we refer is entitled, ‘Wake Up 
Now and Fight!’ and was issued by the Jeweler’s Com- 
mittee Against Unfair Competition by Nationally Adver- 
tised Watch and Jewelry Manufacturers. There is nothing 
to indicate who these people are, nor have we been able, 
thus far, to find out.” 


(Sgd.) Howard D. Schaeffer 
Vice-President 


Others finding themselves in a position which, they be- 
lieve, offers them small choice in the matter have felt it 
advisable to make their products available to servicemen 
through the “PX.” The following statement clearly ex- 
plains the reasoning of the Parker Pen Company on this. 


STATEMENT OF POLICY 
U.S. MILITARY ESTABLISHMENTS 


“There have been three national emergencies involving 
armed conflict during the lifetime of this company. The 
maintenance of a strong military organization seems vital 
to the prevention of future wars. Thus, a statement of 
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No matter how old the watch, we can give 
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220 W. 5TH ST. 
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657 MISSION ST. 
SAN FRANCISCO, CALIF. 


1440 BROADWAY 
OAKLAND, CALIF. 


SEABOARD BLDG. 
SEATTLE, WASH. 


UNIVERSITY BLDG. 
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KIRK DIAL CO. 
DALLAS, TEXAS 


ALAKEA & HOTEL ST. 
HONOLULU, T. H. 


VANCOUVER, B. C. 
TORONTO, CANADA 


1103 GRAND AVE. 
KANSAS CITY, MO. 


717 LIBERTY AVE. 
PITTSBURGH, PA. 


15% HOUSTON ST. N. E. 
ATLANTA, GA. 








FOR APRIL, 1949 


219 



















ENLARGED 
TO SHOW 
DETAIL 


ORDER #W1105/5 E 


5 DIAMOND 
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JEWELERS POCKET REFERENCE BOOK 





*. ...-. has all the answers 


A Sure-Fire 
Buying and Selling 
Aid for Jewelers 


975 


Accurate, reliable, quick 
answers to your every- 
day problems and ques- 
tions...tables, photo- 
graphs, maps, glossary 
at your fingertips in one 
handy, pocket-size 
compendium. 





Available from the Institute or Your Regular Supply House 


ORDER YOUR COPY TODAY! 
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this company’s policy regarding the conduct of business 
with military stores is provided for the information ang 
guidance of all concerned. 

“This company believes that the needs and desires of 
the men and women in military service deserve every con. 
sideration because of the hazardous and rigorous nature 
of their responsibilities and because their functions are 
devoted entirely to the national welfare. 

“Our products are made available to military personne} 
in Post Exchanges and Ships’ Service Stores. We canno: 
nor do we attempt to control the price because the stores 
are operated on a no-profit basis. We do not condone, in 
fact we try to prevent, the sale of our products in military 
stores to civilians. Whenever specific malpractices come 
to our attention we make the evidence available immedj. 
ately to the responsible authorities at the particular milj- 
tary establishment so that corrective measures can be 
undertaken. 

“Our policy, in substance, is not at variance with the 
other major pen companies whose products are to be 
found in, or have been offered to, Army Post Exchanges 
and Naval Ships’ Service Stores. 

“In the conduct of business with military stores, we 
are convinced that the morale of servicemen and women 
should be of prime concern. It bears directly and heavily 
on their capabilities and proficiencies. In turn, morale 
depends in great measure on a bridging of the distance 
and time between service people and their families and a 
bridging of the circumstances separating them from civil- 
ian modes of relatively unregimented life. 

“One means of bridging the abyss has proven to be 
personal correspondence. Fortunately, a high degree of 
importance was attached by American military leaders to 
the two-way flow of mail across continents and oceans 
during the two most recent global conflicts. This was ex- 
tremely beneficial to not only pen and ink manufacturers 
but to retailers. ONLY BECAUSE OF THIS CONVIC. 
TION AT THE POLICY LEVEL OF THE ARMY AND 
NAVY WAS THE WRITING INSTRUMENT INDUS- 
TRY CONSIDERED ‘ESSENTIAL’ AND PERMITTED 
TO CONTINUE THE USE OF SCARCE MATERIALS 
DURING THE LAST WAR. This company and the re- 
tailers cannot easily forget a mutual debt of gratitude 
to the military authorities. | 

“This company’s policy with regard to military busi- 
ness is not now, nor has it ever been, shaped primarily by 
the profit motive. It was our privilege during the war to 
engage in the production of rocket fuses and many other 
munitions parts. Kenneth Parker stated at the time those 
wartime tasks were started that this company would not 
undertake to derive one cent of profit from them. That 
was long prior to any practice of contract renegotiation. 
Literally millions of rocket fuses alone were produced for 
the U. S. Navy at a cost lower than any other fabricator. 
The entire Parker program of war goods production 
eventuated with a profit of less than one-half of one per 
cent. The only reason that a single dollar of profit mate- 
rialized was because we could not figure the job any closer 
to the zero mark. Of all 86,000 U. S. war plants, 4299 
received the Army-Navy E Award. This company received 
it three times, being one of only 1810 such recipients. We 
were proud of that wartime record. We are now. 

“During war years of scarcity there is constant and 
perhaps increased danger of unethical business practices. 
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Unscrupulous or misguided individuals motivated by 
greed have a record of attempting to profiteer whenever 
the opportunities are greal and the risks small. 

“This company deprecated wartime black or grey mar- 
ket activities as a matter of policy. We joined whole- 
heartedly with the legally constituted authorities in mea- 
sures to suppress and eradicate them. 

“Likewise in times which are not characterized by na- 
tional emergency there has been evidence pointing to 
misuse and abuse of the privileges and considerations 
extended in good faith to servicemen and women. This 
company also deprecates these situations wherein the 


benefits intended for service people only are distorted to | 


include civilians with a consequent disturbance to regular 
business competition and in conflict with Fair Trade prac- 
tices. 

“In both of these equally deplorable conditions, the 
guilt is difficult to isolate and assess. Remedial measures 
undertaken by manufacturers, retailers or government 
store employes have proven insufficient in most instances. 
This company has reported abuses and has urged action. 
But it must be admitted that results are temporary and 
often inadequate. We believe that the proper marketing 
of writing instruments is clearly defined in military regu- 
lations and in U. S. laws. Therefore, we urge a more 
rigid enforcement of these established regulations and 
laws by the attitude and insistence of Congress. If neces- 


sary we favor a more harsh schedule of penalties against | 


offenders. 


“We give our full support to any movement or group | 


undertaking to eliminate abuses of trade regulations and 
laws by action of duly elected representatives in the Con- 
gress of the United States.” 

Other manufacturers have established a compromise 
with the “PX” by making their products available only 
to military stores abroad, and will not sell to any PX 
within the limits of continental U.S.A. Such is the case 
with Bulova Watch Company, who have stated as follows: 

“We do not sell our watches to either Army Post Ex- 
changes or Naval Ship Stores in the continental limits 
of the United States. We do supply a limited quantity of 
watches to both the Army and Navy for overseas use 
exclusively. 

“We have learned, however, that Bulova watches are 


being sold in these United States installations and we | 


know that the sources of these watches are varied and 
numerous. 

“We are therefore trying, wherever possible, to elimi- 
nate any possible abuses, in line with our policy.” 

Following is a statement on the matter authorized by 
the Longines-Wittnauer Watch Co., Inc.: 

“We do not supply our watches to any Post Exchanges 
or Ships Service Stores in this country, nor have we 
authorized any individual or company to distribute our 
products to such Exchanges or Stores.” 

Our recommendation on this issue is to get sound 
legal advice as to the best way to cut the red tape sur- 
rounding a Government instrumentality and press for a 
decision which would cause the PX to maintain prices on 
Fair Trade items. 

Certainly, any manufacturer who has demonstrated 
his good intentions and his belief in Fair Trade by estab- 
lishing Fair Trade contracts, would prefer that his estab- 
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“Follow through” adds yardage to a golf 
drive. And follow through in selecting a 


refiner who has a long established record 


for integrity and efficient service, will get 


you more out of your drive for old gold, 


silver and platinum. You can count on top 
profit when you send your old gold, silver 
and platinum to Handy & Harman —be- 
cause, through years of research and expe- 
rience, Handy & Harman has acquired the 
technical know-how and the facilities 





| needed to recover full value from old 


precious metal articles. 


“FOLLOW THROUGH” WITH YOUR NEXT LOT 


to Handy & Harman—and compare service 
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PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, ILL. 
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WANTED 


exclusive representatives for 
our line of 


SOLID BRONZE 
PLAQUES —TABLETS—HONOR ROLLS 


As one of the oldest and foremost producers of solid 
bronze tablets, memorial plaques, honor rolls, signs and 
other ornamental metal work, we are interested in appoint- 
ing exclusive representatives in a number of areas. We 
have a complete line of basic stock designs of unsur- 
passed beauty and workmanship. Liberal discount arrange- 
ment. No investment or stock required. To qualify you 
must enjoy a good reputation and be able to supply credit 
references. Advertising inquiries from local area will be 
supplied. For complete proposition write us on your busi- 
ness stationery. 


TABLET DIVISION 


GENERAL BRONZE CORPORATION 
491 Stewart Avenue Garden City, N. Y. 














For 31 years we have been making 


ROSARIES 


and Church Goods 


Naturally we are proud of the 
lines we show today. 


Rosaries in real rock crystal. 
Also finest machine cut white 
crystal in many shapes and pastel 
colors. Odd shapes in all Sterling 
and Gold Filled. 


$900 to $9Q00 


Per dozen. 
EACH NICELY BOXED 


Sample Selections for Your Approval 
In Time for Easter 


COUPE, MURPHY CO. 


Manufacturers of Rosary Beads, Medals and Crosses 


86 WEYBOSSETT ST. 
PROVIDENCE, R. I. 
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lished retail prices be maintained in all outlets, including 
the military. Certainly such manufacturers do not wan 
to disturb the members of an important segment of their 
established distributive system—the jeweler of America, 

We even believe the military would have no strong 
objections to maintaining Fair Trade prices. For, though 
profits are limited in the PX operation, they are limiteg 
on a storewide basis. Therefore, if they made a higher 
profit on a few items, they would only have to reduce 
the profits on a few others (cigarettes, for example) to 
bring their overall profit down to the prescribed limit. 

This would seem to be a far from hopeless situation, 
one which could conceivably be worked out, if the retaj}. 
ers can agree on a concerted plan of action and a clear 
definition of their wishes in the matter, and then present 
them through the proper channels. 


SPECIAL ORDERS UP TO $300 PROCUREMENT PRICE 


If you want a wardrobe trunk, an engagement ring, s 
fur coat, an alligator hand bag, or a diamond studded 
wrist watch and you are one of those authorized to buy 
at a PX, you can place a “special order” with your PX, if 
the PX doesn’t have to pay over $300 (exclusive of ex. 
press and handling charges) for your item. What’s more, 
you will only have to pay a maximum of 10 per cent on 
top of the procurement price for the PX’s trouble in get. 
ting the merchandise to you. That shouldn’t be too pain. 
ful, however, when you consider that you will not be 
asked to pay the 20 per cent excise tax which the citizen 
retailer would be obliged to collect from you if he sold 
you the same item at say $420, plus tax. As to whether 
such “special orders’ are a necessity for morale, con- 
venience, or any other good reason, we are in great 
doubt. Certainly, such practices are not necessary by 
military personnel, in order to keep body and soul to- 
gether, or maintain a decent level of living. According to 
the Army’s own figures, a low rating private who receives 
$75 a month cash base pay is better off than the average 
civilian industrial worker. The average civilian industrial 
worker receives $191 a month, has little if anything left 
after paying his expenses. The $75 private in the Army 
whose monthly expenses need not run over $36.50, has 
money left to bank. If the time ever comes when our 
military personnel are forced to reduce themselves to 
chiseling in order to maintain a decent standard of living, 
then the time will be here to raise their salaries, and in- 
crease taxes to pay them. That way neither retailers nor 
any other particular group of businessmen will be bearing 
the brunt of the deficiency. 

As for the question of special orders, the above should 
suffice for we are of the opinion that no one, even those 
in authority in the PX system, would try to defend it as 
anything other than a-means of purchasing high priced 
merchandise at discount prices, and avoiding the payment 
of Federal excise taxes. 

The argument has been advanced by some military men 
that there is a necessity for special orders because of the 
isolated position of many camps. We are wondering how 
farmers make their purchases without access to the PX 
special order system. We also think such a defense looks 
rather silly when Army wives are known to regularly 
visit retail stores in towns adjacent to camps just to shop 
for manufacturers numbers which are given to PX officers 
for procurement on special orders. Succinctly, if they 
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can shop in regular, tax-paying, free enterprise retail 
establishments in town, they can buy there too! 

We have a feeling that the PX System itself would 
welcome the elimination of the special order nuisance. 
Certainly, we know from our own merchandising experi- 
ence that they must lose money on a cost plus 10 per cent 
basis of selling. Also we'll bet they have plenty of trouble 
in that department, as anyone knows, who has ever bought 
someone something “for wholesale.” 

Again here is a problem to be presented to a Con- 
gressional committee which can get Army officials to 
recognize these inequitable conditions and correct them. 

And there you have it—with recommendations for 
procedures, which could produce relief from unfair con- 
ditions resulting from PX operations. 

If the retail jewelers of America can organize their 
efforts through the local and national retail associations 
to present an intelligent front, progress can be made. 
Here is another example of a tradewide condition which 
calls for a strong, well organized, unified front by the 
retail jewelry industry. Here is another case where one 
good overall, united jewelry organization might be strong 
enough, resourceful enough to get favorable action. 

If the retailers will prepare their case and push it firmly 
but calmly the “PX” situation can be controlled. If, 
however, they prefer to spend their energies on invective 
and repetitious recitals of grievances; if they follow hot 
heads instead of cool reasoning, they will at best get polite 
brushoffs and regrets, at worst, they will be ignored. 

The choice is yours. Don’t leave it to the jeweler down 
the street. He may be leaving it to you. 





Ads Dramatize Asset of Store Name 


What’s in a name? When it is the name of a jewelry 
store, there should be a lot behind it. Too few customers 
realize that the integrity of the store from which they buy 
is an important factor in every sale. That’s why institu- 
tional advertising is often a good thing for jewelers. 

When the budget won’t permit big, page-size advertise- 
ments the jeweler can still do an effective job of selling 
the asset of his name as something the customer should 
have in every purchase. That’s what Antin’s, New Or- 
leans jewelry store located on busy Baronne Street in 
the downtown business district, is doing with a small- 
scale, but highly effective, institutional advertising cam- 
paign. 

One of Antin’s institutional insertions was only one 
column wide and some fifty agate lines deep, but it 
grabbed for the newspaper reader’s attention with a black 
border that made the copy stand out on the page. In 
short, to-the-point copy, the ad explained “The Asset of a 
Name.” 

The asset of the jeweler’s name is—or should be—an 
important factor in the sale of diamonds and other old 
jewelry. Peddlers who buy up old gold and old diamonds 
knock on every customer’s door at least once. In order 
to sell the people of New Orleans the idea that it’s better 
to say, “no thanks,” slam the door, and then bring their 
jewelry to an established store that will always give a fair 
deal, Antin’s sells the importance of its name in other 
institutional advertisements. These run with fair regu- 
larity in the three New Orleans newspapers. 
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© Consistently advertised in Saturday 
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of 


LIGHTER 


BEATT 









TILTED—2 2” flame jets 


down into pipe 


UPRIGHT — Perfect flame 


for cigarettes and cigars 











Sure Fire 
Sales for You! 


The only lighter with the 
flame you can point. 


Evening Post, Collier's, Newsweek, 
New Yorker, with increased sched- 
ules for 1949! 


® More and more pipe smokers in- 

sisting on the unique Beattie Jet 
Lighters have sent our sales to an 

Send this all time high! 


coupon for 


® Get your share of this business 
and stock up on all models— 

retailing from $5.00 to 
$22.50! 


Also Beattie extra large fiints, 
retailing 25c per package. 


complete price 
list and discount 
list for Beattie Jet 





Lighters and Flints 


— 


Beattie Jet Products Inc., Box 1! 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 





Name ET Ne ae Ss. es 





TL ae TR ee eee ee Re eS i 





Address 
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1. Crystal Ash Trays 





2. Traveler's Jewel Case 





3. Chinese Wine Jug 


4. Leather Card Sets 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[J 1. Pieces from a new handcrafted line of utility and dec- 

orative items in heavy crystal glass, the 6" ash tray is 3- 
lipped, the 7" tray is 2-lipped. Either may be retailed at $5. 
Manufactured by Fostoria Glass Co., Moundsville, W. Va. 


2. Jewel case for the traveler—made in taffeta or velvet 
and lined with contrasting material in an assortment of 
colors. To be retailed from $5 to $8 each, approximately. 


They are distributed by Clarice Unger, 225 5th Ave., N. Y. 


|] 3. One of modern adaptations of Chinese designs devel- 
oped by Cedeco, new ceramic firm, this “Pot of Happi- 
ness’ for wine or liquors retails at $5 or, hand-decorated, 
for $10. Distributor, Cauman, 161 Lexington Ave., N. Y. 


| 4. Card set #705—small metal "books and "book-end" 
covered with fine Morocco leather in various colors, or 
ivory cowhide; price $39 a doz. sets; without cards, $28.20 
a doz. From A. C. Thomas & Co., Inc., 33 W. 30th St., N. Y. 





[] 5. Shown here are three from a series of six patterns in 
. : "Baronet" china dinnerware from Bavaria, carried in open 
i ene ears stock, open stock assortments, and in 63 or 93-piece sets. 
Sold by Fisher, Bruce & Co., 219 Market St., Philadelphia. 
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Bound to stimulate glassware sales, 
these stunning handmade pieces 
from TIFFIN craftsmen are not 
only decorative but useful, too. 


People are shopping for wedding 
presents and other gifts today, 
tomorrow, every day! 

Attract your share of this business 
with these and other TIFFIN 
premium quality leaded - 

crystal glassware. 


are 
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Time your window and counter 
displays and local advertising to get 
the greatest benefit... 

“As advertised in the May issue of. 
HOUSE & GARDEN” 

(Qn sale around April 20th) 


UNITED STATES 
GLASS COMPANY 


TIFFIN, OHIO 


Makers of 
TIFFIN and GLASSPORT fine Glassware 
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Hand Painted Bone China 





2. Majolica Relish Dishes 





3. Crystal Serving Accessories 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


4. Bavarian China "Plowman" 

[ ] 1. Handpainted on the fluted Chelsea shape in Spode bone 
china, this is the "Chelsea Gardens" pattern, a soft-toned 
floral suited to Victorian and Eighteenth Century settings. 
From Copeland & Thompson, Inc., 206 Fifth Ave., New York. 


[J] 2. Relish dishes in "Rooster design in Italian majolica 
made for the home bar and general utility—$4.50 each re- 
tail for 2-section and $6 each for 3-section pieces. Sold 
exclusively by Koscherak Bros., Inc., 129 5th Ave., New York. 


[] 3. Brand-new is this "Pearl Edge" shape in Tiffin crystal 
glass, with its simple tri-pearl motif developed in a com- 
prehensive line of serving pieces and accessories. Introduced 
in January by the United States Glass Co., Tiffin; Ohio. 


[ ] 4. One from a generous assortment of figurines modeled in 
Bavarian china, this unusual design is "The Plowman.” It is 
8!/,"" in length and 6" in height, and may be retailed for $15. 
Sold by Ebeling & Reuss Co., 707 Chestnut Si., Philadelphia. 





5. Jam Jar and Cheese Service |] 5. Included in assortment of Buenilum hostess accessories 


are this 5!/." jam jar with glass container and spoon, retail 
$5; and covered cheese service with 7" cheese board, retail 


$6.50. From Breslauer-Underberg, Inc., 225 5th Ave., N. Y.C. 
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For the Bride’s Table 
Se ... for Wedding Gifts 


America’s most wanted hand- 
0 crafted, hand-cut table crystal 





. . e gee 
Stemware items retail at approximately ad 
$30.00 dozen eqs 





rts Impérial's 
~ hand cut 


Ga 
] 


&, 


Fs pattern 


: 


| Rock crystal cutting on Candlewick! 

wee If it appeals to you, as it does to Brides 

of today, tomorrow and yesterday, write 

to Imperial’s Sales Department, CJ, and 

their nearest representative will contact 

you immediately. There are sales, pres- . 
tige and profit in this exclusive, patent- 
protected, open-stock line. 


IMPERIAL GLASS CORPORATION 
Bellaire, Ohio 





“My 

/, Makers of hand-crafted Cape 
i Cod, Twist, Etiquette and other 
(\ nationally advertised patterns. 
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. Hand Enameled Dinnerware 


toned 


2. Glass Candle Holders 





3. Swedish Cut Crystal Vases 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 





4. Shaving Brush Holder 
[ ] 1. "Rock Rose," delicately drawn design of flowers from 
an English garden—one of a group of new underglaze pat- 
terns, hand-enameled, in Booth's dinnerware from England. 


Sold by Midhurst Importing Corp., 15 East 26th St., N. Y. 


[_] 2. These beguiling new candleholders are in the “Candle- 
wick"’ pattern in glass. The round model may be retailed 
at about $2 a pair, while the heart-shaped design retails at 
$3.50 a pair. By the Imperial Glass Corp., Bellaire, Ohio. 


|] 3. Swedish crystal vases with heavy bases, hand-cut in 
"Eagle" or "Fawn" designs; two sizes in each pattern—6' 
size retails at $7.50 each; 8" size for $15 each. Imported 
by R. F. Brodegaard & Co., Inc., 225 5th Ave., New York. 


|] 4. "Gay Old Blade'""—reproduction of half shaving mug with 
patented ring to hold brush for draining and space for used 
blades. May be hung on wall or set upright. $13.20 a dozen 
wholesale. Sold by Sun Glo Studios, 225 5th Ave., New York. 





[|] 5. Correlated accessories and flatware in modern styling. 
‘ Made of metal with copper or brass finish. Flatware re- 
ee ne tails at $21 for six 4-piece settings; centerpiece, retail $10. 
Manufactured by Jenfred Ware, 38 West 32nd St., New York. 
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Father's Day 





ZA A \ apes ees ; 
= Whether it's the Little Gift Season , 
Christmas, Back to School, or somebody's birthday... 
It's the time to make profits 
with the Gass line. 
Every Day is Gift Day... 


Cash in 





x on National Advertising 
I and Dealer Aids! 


: - Cash in on National Gift Promotions! 
4 And Cash in 


on quality merchandise 


that sells! 


wales 


366-5th Ave., New York 1 


In other words... 
CASH IN ON 
THE Aas LINE 
IN ’49! 





Manufactured by C. J. Bates & Son. Factory: Chester, Conn. Showrooms: 366 - 5th Ave., New York 1, N.Y. 
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2. Gold Sport Motifs 





Jae 


4. Chinese Modern Clock 


"Flowers of Hawaii" 








1. Leather Desk Accessories 





3. Ceramic Child Figures 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


LJ] 1. Waste basket, desk basket and pad—part of new line of 


(J 


real leather accessories in various colors, with 24K gold 
tooling. Waste basket, $3.95 retail; desk pad and basket, 
$1.95 each. By Tory Mfg. Co., Inc., 389 5th Ave., New York. 


2. New drinking accessories — shakers, highballs, pilsners, 
ales, and old-fashioneds—decorated with 24K gold patterns 
showing action in 8 popular sports; sold in mixed or match- 
ing sets. Created by Silver City Glass Co., Meriden, Conn. 


3. Captivating small-boy figurines hand-decorated in rich, 
natural colors—a portion of the line of Knight Ceramics 
now being imported from Europe. Boy-on-scocter is 9!/2" tall. 
From the Hudson Commercial Co., Inc., 225 5th Ave., N. Y.C. 


4. Chinese modern clock 12!/2" in height, finished in black 
lacquer with Chinese scene hand-applied in silver leaf and 
shadowy colors. Electrified, the clock may be retailed at 
$27. Distributed by Rubel & Co., 225 5th Avenue, New York. 


5. Introduced this spring—''Flowers of Hawaii’ dinnerware 
line decorated with six exotic island flowers authentically 
reproduced in brilliant colorings. Created by Santa Anita 
Potteries Div. of National Silver Co., 295 5th Ave., N. Y. C. 
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Beautiful, unusual, color-bright, sales-right Zippo Lighters ! 

They've got that come-and-buy-me look .. . these brand 
new, grand new lighter cases by ZIPPO. The sparkle- 
bright designs are hand-engraved—hand-painted with 
true-to-nature brilliance—electro-baked ceramic paints 
for permanency. Your customers will eye them — buy 
them—for ZIPPO’S ‘‘Town and Country” cases are the 
newest, smartest, most appealing designs in years! 


They’re made the Zippo way! 


They've got a new look... but the “‘works’’ are made 
the way that made lighter history. ‘Town and 
Country”’ models are built like all ZIPPOS—so perfectly 
they're guaranteed for life . . . will never costa penny 
to repair. When you sell a ZIPPO you make a friend! 





SEPTER PHEASANT LILY POND 


ZIP GO YOUR SALES WITH 


And ZIPPO'S going to town on ‘‘Town and Country" in 


"49... featuring this line regularly in big national ads 
in big national magazines! See your distributor about 
these sales-right ZIPPOS, or order direct. . . . Retail SF 
$7.50 each, less usual trade discount. Also available 


on special order in #10 table model —retail $13.50 
each, less usual trade discount. ZIPPO MANUFACTURING COMPANY, BRADFORD, PENNSYLVANIA 
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Hand-decoraled Demitasse Sola m 


Write for comp tal dosoriplive: 
Catalog and. Phice List today. 
Weissman, Inc. 49 West 23 Streit, Vw You 
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by MADELINE LOVE 


Q* hears much talk and sees much wordage aboy 
the great increase in consumer sales resistance to 
the higher quality lines of china, glass and giftware. 
Department stores are particularly eloquent about the 
situation and many buyers are to be heard, these days, 
exclaiming that their customers are refusing to pay the 
prices hail for merchandise which, until lately, simply 

“walked out of the store.” Good-quality china and glass 
is pricing itself right out of the market, one such buyer 
says, and he adds that if this merchandise is to be moved, 
‘“‘we must do some active selling.” And in order to save 
his department and his sales force from such a fate, he js 
constantly on the lookout for promotional merchandise— 
something which he can offer to his customers as a bar. 
gain(?), and which, therefore, needs little or no selling 
effort. 

Are the department stores in your town thinking along 
these lines? If they are, doesn’t it seem to present some- 
thing of a challenge to you, as a jeweler, to go out and 
garner some of the business which the department says 
is so hard to get? 

You are accustomed to dealing in costly merchandise. 
You know how to sell the customer who is hesitant about 
spending quite so much money. You have learned the 
importance of knowing a great deal about your wares so 
that you can give sound and logical reasons why good 
quality is the best investment. In short, you are always 
doing “active selling,” so it will mean no change of pace 
for you to try to pick up some of the sales which other 
types of stores are finding too tough for them. 





% % * 


There have been years, and not so long ago, too, when 
the business done at the recent gift shows would have 
been regarded with starry-eyed joy. A great many orders 
were red ‘ed at nearly all of the markets, and in the aggre- 
gate, they make a comfortable total. It is true that lots 
of the orders were small and the gentle art of salesman- 
ship was needed to get them, with price presenting the 
ereatest obstacle. But taken all together, the show picture 
indicates that the average retailer honestly expects bust- 
ness to be pretty good during the months ahead. 


s 
x*% 


Speaking of shows—the possibility of there being a 
china and glassware show in Pittsburgh next summer 
seems remote. Retailers asked for an opinion on the mat- 
ter were mostly against it, in view of the show already 
scheduled for New York in July under George Little man- 
agement. Plans for a Pittsburgh show were nebulous any- 
way, and the chances seem good that the Associated Glass 
and Pottery Manufacturers, who would have sponsored 
it, will bow to the wishes of the stores and abandon the 
project. 


3 % % 


On page 192 in this issue you will find a detailed analy- 
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inet TING CARDS * LEATHER GOODS x 
HOLIDAY DECORATIONS « 
ZIPPER RING BINDERS * 
TELEPHONE ACCESSORIES 
PAPER CUPS * ASH TRAYS 
GIFT WRAPPINGS AND TIES 
CAMES AND ACCESSORIES « 
PARTY BOOKS AND SET-UPS 
TRADING CARDS AND ALBUMS 
CHRISTMAS TAGS AND SEALS 
SCHOOL SUPPLIES AND BAGS 
PLAYING CARDS * BOOK ENDS 
PLACE CARDS AND TALLIES x 
PARTY FAVORS * CASH BOXES 
CHRISTMAS TREE, DECORATIONS 
DESK LAMPS * PAPER NAPKINS 
OFFICE SUPPLIES x CALENDARS 
BOOK MARKS * CHILDREN'S BOOKS 
DIARIES AND APPOINTMENT BOOKS 
INVITATIONS AND ANNOUNCEMENTS 
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WASTE 
BILLFOLDS: x 
SOCIAL STATIONERY 
GEOGRAPHICAL GLOBE: 
ARTISTS MATERIALS x 
TRADE PUBLICATIONS 
PENCIL SHARPENERS 
MUSICAL NOVELTIES 
STAPLING MACHINES 
DESK ACCESSORIES 
FILING CABINETS 
RIBBONS «x BANKS 
MAGAZINE RACKS 
ACETATE BOXES x 
PENCIL CASES x 
DICTIONARIES x 
BOOK MATCHES 
CARD TABLE COVERS x WRITING SETS 
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BOOK MATCHES *x DESK CLOCKS «x SMOKING STANDS x LUNCH KITS «x JEWEL BOXES *« BOOK MARKS 











Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 


Tale Meniteli-cigleiMmel-tel(-ta9 
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GOOD PROMOTIONAL WATCH 


17-J CHRONOGRAPH 


Strapped and Boxed 


TERRIFIC $16: 50 


VALUE ee 
@ Steel Back, Chrome Top yf ge la 
@ 30-Minute Recorder Pe el) oe Ne 
@ Radium Dial @ Double Push Pins 
Cash in on the strong demand 
for this fine quality Hahn 
movement 1234 ligne lever 
watch. Mats Supplied for 
Local Advertising. 

All materials available 


Watch Importer : 
29 Forsyth St., New York 2, N. Y. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 





Fine English Earthenware 


ENGLAND 


sPout . . 
> ~PELARCSC ’ 
ARCS CHINA English Bone China 


Lowestoft Stone Ching 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


¢ 


Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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Bue BERRIES gently harmonize 


_with gray leaves on a softly tinted 


gray ground, gracefully accentuated by 


a white embossed gadion. 


One of MONTICELLO’S new con- 
temporary dinnerware interpretations 


made in America for modern day living. 


Available in open stock for Early Spring 
Delivery. A 5 piece Starter Set 


retails for 


$4.85 


HERMAN GC. KUPPER, 1: 


39-41 West 23rd Street 
New York 10, N. Y. 
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sis (“Are Your Sales Average?”) of returns on a ques- 
tionnaire recently sent out to a cross-section group of 
jewelers, and the findings are of much interest to the 
china and glass field. For instance, among all the varioys 
types of merchandise carried by the jeweler, china placed 
high among lines which increased most in volume during 
1948, with glassware following close behind. China was 
also given an excellent rating among the lines which offer 


the best sales possibilities for 1949. 


*% *% x 


Mrs. Bertha Knight, of the Hudson Commercial Co, 
New York, has announced the acquisition of two new tas. 
ported lines. One is a series of figures made by a new 
method of simulating china, and the other is a line of 
bronze and ivory figures. The company has moved from 
its 23rd Street address to new quarters at 225 Fifth 


Avenue. 
$¢ * + 


R. F. Brodegaard & Co., Inc., importers of Swedish 
crystal glass and Danish silverware, will move this spring 
to new and larger quarters on the twelfth floor of 225 
Fifth Avenue, New York. The firm will have two rooms, 
1215 and 1217, completely redecorated for the most ad- 
vantageous display of the merchandise. 


hy % + 


A collection of Swedish artware in both stoneware and 
china, manufactured by A/V Rorstrands Porslinsfabriker, 
in Sweden, was on display from February 10 to 18 at 
the Hotel McAlpin, New York, under the supervision of 
the factory’s sales director, Birger Isakson. The factory 
is represented in this country by the Vaco Co., New York. 


% *% * 


Beth Weissman, Inc., of New York, importers and 
manufacturers of Bethwood Royal China lamps and ac- 
cessories, has appointed Morris B. Greener as sales repre- 
sentative in Baltimore, Philadelphia, and Washington; 
and Roy Rustin in the Texas-Oklahoma district. 


* * * 


Joseph R. Marpet has joined the sales organization of 
Marks & Rosenfeld, Inc., New York importers and repre- 
sentatives, making his headquarters at the New York 
offices. Mr. Marpet was formerly eastern sales represen- 
tative for the American Ceramics Corp. and the Century 
Glasscraft Co. 

* 7 * 

John Goodman, New York, is now representative for 
the Franco-American Porcelain Corp., a line of Limoges 
china accessories. He is also exclusive representative for 
the Amzo China Co., importers of Mitterteich Bavarian 
china. 

* % * 

Ebeling & Reuss Co., Philadelphia, has announced that 
Paul J. Wahlstrom is now the firm’s traveling representa- 
tive in New England and New York State, making his 


headquarters in Boston. 
¥ ¥ * 


C. Howard Smith has been named representative for 
the Grammes Colorplate Etchware in the midwest terri- 
tory, and will display the ware in his showroom in 
Chicago’s Merchandise Mart. 
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NEW ‘PIXIE’ CAMERA 
FITS ON WRIST! 


SENSATIONAL TINY CAMERA 
BUILDS TRAFFIC and PROFITS! 


| Designed for Fast, 























TINY “PIXIE” CAMERA MAKES 
BIG PICTURES THIS SIZE! 








AMERICA’S ONLY 
MAGAZINE LOAD 
STILL CAMERA 


_f4, Pixie is easy and 
uae quick to load. Just 
> W slip in film maga- 
zine —that is all. 
No film thread- 
ing, no dust, no lint, no spots, 
no scratches—for big, clear 
pictures. Instant interchange 
of Color and B&W film. No 
other still camera offers this 
exclusive Pixie feature! 


ACTUAL SIZE 
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PIXIE, the camera so tiny you 
can wear it on your wrist, 
actually makes big pictures. 
Color prints are 24%4x3” (size 
shown above) and B&W are 
even larger—214x3\4”! And 
Pixie pictures are priced 
for the Mass Market! Color 
prints are 3 for $1—film $1.29 
for 14 color transparencies. 
B&W film and 14 prints are 
$1.29. You make a full 40% 
profit on Pixie film! People 
use this tiny camera more— 
means more film sales! 










ee 





A PRECISION BUILT 
PRACTICAL CAMERA 





Pixie is built with the same 
precision that also made the 
Whittaker Micro 16 Camera 
such a phenomenal success. 
Never before has a camera 
selling for only $4.95 offered 
such features as: Symmetri- 
cal Doublet f 6.3 lens; Rotary 
1/50th sec. shutter; Maga- 
zine film loading; Eye-level 
lens viewfinder; Exposure 
counter dial; Polystyrene 
body; 3 stops for Color, 
Bright, and Dull; Shutter al- 
ways set; Lens in focus from 
3 ft. to infinity. No focusing. 


ACCESSORIES MEAN PROFITS 


Pixie offers a complete line 
of accessories for extra store 
profits. The leather carrying 
case retails for 98c; Wrist 
Strap, 69c; Transparency 
Viewer, 98c—all fair traded. 








MAIL COUPON FOR FREE 
SALES PROMOTION KIT! 
Time is short! Pixie goes on 
sale in only a few weeks. 
Order your Pixies—and your 
FREE Sales Promotion Kit 

—TODAY. 


ORDER YOUR PIXIES NOW! 


Mail to distributor or Wm. R. Whit- 
taker Co.,Ltd, 915 N. Citrus Ave., 
Hollywood 38, California. 








ENEROUS DISCOUNTS! MAIL ORDER NOW- 





Te 
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RETAIL PRICE 


‘4” | Pixie 


Se including Fed. Excise Tax 
FAIR TRADED 


Whittaker Micros 


CAMERA 








MADE AND GUARANTEED BY Wm. R. Whittaker Co., Ltd. 
915 North Citrus Avenue, Hollywood 38, California 





Big-Margin Sales 


This is the kind of NEW item 
that pulls in customers. They 
want to see a camera “so tiny 
you wear it on your wrist!” 
The Pixie is designed for Mass 
Selling. It is priced to draw 
crowds into your store—and 
it carries an unusually gener- 
ous discount! Pixie gives you 
store traffic, fast sales and big 
profits. Cash in on this com- 
pletely new kind of camera! 


Never before has there been 
a camera like this! Pixie is 
one of the tiniest cameras ever 
made. It is a precision-built, 
practical camera that makes 
big clear wallet size pictures 
in color and black & white—at 
a sensationally low cost! 


SALES KIT FREE! 


You get Wire Hangers, Win- 
dow Strips, Counter Cards, 
Folders, Newspaper Advertis- 
ing Mats and Reprints—every- 
thing you need to pull cus- 
tomers into your store. Even 
Pixie’s Self-Selling Display 
and Plastic package is de- 
signed for fast, impulse sales! 
Pixie is NEWS! Get the whole 
traffic-building, profit-pulling 
story—mail the coupon NOW! 


WM. R. WHITTAKER CO., LTD. 
915 N. Citrus Ave., Hollywood 38, Calif. 





Please send: Fair 
Quantity Trade 
(Dozens) List 

Pixie CAMERAS....... $4.95 

Pixie WRIST STRAPS... .69 





Pixie CARRYING CASES .98 
Pixie COLOR VIEWERS .98 























COLOR FILM......... 1.29 
Black & White FILM... 1.29 
NAME 
COMPANY NAME 
ADDRESS 
CITY ZONE... STATE... 








NOTE: Shipped open account to credit 
rated concerns otherwise C.O.D. Dozen 
quantities shipped prepaid; less than doz- 
en freight collect. Your billing is list less 
discount. 
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ABC 
of Modern Engraving 


by 
WILLIAM KASSEL 


An instructional book for the student and 
expert written by a well known authority. 
Contains 78 pages of text and _ interesting 


illustrations. 


Price $1.00 a Copy 


Postpaid 


Check or money order must accom- 


pany all orders. Do not send cash. 


The Jewelers Circular—Keystone 


100 East 42nd Street New York 17, N. Y. 

















LEARN ENGRAVING 


Prepare for better income in spare hours. 
Complete Home Study Course of 26 lessons 
prepared by experts. All lessons carefully 
graded. It’s easy — practical — interesting! 


No other Course like it! Send for FREE folder. 


A. W. THACKER ACADEMY 
423 Federal St., Pittsburgh 12, Pa. 














HERE'S YOUR FUTURE MADE TO ORDER! 


A New, Fascinating, and Profitable Course. 
Now—By Mail—Learn the Jeweler's Art... Gem Setting 
Complete Course Covers all phases of Gem-Setting 
Write Now for FREE Interesting Booklet and Full Information. 


BEAUDET'S JEWELER'S ARTS INC. 
161 W. Wisconsin Ave., Room 250-J Milwaukee 3, Wis. 
' FOUNTAIN 


The original School of Correspondence in Gem-Setting 
SA 
_ PEN REPAIR 


ethical - 

















Zs END US 


YOUR NEXT 


Recommended Super Service Station tour | 
all brands 


prices, discounts Lowest prices on jewelry 


One week delivery Factory 


repairs. Send for price list 








et%o 


62-12 ROOSEVELT AVE. =”. 


i “ 
WOODSIDE, L. I., N. Y. ae 
TEL: NE 9-8920 «! m 
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Winia Miller Harriman, New York giftware firm has 
“ . 
appointed Mr. and Mrs. E. W. Rainwater as sales repre. 
sentatives in the Southwest, with headquarters jn Dallas 
* * * : 
Mrs. R. A. Shirley, who has represented Bibi & Co 
New York, for many years in the Southern States, bin 
retired and her place is being taken by David Cohen, 
* * * 
Martin Davis has been appointed sales representative 
for Nancy China, Inc., of Chicago, in metropolitan Ney 


York and New England. 





Practical Watch Repair Book 


The Watch Repairer’s Manual, by Henry B. Fried. Publisheg 
by D. Van Nostrand Co., Inc., New York. 306 pages; 370 illys. 
trations. Sent postpaid anywhere in U. S. A. for $4.95, from 
Book Department, Jewelers’ Circular-Keystone, 100 East 42nq 
Street, New York 17. New York. 

The author of this new practical book is Henry B, 
Fried, Director of the Department of Horology, George 
Washington Vocational High School, New York City, 
Mr. Fried’s other connections in the field of horology 
are Executive Secretary, Horological Society of New 
York; Vice President, New York State Watchmakers’ 
Association; member of the Advisory Council, Horologi- 
cal Institute of America, and holder of the Certified 
Master Watchmaker Certificate of the H. I. of A. 

Readers of THE JEWELERS CIRCULAR-KEYSTONE are 
acquainted with Mr. Fried as writer of the series of arti- 
cles on watch repairing that have been appearing fox 
many months in our Technical Department which articles 
provided the foundation for this new book. Therefore, 
perhaps little is called for here by way of comment on 
the quality of the text and illustrations in the book. 
However. we should call attention to several features of 
this book that are not in others of the books recently 
published on this subject; some things that should be 
helpful to the reader, particularly if he is a student or 
apprentice in the craft. 

Following each of the first eighteen chapters, there is 
a summary of the essential points or facts included in 
the chapter; a kind of topical outline that may be useful 
either before or after reading the full text of the chapter. 
Then following each of these summaries, there is a list 
of questions, averaging fifteen, the answering of which 
should be an excellent exercise in solving some problems 
that occur in practical work at the bench. The title of 
the final chapter is “Trouble Shooting.” In this, 29 
sub-heads are descriptions of “symptoms,” such as “Bal- 
ance turns, but stops when watch is turned dial-side up”; 
then follows under each sub-head a list of causes of that 
trouble and of corrections to make for them. 

The final section includes a selection of trade terms 
in frequent use, arranged as a dictionary; tables of com- 
parative sizes of American and Swiss watches; tables for 
converting measurements, between inches, millimeters 
and lignes; and for comparing the different mainspring 
gauge measurements that are in use; a bibliography of 
horology; and an adequate index of the contents of the 
book. 

We should remark particularly on the quality of the 
illustrations; they are rather unique in instructional el- 
fectiveness, and convey easily understood ideas of some 
of the watchmaker’s tools and how to use them. 
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Measure Restores Truman's Power Over Tariff Rates; 
Republican Senators to Scan All Trade Agreements 
Before Extending Administration's Tariff Program 


Despite reports that early action was 
expected on extension of the Reciprocal 
Trade Agreements Act in its original form 
after the Senate had concluded its fight 
on curbing filibusters, no action had yet 
heen taken on the measure at JC-K’s 
press time. 

Earlier in the month the Senate Finance 
Committee, by a straight party vote of 7 
to 6, approved without change a House bill 
to restore to the President the full tariff- 
making powers exercised by the chief ex- 
ecutive under the original Reciprocal Trade 
Agreements Act. Senator Walter F. George, 
chairman of the committee, expected the 
Senate to follow the lead of the committee. 
Senator Eugene D. Millikin, Republican of 
Colorado, however, promised a full debate 
on the measure when it reaches the Senate. 

The bill would renew until June 12, 1951, 
the President’s authority to fevise tariffs 
within a 50 per cent range of 1945 levels, 
without reference to Congress, in exchange 
for trade-stimulating concessions by other 
countries. 


COMMITTEE ENDS HEARINGS 


Public hearings by the Senate Finance 
Committee on extending the reciprocal 
trade program ended on March 8th. During 
the latter part of February, U. S. watch 
importers and U. S. watch manufacturers 
appeared before the committee and advanc- 
ed testimony pro and con on the bill’s 
merits, 

Abraham Carnow, treasurer of Bulova 
Watch Co., and Benjamin S. Katz, president 
of Gruen Watch Co., spokesmen for firms 
which assemble watches in this country, 
using movements they manufacture or buy 
in Switzerland, told the Senate Finance 
Committee that the importing of watch 
movements from Switzerland benefits Amer- 
ican watch consumers, the United States 
government, and the domestic watch manu- 
facturers. The two importers represented 
the American Watch Assemblers Associa- 
tlon, 
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Carnow pointed out that 85 per cent of 
the total retail sale price of each watch 
remains in the United States. He showed 
that the U. S. Treasury receives directly 
from the sale of each watch an amount 
greater than is paid the Swiss for the 
movements. 

“In 1947,” he said, “watches produced 
by members of our association brought into 
the U. S. Treasury more than $70,000,000 
in excise taxes, import duties and corporate 
taxes. The total paid the Swiss for these 
same movements was $48,607,000.” 

In requesting extension of the act, Carnow 
pointed out that in 1947, the balance of 
trade between Switzerland and the U. S. 
favored this country by $193,360,000 to 
$83,381,900. 

Both witnesses attacked testimony of 
Walter W. Cenerazzo, president of the 
American Watch Workers Union, that im- 
portation of Swiss watch movements is 
detrimental to Elgin, Hamilton and Wal- 
tham, and that this was responsible for 
financial straits of Waltham. 

Carnow cited figures to show that do- 
mestic manufacturers produced and sold 
more watches annually in the first six years 
of the Trade Act’s operation than they had 
in the five years preceding the act. 

“From 1931 through 1935, the average 
annual sale of watches was 1,700,000, of 
which 900,000 were domestic,” he said. 
“From 1936 through 1941, the average total 
annual sale was 5,100,000 of which 2,000.- 
000 were domestic. Under operation of the 
act, the domestic manufacturers’ annual 
volume more than doubled.” 

“In 1947, a total of 10,000,000 watches 
were sold, of which 2,200,000 were of do- 
mestic manufacture,” Carnow said. 

Katz contended that importation of Swiss 
movements developed the total American 
market from 1,815,000 in 1931 to 10,000,- 
000 in 1947, which also increased sales of 
domestic manufacturers. 

Discussing cost of manufacture, Katz said 
there is only a few cents, if any difference 
in making a movement here and making 
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one of equal quality in Switzerland and 
bringing it into this country. 

In the cost of producing a 17-jewel move- 
ment, as an example, he acknowledged a 
labor differential of $2.00 to $2.40 per move- 
ment but said that this is compensated by 
an average of $2.40 import duty on a 17- 
jewel movement, to which must be added 
cost of transportation and insurance. 

Further illustrating that the Assemblers 
have no cost advantage in comparable 
watches after duties and transportation are 
paid, Katz pointed out that Bulova, owner 
of a Swiss factory, also has a large move- 
ment plant on Long Island. Gruen, also 
with a Swiss factory, has built a small 
movement factory here and is developing 
a large one to cost $3,000,000 to $5,000,000. 

“If there were an advantage to import- 
ing,” Katz asked, “why would these large, 
profitable companies build plants here in an 
effort to satisfy the American market?” 


CITES BENEFIT TO CONSUMER 


Referring to consumer benefits, Katz 
testified that if any restriction were placed 
on Swiss movements in the form of higher 
duty or quota limitations, millions fewer 
would be brought in. “The American mar- 
ket for up to 10,000,000 watches per year 
could not be satisfied. Prices would in- 
evitably go up. The difference would come 
out of the pocket of the American con- 
sumer,” he said. 

Both witnesses recited for the committee 
a long list of munitions articles manufac- 
tured during the war by members of the 
association. Included were ship chronom- 
eters, jewel bearings, turn and bank indi- 
cators and rate of climb instruments for 
planes, torpedo parts and time fuses. 

Maurice Adelsheim, president of the 
American National Retail Jewelers Asso- 
ciation, announced during February that 
he opposes any change in the Reciprocal 
Trade Agreements Act which would in- 
crease the tariff on Swiss watches. 

In a telegram to the Senate Finance 
Committee Adelsheim said: “The retail 
jewelry business is largely dependent on 
the sale of and profit from Swiss watches, 
and we believe any change in the Reciprocal 
Trade Agreement which increases tariff on 

(Please turn to page 238) 
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these watches would adversely affect our 
business.” 

A representative of the American jeweled 
watch industry, which the National Security 
Resources Board has termed one of the 
nation’s “most important problems” in the 
event of war, told the Senate Finance Com- 
mittee that the industry does not have 
enough capacity to supply all the military 
timing devices and commercial grade time- 
pieces needed in another emergency. 

The witness was James G. Shennan of 
Elgin, Ill., president of Elgin National 
Watch Co. and spokesman for the industry, 
who testified at the committee’s hearing 
on extension of the trade agreements act. 

Shennan said that heavy Swiss watch 
imports during World War II, when Amer- 
ican facilities were devoted exclusively to 
military work, had given the Swiss so great 
a market advantage that the three exclusive- 
ly American manufacturers—Elgin, Ham- 
ilton and Waltham—are now selling only 
five per cent more watches than in 1941. 
Meanwhile, the total U. S. watch market 
has increased more than 50 per cent. 

One of the three American manufacturers, 
Waltham, is in bankruptcy and has been 
shut down since January 1 awaiting action 
by the Reconstruction Finance Corpora- 
tion for a loan. 

Shennan asked that any new trade pact 
with Switzerland include an escape clause 





mechanism whereby, through negotiation, 
the American jeweled watch industry could 
gain “equality at the border” with im- 
porters of Swiss movements. Only through 
such relief, he said, can the maintenance 
of “a highly essential defense facility” be 
guaranteed. He emphasized that the in- 
dustry is not attempting to reduce imports 
by quota or exchange restrictions. 

The witness quoted both the National 
Security Resources Board and Secretary 
of Defense James Forrestal on the subject 
of his industry’s essentiality to national de- 
fense. He said that in case of war, mili- 
tary leaders maintain domestic manufac- 
turers will have to supply all of the com- 
mercial grades of timepieces—many of 
which came from Switzerland in World 
War I]—as well as military timing devices, 
including ships’ chronometers, navigation 
watches, stop watches and other highly pre- 
cise time measuring devices. 

The witness emphasized that watch 
movements, and other presently unknown 
and intricate timing mechanisms, “cannot 
be anticipated or stockpiled except in the 
form of highly trained technical and en- 
gineering personnel in this industry, re- 
quiring in some instances as long as three 
to five years to create.” 

Importers’ competitive advantage in the 
American market, Shennan said, stems in 
part from the substantial difference in la- 





Changed Canadian Jewelry Tax Disappoints Trade 


Montreal, March 23 (Special to Jew- 
ELERS’ CIRCULAR-KEYSTONE)—Reduction of 
the jewelry purchase tax from 25 per cent 
at the retail level to 10 per cent of the 
manufacturers’ price means that as far as 
customers are concerned, they tend to 
benefit to some extent, but the old impost 
is not actually entirely wiped out. This was 
the reaction of leading jewelers to the 
Budget change announced in Ottawa by 
Finance Minister Abbott. 

All hoped the change would ease matters 
in a trade that has had to contend against 
a stiffening buyers’ resistance reinforced 
lately by the hope that the tax would be en- 
tirely removed. They equally agreed, how- 
ever, that the levy at the manufacturers’ 
level, as obtains in Britain, is a bad feature. 

“It will ease matters a lot,’ commented 
Kenneth G. Mappin. “It will cause a sharp 
reduction in prices and stimulate purchases, 
sales and employment, within the trade. The 
jewelry trade had been weakened in recent 
months by this tax inducing people to post- 
pone purchases. 


“As a matter of fact, the origin of the tax 
is quite interesting since it was primarily 
and entirely designed to curtail jewelry pur- 
chases and induce people to invest their 
money in government bonds. The trade, as 
such, never objected to this although there 
were many aspects of the situation that were 
ill-conceived. 


“Another strong objection to the tax was 
that it presupposed jewelry to be a luxury 
whereas this is not necessarily so. A watch, 
for instance, is a necessity, and young peo- 
ple, newly married and starting up house, 
must get together a number of things 
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on which they had to pay the heavy tax.” 

While welcoming the change, the trade 
“is disappointed that the wartime purchase 
tax was not entirely removed from the con- 
sumers’ price,” commented A. M. Woodley, 
of Henry Birks & Sons, Ltd. “The tax is 
not completely removed since 10 per cent is 
added at the manufacturers’ level which 
means that the cost of the article is in- 
creased proportionately.” 


NOTE: 

The question of just how much of an ac- 
tual reduction in the retail selling prices of 
jewelry, this change will bring about in 
Canada remains to be seen. Much could de- 
pend upon how many distributing hands the 
piece of merchandise passes through, and 
whether the 10% tax at manufacturers level 
is passed along to the consumer at its same 
amount (say 10¢ on an item sold by a manu- 
facturer for $1.00) or whether that 10¢ is 
marked up as part of the retailer’s usual 
markup of the manufacturers’ price and be- 
comes 20¢ as part of a total consumer price 
of $2.20. Thus it can be seen that if a piece 
of jewelry passes through enough hands 
(wholesaler, sub-jobber and retailer) the 
10% tax at the manufacturers’ level could 
make for an even higher total retail price 
than that resulting from a 25% excise tax 
on the consumer price. 

Another disquieting thought on the sub- 
stitution of a tax at the manufacturers level 
for one at the retail level is that such taxes 
are hidden from the public, and the trades 
affected lose the support of the public in 
their struggle to have the tax removed. 


EDITOR 





bor costs between the United States and 
Switzerland, which he said was at a ratio 
of about two and one-half to one, on the 
basis of published figures. 

“This,” he said, “results in a substantially 
greater cost of movements to American 
manufacturers than to importers of Swiss 
movements.” 

Repeating that the American industry 
seeks only equality at the border, Shennan 
asked the committee for “realistic duties” 
to equalize the cost to importers with the 
cost of domestic manufacturers, 


WANTS EQUALITY AT BORDER 


“From this point on,” he concluded, “the 
material, labor and other services required 
are, and should be, on a competitive basis. 
Correct these tariff inequities by giving ys 
equality at the border. It will stimulate 
American movement production. It will at. 
tract others into the business. It may well 
attract Swiss importers to set up factories 
here. This we would welcome. It would 
stimulate competition. Furthermore, jt 
would strengthen the defenses of this nation 
by preserving and enhancing the skills nec. 
essary for the production of precision time 
mechanisms.” 

Daniel J. Lyne, one of three trustees for 
the Waltham Watch Co., told the Commit- 
tee that the skill of the nation’s 8,500 pre- 
cision watchmakers must be preserved for 
defense and possible future wars. 

He urged a quota or limit on Swiss watch 
movements imports to preserve at least one- 
half the market for jeweled watch move- 
ments made here. Mr. Lyne said some 60,- 
000,000 Swiss movements were brought into 
this country from 1941 to 1948 and that 
80 per cent of all watches sold in this 
country last year contained Swiss move- 
ments, 


PROMISE THOROUGH STUDY 


Although the Senate Finance Committee 
has already approved extension of the 
Reciprocal Trade program, certain Repub- 
lican Senators have stated publicly that 
they would discuss the entire Administra- 
tion program on trade and tariff policies 
before the Senate acted on the extension. 
Senator Robert A. Taft of Ohio stated that 
the Republicans would go thoroughly into 
the general agreement on tariffs and trade, 
signed by the United States and 22 other 
countries at Geneva, Switzerland, in 1947, 
and the International Trade Agreement, 
signed at Havana, Cuba, last March by 58 
nations. 

So it would seem that nothing definite 
can be forecast on whether the bill will 
pass the Senate in its original form. How- 
ever, in all probability, the Republicans in 
the Senate will oppose that portion of the 
measure that restores to the President the 
full tariff-making powers exercised by the 
Chief Executive under the original Recip- 
rocal Trade Agreements Act. 


Bender Retires 


Joseph M. Bender, treasurer and one of 
the founders of Jacoby-Bender, New York 
watch attachment manufacturers, has an- 
nounced his retirement from the firm effec- 
tive April Ist. 
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48 Excise Tax 


Variations in Monthly Tax 
Collections Are Noticeable; 
six States Report Increases 


Collections of the retail excise tax on 
jewelry during the calendar year 1948 were 
less than 5 per cent below those for the 
preceding year, according to data just re- 
leased by the Treasury Department’s 
Bureau of Internal Revenue. Tax collec- 
tions for the 12 months of 1948 totaled 
8215,236,405.06, as compared with $225,- 
957,715.79 in 1947. This represented a de- 


crease of $10,021,310.73—approximately 


4.5 per cent. . 
Although the year’s total collections were 


only a trifle behind 1947’s, month-to-month 
variations were extremely noticeable. In 
some months collections lagged as much as 
26 per cent behind those for the same 
month of 1947, and in other instances the 
tax collections were as much as 17 per cent 
above 1947’s corresponding month. 


EXCISE TAX COLLECTIONS 


Inc. (+-) or 

1947 Dec. (—) 
$30,634,365.91 —16.3 
37,043,486.52 — 5.5 
13,703,664.26 -+-11.5 


1948 
Jan. $25,634,843.48 
Feb. 35,000,401.23 
Mar. 15,282,168.21 


Apr. 14,650,188.71  15,577,068.33 — 6.3 
May 13,868,654.86 16,019,072.99 —15.5 
June 16,249,219.07  15,066,284.14 + 7.8 
July 16,561,399.84  18,643,194.76 —12.6 
Aug. 16,079,823.53  14,359,267.05 +-12.0 
Sept. 14,278,014.41  13,781,406.93 + 2.8 
Oct. 13,201,975.54  16,723,510.66 —26.7 
Nov. 15,184,056.54 12,939,819.04 +17.3 


Dec. 19,245,659.64 20,766,575.20 — 7.3 





$215,236,405.06 $225,257,715.79 


It must be observed that the month-by- 
month tax collections, as reported in the 
table above, indicate month of collection. 
The actual jewelry sales, of course, oc- 
curred during the preceding month. There- 
fore, the $25,634,843.48 reported for Janu- 
ary actually represents taxes collected on 
sales made in December, 1947. (Although 
JC-K’s monthly excise-tax collection chart 
compensates for this discrepancy and pre- 
sents the collections for the actual month 
in which the sales were made, the Treasury 
Department’s state-by-state figures are 
based on the month of collection and are 
not separated by months. In order to have 
the monthly figures coincide with the 
Treasury Department’s total, it was neces- 
sary, in the above instance, to accept the 
Government’s method.) 

It will be noted, further, that February 
collections of the excise tax (representing 
January sales) are abnormally high. This 
occurs every year and simply indicates that 
a substantial number of jewelers were lax 
in submitting their tax receipts for Decem- 
ber, the big Christmas month. The other 
months, falling into pretty much of a pat- 
tern, indicate re-establishment of efficiency 
in making returns. 
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Collections Show 5% Drop 





COLLECTIONS OF RETAIL EXCISE TAX ON JEWELRY 


Calendar Year 1948 Compared with 1947 



































1948 vs. 1947, on a state-by-state basis. As 





can be readily observed, although New 
York, California, Illinois, Pennsylvania and 
Ohio headed the list in both years, a num- 
ber of states changed position in respect to 
their share of the total collections. Fourteen 
states moved upward on the list, and seven 
dropped down from the position occupied 
in 1947. States reporting collections which 
were higher, percentagewise, in 1948 than 
in 1947, included: Texas, Virginia, Ala- 
bama, Oklahoma, Kansas, Kentucky, Ar- 
kansas, Utah, Arizona, New Mexico, Mon- 





ccs S c= 
ss % of % of | ss® 
6a State 1948 Total 1947 Total | 555 
1 | New York..........| $35,918,299.46 | 16.7 $37 ,423,084.00 | 16.68 1 
2 | California.......... 20 507,330.34 | 9.55 22 ,513,028.55 | 10.00 2 
3 | Illinois.............| 19,501,019.71 | 9.07 20,142,356.50 | 8.90 3 
4 | Pennsylvania....... 15,611,389.75 | 7.25 16,676,957.17 | 7.38 4 
5 12,462,436.10 | 5.8 12,539,104.60 | 5.56 5 
eae 9,350,711.95 | 4.35 8 933,356.29 | 3.96 8 
7 | Massachusetts...... 8,811,739.35 | 4.1 9,054,623.04 | 4.01 7 
8 | Michigan.......... 8,772,535.79 | 4.07 9,074,855.58 | 4.04 6 
9 | Maryland (incl. 
Dist. of Col.)..... 5,767,484.64 | 2.68 5,992,882.87 | 2.658 9 
10 | New Jersey........ 5,349,381.21 | 2.48 5,851,204.95 | 2.602 10 
11 | Indiana............ 5,045,898.38 | 2.34 5 279,475.44 | 2.34 11 
12 | Missouri........... 4,641,230.55 | 2.15 5,188,177.82 | 2.30 12 
13 | Minnesota......... 4,226,156.60 | 1.96 4,191,504.05 | 1.86 13 
14 | Washington 
(incl. Alaska)..... 3,623,740.46 | 1.68 4,160,964.14 | 1.85 14 
15 | Wisconsin.......... 3,567,506.26 | 1.65 3,674,236.17 | 1.679 15 
16 | Georgia............| 3,474,200.48 | 1.61 3,736,815.38 | 1.655 16 
17 | Florida............ 3,418,005.51 | 1.58 3,572,127.17 | 1.588 | 17 
18 | Tennessee......... 3,220,989.48 | 1.49 3,295,833.64 | 1.46 18 
We | Waits... 00s n a 3,162,513.00 | 1.46 3,237,004.65 | 1.439 20 
20 | Connecticut........ 3,134,961.28 | 1.45 3,242,303.20 | 1.442. 19 
21 | North Carolina...... 3,031,795.46 | 1.42 3,222,103.95 | 1.436 21 
22 | Louisiana.......... 2,705,804.83 | 1.25 2,750,792.07 | 1.22 22 
OO BME 6 o6k nies cacave 2,482 ,387.68 | 1.15 2,597,244.11 | 1.152 | 23 
24 | Alabama........... 2,175,660.04 | 1.01 2,201,242.30 | 0.979 25 
25 | Oklahoma.......... 2,069,867.50 | 0.96 2,074,273.86 | 0.92 26 
26 | Oregon............ 2,031 ,848.44 | 0.945 2,270,247.74 | 1.008 | 24 
27 | Kansas............ 1,988,495.60 | 0.92 2,035,680.12 | 0.904 28 
28 | Kentucky.......... 1,971,500.78 | 0.915 2,020,110.04 | 0.875 | 29 
29 | Colorado........... 1,930,175.95 | 0.896 2,046,692.18 | 0.91 27 
30 | West Virginia....... 1,746,512.34 | 0.811 1,623,457.41 | 0.722 30 
31 | Nebraska.......... 1,414,600.20 | 0.659 1,510,917.85 | 0.672 31 
32 | South Carolina...... 1,214,888.96 | 0.565 1,303,654.85 | 0.58 32 
33 | Rhode Island....... 1,155,327.27 | 0.538 1,260,828.24 | 0.56 33 
34 | Arkansas...........| 1,040,286.73 | 0.485 1,070,023.66 | 0.476 | 35 
Ff eee 970,831.31 | 0.45 972,819.39 | 0.432 36 
36 | Arizona............ 890,961.85 | 0.414 879,710.94 | 0.39 38 
37 | Mississippi......... 856,596.48 | 0.399 957,099.02 | 0.425) 37 
38 es 830,009.27 | 0.386 1,167,182.49 | 0.519 | 34 
39 | Maine............. 681,706.41 | 0.317 773,237.78 | 0.343 | 39 
40 | New Mexico....... 581,276.89 | 0.271 606,973.64 | 0.269) 41 
41 | Montana........... 574,092.21 | 0.267 602,655.25 | 0.268 | 42 
42 | North Dakota....... 572,753.22 | 0.266 570,422.96 | 0.253) 43 
43 | South Dakota....... 571,980.70 | 0.266 561,025.55 | 0.249 44 
44 | Idaho.............. 569,647.27 | 0.264 635,738.06 | 0.282) 40 
45 | Delaware.......... 380,526.31 | 0.176 401,796.88 | 0.178 | 46 
46 | New Hampshire.... 376,884,18 | 0.175 425,309.94 | 0.189 | 45 
47 | Wyoming.......... 340,473.74 | 0.158 348,387.90 | 0.154 | 47 
48 | Nevada............ 273,998.37 | 0.127 324,620.44 | 0.144) 48 
49 | Vermont........... 237,984.77 | 0.11 263,572.96 | 0.116 49 
$215,236 ,405.06 | 99.999 |$225,257,715.79 | 99.999 
The accompanying table compares the tana, North Dakota, South Dakota and 
excise tax collections for the two years, Delaware. States with 1948 collections ac- 


counting for a lesser percentage of the na- 
tional total than in 1947, were: Michigan, 
Connecticut, Oregon, Colorado, Hawaii, 
Idaho and New Hampshire. 

Despite the fact that the jewelry excise 
tax collections were lower in 1948 for the 
nation as a whole, six states reported col- 
lections higher than in the preceding year. 
West Virginia, for example, had collections 
7.5 per cent above those for 1947, and 
Texas was 4.66 per cent higher than the 
previous year. 
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ARMED SERVICES COMMITTEE REPORTS ON SHIPS STORES 


Improvements Expected by 
Jobbers as Result of 
De-centralization of Buying 


The Armed Services Committee of the 
House of Representatives is considering a 
report of one of its subcommittees stating 
that the buying and selling of jewelry and 
other goods by Navy ships’ stores is done 
in “a generally satisfactory manner,” and 
further recommending that “no fundamental 
changes” be made in ships’ stores proce- 
dure. 

The recommendations are presented in 
a publication, “A Report of Investigation 
Into the Operation of Navy Ships’ Service 
Stores,” written by Representative Jack Z. 
Anderson, Republican, of California, and 
Clinton B. D. Brown, member of the pro- 
fessional staff of the Armed Services Com- 
mittee. 

Anderson and Brown told the committee 
that the Navy’s recent decentralization of 
ships’ stores operations now makes it pos- 
sible for the local ships’ store to make local 
purchases which are consonant with good 
business practices, and also to enjoy the 
advantages of centralized accounting, cen- 
tralized procurement where it is advanta- 
geous, centralized inventory control, central- 
ized insurance, and the over-all supervision 
of merchandising experts. 

“One sure indication of the improved sit- 
uation lies in the fact that local jobbers 
and wholesalers, who complained loudly 
during the year 1947 that they were unable 
to do business with the Navy have now re- 
duced their complaints to a relatively low 
whisper,” the subcommittee said. 


“While they will not admit that the sit- 
uation has been altered to their complete 
satisfaction, it is obvious that these small 
business men are again able to carry on as 
they had not been able to during the period 
of over-centralization.” 


CONSIDERING RECOMMENDATIONS 


Specifically, the committee is considering 
these three recommendations presented by 
Anderson and Brown: 

1. That no fundamental changes be 
made in the current organization and pro- 
cedures of the Navy Ships’ Store Office. 

2. That the operations of that office be 
kept under general surveillance by the 
Armed Services Committee during the 
8lst Congress to insure that the present 
situation does not deteriorate at some 
future date. 

3. That the committee consider the de- 
sirability of a comprehensive inquiry into 
the following question which was beyond 
the scope of the present investigation, viz., 
the desirability of a merger—or a unifica- 
tion of procedures short of merger—of 
the Navy Ships’ Store Office with the 
Army and the Air Force Exchange Ser- 
vice. 

In expanding upon his point regarding 
merger, Anderson said in a letter to Rep- 
resentative Carl Vinson, Democrat, of Geor- 
gia, present chairman of the House Armed 
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Services Committee, that earlier objections 
of consolidation are “largely superficial,” 
and “could easily be obviated.” 

“Tl would like to recommend strongly your 
favorable consideration of Recommenda- 
tion No. 3,” Anderson urged the committee. 

Under the provision of ships’ stores pro- 
curement policies now in effect, procure- 
ment is handled principally at the local 
level. The Navy Ships’ Stores office in 
Brooklyn, N. Y., supervises general pro- 
curement policy, but there is no require- 
ment that local purchase orders be submit- 
ted for central office confirmation or review 
prior to completion of a purchase. 

In an effort to ascertain the precise na- 
ture of the merchandising functions per- 
formed by the New York office, Anderson 
and Brown reported paying considerable at- 
tention to the question of how selections of 
merchandise are made by the buyers. 

It was ascertained, for example, that cos- 
tume jewelry was selected in the following 
way: 





The House Ways and Means Committee 
currently is considering a bill (H.R.313) 
sponsored by Chairman Vinson of the House 
Armed Services Committee which would 
make the 20 per cent Federal excise tax 
apply to sales in Army and Air Force ex- 
changes and in Navy ships’ stores. While 
it is considered unlikely that the Ways and 
Means Committee will make any substantial 
changes in the nation’s excise tax structure 
this year, it is possible that favorable action 
may be taken on the Vinson proposal. 





“Costume jewelry, according to the cus- 
tom of the trade, is a strictly seasonal item. 
Two new lines are offered annually, one in 
spring and the other in the fall. New lines 
customarily make their first appearance on 
the market at a jewelry show at which most 
manufacturers and many jobbers and dis- 
tributors exhibit their wares. 

“It is one of the duties of the jewelry 
buyer at the Navy Ships’ Store Office to at- 
tend shows of this type and to examine any- 
where from 150 to 200 different lines of mer- 
chandise, comparing them as to price and 
quality. From all the merchandise exam- 
ined, the buyer selects several lines which 
he or she considers the best-made, best- 
priced, and best-styled offerings in each 
given category. 

“Samples of these are hand picked by 
the buyer and are segregated and grouped 
according to lines. Each group is then pre- 
sented by the buyer to the merchandise 
council, a three-man committee whose mem- 
bership comprises the senior civilian em- 
ployee of the Navy Ships’ Store Office, Mr. 
Joseph Emma, and two of his principal as- 
sistants. The council compares the various 
lines previously selected by the buyer in 
each group and makes a determination as to 
which of these items should be listed in 
the price-agreement bulletins. 

“In addition to the merchandise which 
may be selected at the jewelry shows, ex- 





amination is made from time to time of sam- 
ples offered by salesmen who contact the 
central office. Such merchandise js evalu- 
ated in the same manner. 

““A number of interesting facts Were 
brought to light in connection with the pro- 
curement of watches for resale in Navy 
ships’ service stores. From a merchandis. 
ing standpoint, watches fall into two Cate- 
gories; namely, ‘dress’ watches and ‘mili. 
tary’ watches. The first group consists of 
the well-known and brand names, and ex. 
perience has demonstrated that these types 
are purchased by the customer entirely on 
the basis of a brand name made popular 
by extensive advertising, with little or no 
attention being paid to quality. Military 
watches, on the other hand, sell because of 
the fact that they are military watches and 
also upon the basis of price. The manufac- 
turer’s name usually passes unnoticed by the 
customer. Because of the difference in ap. 
proach by the buying public, it is neces. 
sary to follow entirely different procedures 
in the purchase of these two items, 


CASE OF WELL-KNOWN BRANDS 


“Thus, well-known brands are procured 
wherever they may be obtained most 
cheaply and without the need for any eval- 
uation as to quality. Military watches, on 
the other hand, are carefully examined by 
experienced watchmakers to _ determine 
whether genuine movements of good qual- 
ity are contained in the cases. Moreover, 
tests are made to determine whether the 
cases themselves are waterproof and 
whether they are made of stainless steel 
and otherwise of good quality. In this con- 
nection, it was stated that a number of 
watchcases on the market are made of 
bronze with an imitation stainless steel or 
chromium finish. Such materials are un- 
suitable because they are subject to cor- 
rosion by salt air. 


JOBBERS ABSORB STATED QUOTAS 


“In the case of well-known brands, it is 
the policy of certain watch manufacturers 
to sell only to certain specified jobbers. In 
addition, some of these manufacturers re- 
quire that their jobbers absorb stated quotas 
periodically and will terminate or reduce 
the allocation of watches to a_ particular 
jobber in the event that he fails to keep his 
inventory moving. It has, therefore, be- 
come the practice of some jobbers, in order 
to avoid embarrassment with the manufac- 
turers, to sell their overstocked inventories 
at a sacrifice, if necessary, to any outside 
distributor who will take the merchandise 
off their hands. As a result, distributors 
outside the manufacturer’s normal trade 
channels are often able to offer the same 
watches at a considerably lower mark-up 
than that at which they are offered to the 
ships’ service stores by the regular jobbers 
who normally handle these lines. Thus, al- 
though the jobbers may add a 30 per cent 
mark-up to the manufacturer’s cost, it 1s 
often possible for the Navy ships’ service 
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stores to obtain the same brands at a mark- 
up of only 10 per cent. 

“This situation has naturally caused con- 
siderable resentment on the part of certain 
of the regular jobbers. They contend that 
many of the distributors offering merchan- 
dise at these lower mark-ups are financially 
irresponsible, and they have furnished evi- 
dence to the effect that at least one of these 
distributors does not even maintain an office 
and is unknown to Dun & Bradstreet. The 
Navy Ships’ Store Office, on the other 
hand, takes the position that merchandise 
should be obtained at the lowest prices at 
which it is available, and that any com- 
plaints arising from this situation ought not 
to be directed at the Navy Ships’ Store Office 
but should be taken up by the jobbers with 
their own suppliers—namely, the manufac- 
turers—on the ground that they are failing 
properly to police their own distribution 
system. 

“The jewelry buyer stated categorically 
that local stores may sell any item for which 
there is a local demand, and that this is 
true even in the case of items for which 
there is no general demand throughout 
the country. The example was cited of a 
California concern which manufactures cop- 
per jewelry. No demand exists in the 
East for this type of merchandise but a 
substantial demand does exist in the West. 
In view of this regional demand, local 
stores in western areas are permitted to 
stock copper jewelry items. 


PROCURE JEWELRY ON REQUEST 


“The question was raised whether the 
central office ever procures or furnishes 
merchandise to local stores without any 
request having been made for such mer- 
chandise. It was stated categorically that 
only time when jewelry is procured and 
furnished .to a store without its request 
is in the case of a few stores scattered 
throughout the country which are desig- 
nated as ‘sample stores.’ It is the practice 
to procure trial merchandise in small quan- 
tities and to furnish it to these stores for 
the purpose of obtaining sales experience. 
However, such articles are clearly desig- 
nated as samples and the central office as- 
sumes responsibility for the success or 
failure of efforts to sell them. 

“The jewelry buyer expressed the opin- 
ion that jewelry items carried in the stores 
today are far superior to those available 
under the old system. ‘The example was 
cited of one store which still has a large 
inventory of jewelry items which have been 
in stock ever since the time of take-over 2 
years ago, 

“A large portion of this merchandise is 
gold-filled jewelry, which the stores have 
had poor experience with in the past due 
to the fact that it changes color. (Probably 
means gold plated. Editor) Notwithstand- 
ing this fact, however, the jewelry buyer 
at the Navy Ships’ Store Office emphasized 
the fact that even items of this type may 
be stocked by a store if the ship’s service 
officer finds that there is a local demand. 
In that event, the central office has no 
authority to prevent the stocking of such 
merchandise and no attempts in this di- 
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rection are ever made under the procedures 
in effect at the present time. 

“The question was raised whether it is 
ever the practice of the central office to re- 
quest local stores to furnish a list of their 
requirements for jewelry items. A negative 
answer was received insofar as all jewelry 
items are concerned, with the single excep- 
tion of military watches. It is necessary to 
ask the stores to list their requirements for 
this type of watch due to the extreme scar- 
city of military watches and also because of 
the fact that orders for the movements for 
these watches must be placed in Swit- 
zerland about one year in advance of de- 
livery. 

“The jewelry buyer expressed the opinion 
that merchandise listed in the price-agree- 
ment bulletins has improved steadily, and 
that it is better today than ever before. She 
also pointed out that every effort had been 
made to assure an equitable representation 
for all buyers listed. This has been done by 
allocating the same number of pages in 
the bulletins to each manufacturer or other 
supplier listed. Whereas formerly one con- 
cern might have had five or six lines listed 
and another firm only one line, all suppliers 
now have approximately the same number 
of listings.” 





Hurley Succeeds Tuveri 
As President of MLOC 


Julius Hurley was elected president of 
the Maiden Lane Outing Club of New York 
City at the annual meeting of that organi- 
zation held on March 11 at Schwartz’s Res- 
taurant, New York. Arthur J. Tuveri of 
THE JEWELERS’ CIRCULAR-KEYSTONE, who 
Mr. Hurley succeeds as president, presided 
at the meeting and after making a short 
address of welcome called upon Secretary 
Jerome L. Grant to read the minutes of 
the previous annual meeting. 

Reports of the secretary and treasurer fol- 
lowed and were approved as read. The 
President called upon the members to stand 
in silence while the secretary read the names 
of departed members. 


JULIUS HURLEY 





Louis Cutler, chairman of the 1949 sum- 
mer outing, reported that the affair would 
be held at the “Greens,” Pleasantdale, N. J., 
on Saturday, June 11. 

Secretary Grant introduced a proposal 
that in the future the annual meeting be 
held on the second Thursday in March on 
the same day as the annual meeting of the 
Jewelers Fraternal Association. In this 
way those who are members of both or- 
ganizations can save a considerable amount 
of time by attending the two meetings on 








the same day. The proposal introduced by 
Secretary Grant, which necessitates a 
change in the by-laws of the club, was voted 
upon and approved by members of the or- 
ganization. 

In addition to President Hurley, the fol- 
lowing members were un.nimously elected 
to serve as officers for the ensuing year: 
Harry J. Bromley, National Jeweler, vice 
president, and with no surprise to anyone, 
Jerome L. Grant of American Jewelry Dis- 
tributors, that perennial secretary-treasurer 
of MLOC, was re-elected to that office. 

The association presented Arthur J. Tu- 
veri, outgoing president, with a handsome 
leather brief case in appreciation of his 
untiring efforts during his tenure of office. 


Associate Jewelers 
Ratify Union Contract 


Henry Peterson (Feature Ring Co., Inc.), 
president of Asociate Jewelers, Inc., pre- 
sided at a special membership meeting of 
that organization held on February 23rd 
at the Park Sheraton Hotel, N. Y. 

The association, representing manufac- 
turers of gold and platinum jewelry, on be- 
half of its members, entered into a contract 
with the International Jewelry Workers’ 
Union, Local No. 1, an _ International 
Jewelry Workers’ Union affiliated with the 
American Federation of Labor. The con- 
tract relations with the Unions were re- 
newed for a period of two years from Febru- 
ary 1, 1949, and provided for an increase in 
minimum wages of approximately ten 
cents per hour, two additional holidays with 
pay, and the continuation of the group in- 
surance plan. All other features of the 
existing contract, including the arbitration 
and grievance procedures, were adopted in 
the new contract. 

The committee in charge of the negotia- 
tions on behalf of the association consisted 
of Herman Ostrin (Ostrin Co.), chairman, 
assisted by Walter F. Beer (Walter F. Beer 
Co.), Louis Flyer (Flyer Bros., Inc.), and 
Tobias N. Berger, executive director of the 
association. President Peterson acted as 
chairman ex-officio of the committee. 


COMMEND LABOR COMMITTEE 


The members of the association com- 
mended the Labor Committee, its chairman, 
Herman Ostrin, and its executive director, 
Tobias N. Berger, for their efforts and work 
in bringing the negotiations to a successful 
conclusion. 

At the meeting, President Peterson 
spoke on general trade topics, including 
the Marking and Stamping Act, now pend- 
ing before Congress, and the repeal of the 
excise tax and its effect upon the sale of 
jewelry. He stressed the point that manu- 
facturers use all methods and means at their 
disposal to improve the manufacture of 
jewelry and to participate in a campaign 
to make the consuming public “jewelry con- 
scious.” Mr. Peterson also advocated that 
the standards of the industry be raised so 
that the beneficial results would be shared 
by the entire industry. 
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NEW YORK 24-K CLUB HOLDS BEEFSTEAK DINNER 





The 46th annual Beefsteak Dinner of the Twenty-Four Karat Club of the City of New York 
was held on March 22nd at the Hotel Warwick. A regular membership meeting was held 
prior to the dinner at which time it was announced that the annual summer outing would be 
held at the New York Athletic Club, Travers Island, on Thursday, June 23rd. Vice president 
August Packer will be in charge of the outing arrangement committee. At the close of the 
informal cocktail party, which was held prior to the dinner, members repaired to the banquet 
hall where a delicious dinner was served. President Norman M. Morris presided and made o 
short address of welcome. An entertaining floor show followed the excellent meal. Julius 
Kaufman headed the entertainment committee and was extended a vote of thanks. 
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Collections of the 20 per cent retailers’ 
excise tax on jewelry declined approxi- 
mately four per cent during the month of 
December, according to figures supplied by 
the Bureau of Internal Revenue. 

The tax collected on jewelry sales made 
in December, 1948, amounted to $24,062,- 
526.06, while that for December, 1947, was 
$25.634,843.48. Thus, December, 1948 tax 
collections dropped $1,572,317.42 below 
those for the preceding year. 

Compared with the preceding month, De- 
cember, 1948, excise tax collections appear 
extremely favorable—they increased $4,816.- 
866.42. However, the increase is naturally 
attributable to Christmas buying. Although 
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sales made during December, 1948, did not 
quite reach 1947 levels, they did not fall too 
far short of that mark. 


Since jewelers have until the end of the 
month following a sale to submit their re- 
turns of the jewelers’ excise tax, and the 
figures published by the Bureau of In- 
ternal Revenue represent collections of the 
tax during the month concerned, it has been 
necessary to make allowance for this dis- 
crepancy. Data on the chart above has been 
corrected, and the figures indicated actu- 
ally represent the tax on sales made during 
December, although the tax was collected 
by the Government in January. 





GIA Announces Dates 
Of Spring Resident Classe; 


Chicago is to he the site of the next 
sessions of gemology resident classes con. 
ducted by the Gemological Institute of 
America. Scheduled for the weeks follow 
ing the American Gem Society conclaye 
in Boston, Class A will be held in Chicacc 
April 11 through 29, ; 

New York and Los Angeles classes 
covering the same material offered in 
Chicago, will be held simultaneously jn the 
two cities June 20 through July 8, 

Each class is held for three weeks, 
8:30 a. m. to 4:30 p. m. Monday through 
Friday, with the exception of classes jp 
Los Angeles and New York, which ¢op. 
vene Tuesday and include one Saturday 
due to the Fourth of July holiday. 

Requirement for attending is completion 
of at least Section 1 of GIA Correspon. 
dence Course 012. 

Stress is to be on_ identification by 
means of inclusions, relative values of 
grades of gems, and most effective sales 
points for each gemstone in addition to 
properties, sources, occurrences and meth- 
ods of selling gemstones. Time is to be 
divided into periods of lecture and lab. 
oratory, the latter classes emphasizing 
identification practice and tests. 

In addition to benefitting from actual 
laboratory experience and clarified and 
augmented correspondence course material, 
the student successfully completing the 
resident classes becomes eligible to re- 
ceive the diploma bearing the title Grad- 
uate Gemologist in the Theory and Prac- 
tice of Gemology. 

All essential gemological instruments 
are available during class periods for the 
use of all students, although no _instru- 
ments become the property of either veteran 
students, for whom the classes are avail- 
able under the G. I. Bill of Rights, or 


civilian members. 


Interested students wishing to attend 
the forthcoming classes should write 
International headquarters, 541 S. Alex- 
andria Ave., Los Angeles, for complete 
details. 


California RJA Convention 
To Be Held in San Francisco 


Due to increased interest in the Business 
Aids Exhibit, the new feature of the Cali- 
fornia Retail Jewelers Association’s 1949 
convention, it was decided by the general 
convention committee to hold the conven: 
tion at the Palace Hotel in San Francisco 
instead of Claremont. Advance registra- 
tions indicated that there would not be 
nearly enough rooms available at the 
Claremont Hotel to accommodate all those 
who wish to attend. 


This new feature of the convention is 
aimed to aid both store owners and exhi- 
bitors in operating stores more efficiently 
and more economically. The exhibit will 
be limited to new and improved store 
operation aids and no resale merchandise 
shown. Only displays planned to cut 2x 
penses or increase sales and profits will 
be presented. 
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HAVE YOU READ THESE BOOKS? 


——— 








These authoritative and interestingly written books on a wide range of subjects about your business will be a 
great help to you. “ust put a circle around the books you want on the coupon below, write in your name and 
address, attach your check, and send it to us. We will send them postage prepaid anywhere in the United States. 
Remittance must accompany all orders. No books sent on approval. Prices subject to change without notice. 





For the Gem Expert, Connoisseur and Student of Gemology 21. PRACTICAL BENCHWORK FOR HOROLOGISTS 
1. GEMS AND GEM MATERIALS Louis and Samuel Levin $5.00 
Drs. Kraus & Slawson $4.00 22. SCIENTIFIC TIMING Charles Purdom $6.00 
1A. KEY TO PRECIOUS STONES _— L. J. Spencer $3.50 23. KEYSTONE WATCH REPAIR RECORD BOOK _ $2.75 
2, GETTING ACQUAINTED WITH MINERALS 24. WITH THE WATCHMAKER AT THE BENCH 
George L. English $3.25 Donald De Carle $3.00 
3, REVISED LAPIDARY HANDBOOK 25. THE SCIENCE OF CLOCKS AND WATCHES 
J. H. Howard $3.00 (2nd Edition) A. L. Rawlings, Ph.D. $5.00 
4. STORY OF THE GEMS _H. P. Whitlock $4.00 26. HOROLOGY J. Eric Haswell, F.B.H.1. $4.50 
5. STORY OF DIAMONDS $1.85 27. WATCHMAKERS & CLOCKMAKERS OF THE 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 WORLD (Enlarged 2nd Edition) 
5B. INTRODUCTORY GEMOLOGY G. H. Baillie $10.00 
Robert Webster $3.50 27A. OFFICIAL DICTIONARY OF WATCH PARTS $4.50 
sC. GEM TESTING _ B. W. Anderson, B.Sc., F.G.A. $5.00 27B. THE WATCH REPAIRER’S HANDBOOK 
sD. GEM CUTTING J. Daniel Willems $3.50 TO $4.95 


6. POPULAR GEMOLOGY R. M. Pearl $4.00 27C. PRACTICAL NOTES FOR THE WATCHMAKER 
, (French-English Edition) G. A. Berner $3.50 


Qn Silver for the Jeweler, Collector and Antiquarian 
7. ENGLISH SILVER (1675-1825) 


For the Jewelry Repairer, Engraver, Designer and Enameler 











Stephen G. C. Ensko and Edward Wenham $5.00 28. JEWELRY REPAIRERS’ HANDBOOK 
8. OLD SILVER, ENGLISH, AMERICAN AND J. G. Keplinger $1.25 
FOREIGN _ S. B. Wyler $4.00 29. JEWELRY DESIGN AND APPLIED DESIGN 
9. NAVAJO AND PUEBLO SILVERSMITHS oa S25.08 
Joie Adeir $4.00 30. JEWELRY | AND ENAMELING aie 
° ac . 
For the Skilled Watch and Clock Maker, the Apprentice and Student 31. REFINING PRECIOUS METAL WASTES $6 
10. PRACTICAL WATCH RE pee teesinc rag 
ee Mie Ste PAERENG $5.00. 32: ART MONOGRAMS AND LETTERING 
11. PRACTICAL COURSE IN HOROLOGY on 
Harold C. Kelly - » $2.75 7 (Special 16th Edition—Paper Cover) $2.00 
12, WATCH AND CLOCKMAKERS’ HANDBOOK, 17th Edition—104 Pages—Paper Cover $5.00 
DICTIONARY AND GUIDE 
F. J. Britten $6.00 33. METALCRAT® AND JEWELRY $3.00 
13. KNOW THE ESCAPEMENT ons Emil F. Krenquist . 
Barkus Watchmakers si 34. A B C OF MODERN ENGRAVING 
14, MODERN WATCH REPAIRING & ADJUSTING sn mieten — 
Bowman & Borer $3.00 35. TESTING PRECIOUS METALS 
14A. MODERN CLOCKS _T. R. Robinson $3.00 C. M. Hoke $2.00 
15. CURIO 36. RINGS THROUGH THE AGES 
aay Ra pee OF MUSIC BOXES $5.00 James R. McCarthy $2.50 
16. SIX QUAKER CLOCKMAKERS 37, THE JEWELERS BUYERS DIRECTORY, 
Edward E. Chandlee $10.00 1948-49 Edition $2.00 
17. TIME AND TIMEKEEPERS W. 1. Milkam $2.95 38. 3,033 RETAILING IDEAS) Emanuel Lyons $3.50 
is. MODERN METHODS IN HOROLOGY 39. HAND-MADE JEWELRY 
19 PRACTICAL BA _ men gino ean 
LANCE AND HAIRSPRING 
WORK geese _— 40. JEWELRY GEM CUTTING & METALCRAFT ,. 
20. RULES & PRACTICE FOR ADJUSTING 41, JEWELERS POCKET REFERENCE BOOK 
WATCHES W. J. Kleinlein $3.50 Robert M. Shipley $2.75 
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WATCHMAKERS GUILD OBSERVES FIRST ANNIVERSARY 








Congratulations are in order for the Horological Guild of Greater Washington, D. C., which 
observed its first anniversary on February 9th. Officers and members feel that the guild is 
firmly established and are looking forward to its continued progress. It was announced that 
the policies established by the guild in its first year will remain in effect. Meetings will 
continue to be held on the second Wednesday of each month and will include talks by guest 
speakers on various subjects of interest to members. Films from various manufacturers will 
still be shown and a question and answer clinic, which has become increasingly popular with 
members, will be conducted at all meetings. Members of the guild recently elected the 
officers shown above to serve for the ensuing year. They are, front row, left to right: L. W. 
Morris, director; Mark F. Massey, corresponding secretary; J. J. Gilliam, vice president; 
W. O. Richey, secretary-treasurer, and H. Ewen, director. Shown in the rear row are, left 
to right: W. J. Fleming, president; V. Bernott, director; R. M. Dunn, director and past 
president, and E. Burk, director. 





New Gem Testing Device 
Now Available From GIA 


One of the most outstanding achievements 
in the history of gemology is a new refrac- 
tometer developed and produced at a frac- 
tion of the long established refractometer 
prices by a Los Angeles optical manufac- 
turing firm and released through the 
Gemological Institute of America. 

Known as the Gem refractometer, the in- 
strument has a base of only two and one- 
sixteenth inches. Other measurements are 
1% in. x &% in. With liquid, it is encased 
in a box which is approximately the size 
of a cigarette package. 

The design of the new Gem refracto- 
meter is extremely simple although it is 
sturdy and precise in performance. Thor- 
oughly tested by students and instructors 
during a recent GIA Resident Class in 
Los Angeles, it was proved that just as ac- 
curate readings and gem identifications can 
be obtained with it as with any other 
gemological refractometer. 

Indices obtained with the Gem refrac- 
tometer are read to .01 directly when used 
with polarizing eyepiece and red filter, 
which are obtainable as accessories. Read- 
ings of .001 are readily estimated with most 
gems. In addition, the indices of cabochon 
cut gems may be estimated by means of the 
point contact method. Gems with surfaces 
as small as .05 mm. can be read accurately. 

In cooperating with the development of 
the new instrument, the Gemological Insti- 
tute of America, in line with its policy to 
put essential instruments within reach of 
every student, specified that the cost of the 
instrument must be low enough to fit the 
purse of the student with limited funds. 
Lowered cost of production was accord- 
ingly taken into consideration. However, 
results were better than expected and the 
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The new Gem refractometer, now available 
from the GIA, is encased in a box which is 
approximately the size of a cigarette pack- 
age. The design of the new gem testing in- 
strument is extremely simple although it is 
sturdy and precise in performance. 


first optical calculations proved unusually 
accurate and as a result the Gem refrac- 
tometer was on the market less than three 
months from its beginning on the drawing 
board. Modern die casting methods were 
employed in its manufacture, lowering the 
cost appreciably. But, the very factors that 
lowered the cost resulted in added accu- 
racy. The small cylindrical segment used 
as a decimal registering unit in the optical 
system was made small to save expensive 
glass. Due to its short radius, it became 
a higher powered magnifier than the equiv- 
alent unit in a standard refractometeer and 
therefore gave a correspondingly sharp 
shadow edge. 

Since the time the Gemological Institute 
first became interested in the production of 
gemological instruments it has been work- 
ing toward the encouragement of manufac- 
turers to produce reliable instruments at 
the lowest possible cost and it feels justly 
proud of the present achievement in the 
production of this accurate basic precision 
instrument at the low price of $29. Accu- 
racy of the instrument is guaranteed by the 
manufacturer. Produced in quantities for 












low cost of production, an ample supply 
is available for immediate delivery, 
Available from the Gemological Institute 
of America, 541 South Alexandria Ave.,, 
Los Angeles 5, Calif. Can also be inspected 
at GIA Eastern Headquarters, 5 East 47th 
St., New York city. Complete with liquids 
and carrying case $29. Polarizing eyepiece 


and red filter $3. 


Utica RJA Changes Name, 
Adopts Code of Ethics 


A code of business ethics was adopted 
unanimously by the Mohawk Valley Jewel. 
ers Association at a meeting in Utica, N, Y. 
More than 80 members, representing jew. 
elry firms in Utica, Rome, Oneida, Fort 
Plain and other area communities helped 
to formulate the code. 


Members agreed: not to exaggerate or 
misrepresent, in work or inference, the 
quality or service offered; to name the 
brand in any advertised specials offered: 
to maintain fair trade prices; not to con- 
duct extended general discount sales or 
offer unreasonable trades in watch sales: 
to state in all advertising the time limit of 
a sale; to limit clearance sales to 10 days 
and remodeling sales to 30 days. 

Members also agreed not to appraise un- 
fairly another jeweler’s merchandise and 
if appraising is done, maintain one price 
for all. They also agreed not to offer un- 
reasonable credit terms which would lower 
the public estimate of the value and pres- 
tige of jewelry. 

The name of the association was changed 
to the Mohawk Valley Jewelers Associa- 
tion from its former name, Utica Retail 
Jewelers Association. 


Kenneth I. Van Cott, vice-president of 
the Northeastern region of the American 
National Retail Jewelers Association, dis- 
cussed the association’s work and ethics 
in the jewelry business. 


Everts Open Gift Shop 


Arthur A. Everts Co., became the first 
downtown Dallas, Texas, jewelers to ex- 
pand into a suburban shopping center with 
the opening Feb. 7 of a shop in the High- 
land Park Shopping Village. Myron Everts, 
secretary-treasurer of the firm, made the 
announcement that Everts had taken over 
the stock and location of the Shuttles-Irby 
Gift Shop located at 23-24 Highland Park 
Village. 

Robert L. Akins, operating manager of 
the downtown store, also will manage the 
Village shop. With the exception of Akins, 
who has been with Everts for 13 years, the 
personnel of the shop will be the same that 
was with Shuttles-Irby. 

Everts Village Shop is dedicated to 
brides with all of the silver, china and 
crystal patterns as carried in the main store. 
For the convenience of the brides and 
their friends, complete records of patterns 
will be carried at both stores. 


Jewelry accessories in costume and semi- 
precious jewelry also will be displayed. 
Precious jewels and the large Everts’ watch 
collection however, will remain at the 
downtown store, according to Mr. Everts. 
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Oppose Revival of German 
Diamond Cutting Industry 


Steps to protest the re-creation or ex- 
pansion of the German diamond cutting in- 
dustry are being taken by the Diamond 
Manufacturers and Importers Association 
of America, Inc., in conjunction with four 
other organizations in the jewelry and 
diamond field. 

According to Louis Frankel, general coun- 
sel for the organization, a conference with 
State Department officials is scheduled for 
the first week in April. Preliminary confer- 
ences in the trade, held by the DMIA, were 
attended by representatives of the Diamond 
Dealers Club, the Diamond Center, the 
Diamond Workers Protective Union and the 
International Jewelry Workers Union. Thus, 
the position to be stated in April to the 
State Department should represent the 
entire diamond industry in the U. S. 

Basically, the diamond men are not par- 
ticularly concerned about the present size 
of the German cutting industry (it is neg- 
ligible) but, rather, with the possibility 
that the Military might encourage its ex- 
pansion in an attempt to make the Western 
Zone of Germany self-sufficient. 

Secondly, although German cutting does 
not compete with the U. S. industry (only 
tiny single cuts are made there), the DMIA 
emphasies that the German industry does 
compete with Belgium, Holland and Israel. 
Expansion of the German industry would, 
it is felt, be a reward to a vanquished foe 
at the expense of our allies. 

George Fine, DMIA president, attended 
a conference of the Universal Alliance of 
Diamond Workers held in Antwerp early 
in February and there learned the facts of 
the situation. Reporting to his own organ- 
ization upon his return, he stated “Although 
we in the United States are not primarily 
affected, we nevertheless feel that Belgium, 
Holland and Israel should be supported in 
their request that Germany not be permitted 
to manufacture any diamonds.” 





Waltham Waiting For Court 
To Pick Reorganization Plan 


At a Federal court hearing in Boston on 
March 18th, trustees of the Waltham Watch 
Co. asked Judge George C. Sweeney to 
approve their plan for re-opening the con- 
cern and re-employing its 2,300 laid-off 
employees. 

Under the trustees’ plan money would 
be obtained by sale of $2,000,000 in $1 par 
value common stock to creditors and pres- 
ent common stockholders and of $6,000,000 
in 10-year four per cent debentures to the 
Reconstruction Finance Corporation. 

The trustees, at the hearing, discussed the 
history of the Waltham Watch Co. and all 
that led up to the present situation. They 
stated their appraisal of the reorganization 
plans and of the property both as a going 
concern and as a liquidated operation and 
their estimate of the profits that Waltham 
might make in one, two or three years. 

After they had presented their case, the 
court was adjourned until March 23rd at 
which time the debenture holders and others 
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who are interested in the financial situa- 
tion will discuss the trustees’ plan and also 
possibly present plans of their own. 

The only other significant development 
in Waltham’s reorganization, other than the 
various financial plans presented during 
the past month, was an offer of new watch- 
making machinery from the Watchmakers 
of Switzerland to help the company out of 
its difficulties. 

The Swiss watchmakers stressed their 
desire to help the company resume efficient 
production and also their appreciation of 
the seriousness of the closing down of the 
industry on which the whole community 
depends. 

Trustees of the Waltham Watch Co. 
cabled their thanks to the Swiss watch- 
makers stating that they appreciated the 
kind spirit which prompted their offer. 


ARRIVAL AND DEPARTURE 





Icko Wakmann, president of the Wak- 
mann Watch Co., greets Herbert Probst of 
Morris, Minn., in New York. Winner of 
first prize in the Wakmann-Breitling retail 
contest, Mr. Probst was in New York, pre- 
paratory to departing for Switzerland for 
two weeks, an all expense-paid trip, 
awarded him as his prize. 

Mr. Wakmann arrived the same day from 
Switzerland, returning just in time to bid 
Mr. Probst “bon voyage.” 

Mr. Probst, needless to say, is eagerly 
looking forward to his trip while Mrs. 
Probst, traveling to the Continent with 
him, expressed herself as “excited as a 
bride.” Mr. Probst expressed his appre- 
ciation and gratitude to Mr. Wakmann for 
making this wonderful trip abroad possible 
for him. 





Kinds Present Silver Service, 
Receive Plenty of Publicity 


For correctly answering a question from 
the “Stop the Music” quiz show, a popular 
Sunday radio program, Mrs. Julie Hubert 
was presented with a complete silver service 
given by the Gorham Co. at a ceremony 
held on March 15th at S. Kind and Sons 
in Philadelphia. 

“Why at Kinds? Because our silver 
buyer keeps wide awake in the evening as 
well as during the day,” Samuel Kind of S. 
Kind & Sons stated in explaining why the 
presentation ceremony was held at his 
store. As soon as it was broadcast that Mrs. 
Hubert had won, Herbert C. Wendler, 
Kind’s silver buyer, wired the Gorham Co. 
to arrange for the presentation. A repre- 
sentative of the advertising agency handling 
the Kind account followed through with de- 
tails designed to capitalize on publicity 
available. 





Three Philadelphia newspapers and one 
Pittsburgh paper carried accounts of the 
story. The silver service, complete with de- 
tails of the presentation was displayed in 
the Kind window one week before and 
three days after the ceremony. 





New York Jewelers Have 
Big Evening at Astor 


Those who have in past years attended 
any of the annual dinner-dances of the Ex- 
ecutive Board of Retail Jewelers’ Associa- 
tions of Greater New York, and who were 
not at the Astor Hotel, on Sunday, March 20, 
know exactly what they missed. For, the 
banquet this year was one of the best of 
these tradionally colorful gatherings. 

Well over a thousand members and their 
guests enjoyed the pleasures provided by 
the entertainment committee. 

As each guest entered the reception room, 
he received the souvenir provided by The 
Norma Pencil Corp., one of their four-color 
pencils, appropriately inscribed for the 
occasion. 

Preceding the announcement of dinner 
in the Astor Ballroom, cocktails were served 
in the reception hall and good fellowship 
got off to a good start. 

After dinner, Phineas Peters, General 
Chairman, greeting the guests, spoke on the 
achievements of the organization and in- 
troduced the guests of honor. Those at the 
head table in addition to Chairman 
Peters were: Max J. Schwartz, General 
Secretary; Harry Gross, President, Bronx 
Retailer Jewelers’ Association; E. M. Bel- 
man, President, Metropolitan RJA; Harry 
M. Neutra, President, Long Island RJA; 
William Wagner, Secretary, National As- 
sociation of Credit Jewelers; Mike Wilson, 
President, Westchester Association of Jew- 
elers; L. Hirschhorn, Treasurer; Sam M. 
Jacobson, Assistant Chairman, Chairman 
Trade Ethics Committee, Executive Board; 
Henry Astor, Chairman, Ticket and Seating 
Committee, and Charles P. Coster, Presi- 
dent New York State RJA. 

Throughout the course of the dinner, over 
a hundred door prizes were presented to the 
holders of lucky numbers. Another drawing 
was made for a mass presentation of one 
ASR silver table lighter to each of the hold- 
ers of the lucky digits at each table. 

Following the meal a stage show of ex- 
cellent talent was presented with Jean Car- 
roll acting as mistress of ceremonies. Miss 
Carroll, billed as “Broadway’s Number One 
Comedienne,” who has frequently been fea- 
tured at the Capitol and Paramount in New 
York, carried on in her inimitable style, 
introducing Belle Baker, perennial star, and 
Sinclaire & Alda, an exceptionally fine ball- 
room dance team. 

The floor cleared of tables, dancing to the 
music of Art Stanley was enjoyed by the 
more ambitious until the small hours of 
Monday morning. 





q Joseph and Albert Judis have bought 
Mark’s Credit Jewelry Store at 4755 S. 
Broadway in Los Angeles, Calif. Albert 
Judis also operates Ede’s Jewelry Store at 
1038 S. Fairfax, Los Angeles, Calif. 
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D. E. COSSMAN 


Altheimer & Baer, Inc. Longines-Wittnauer 


Donald E. Cossman will represent Alt- 
heimer & Baer, Inc., Chicago, in Penn- 
sylvania, New York and the entire New 
England area. 

Cossman has a long experience in the 
field having recently been West Coast 
representative for Columbia Diamond 
Rings. 


Two new representatives for Longines- 
Wittnauer Watch Co. New York, have 
been announced by “Al” Greene, manager 
of the Chicago office. Glenn W. Stangeland 
will travel Illinois and parts of Indiana 
and Missouri as assistant to Mr. Greene. 
Max Hindin, formerly with the Veterans 
Administration and for many years with 
M. B. Barkan Co., Milwaukee, Wis.. will 
cover Wisconsin, Minnesota, Iowa. Ne- 
braska and the Dakotas. Lou Slobe, 
former representative in that territory, has 
resigned because of ill health. 


The Griffon Cutlery Works. Inc.. 151 
‘West 19th St., New York 11, N. Y., has 
announced a shift in their sales personne! 
force, effective immediately. Vincent Ray- 
mond will be handling the entire South- 
east territory formerly handled by Michael 
S. Strawgate and Mr. Strawgate will be 
~going North to handle the Pennsylvania 
and New York territories. 


The Silver City Glass Co., Meriden. 
Conn., manufacturers of sterling silver and 
gold patterns on crystal, has appointed 
L. R. Wulf Co., 507-513 Merchandise Bldg., 
Minneapolis, Minn., as their representative 
covering North and South Dakota, Ne- 
braska, Kansas, Minnesota, lowa and Mis- 
sourl. Emil H. Smith, 842 South 35th 
Ave., Omaha 5, Nebr., who is connected 
with the Wulf Co., will cover his own state 
along with Kansas, Iowa and the state of 
Missouri. 

Axel C. Hanes, 142 Kenmore Ave., Elm- 
hurst, Ill, will now serve the entire state 
of Illinois and Wisconsin. 


ij 


M. C. FRANCIS 
Reed & Barton 


EMIL H. SMITH 
(Silver City Glass Co.) 
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G. W. STANGELAND 
Columbia Dia. Ring 





DANIEL LEONARD HAROLD SHAMROCK 


Reibling-Lewis, Inc. 


Axel Bros., Inc., manufacturers of Co- 
lumbia Diamond Rings, have announced 
the appointment of Daniel Leonard as 
their sales representative to cover the terri- 
tories of North Carolina, Kentucky and 
Tennessee, effective immediately. 

He succeeded his brother, Leonard K. 
Leonard, who will henceforth represent 
Columbia Diamond Rings in Ohio, Indiana 
and Michigan. 


Robert S. Herbst, Jr., of Duluth, Minn.. 
will cover Minnesota, North & South Da- 
kota, Montana and Wyoming for Harvel 
Watch Co. 


Appointment of T. D. Williams as man- 
ager of the Empire State District for Gen- 
eral Mills Home Appliance with offices in 
Buffalo, N. Y., was announced recently by 
Sales Manager R. P. Kelley. 





PERSONNEL 





Harold Shamrock, formerly sales mana- 
ger of Crystal Products Co., has Joined 
Reibling-Lewis, Inc., successors to Hen 
Lederer & Bro. (“Golden Wheel” line), 


J. T. Agate, President of the Cyma 
Watch Co., New York City, has announced 
additions and promotions of sales person. 
nel as follows: 

Samuel Sloane, recently western sales 
manager of P. M. Jewelry Creations, Ine, 
has joined his brother, Harold, to cover 
the entire West Coast. Harold Sloane has 
been a member of the Cyma sales staff for 
the past two years. 

E. C. (Matty) Matthews, formerly of the 
Waltham Watch Co., is now covering all 
New England and New York State, except 
for New York City. 

Jack Kuntz is replacing Harold K. Leeds 
in Texas and the southwest territory. Mr. 
Leeds has joined the New York office in 
an executive capacity. 


W. R. Weimer has been placed in charge 
of sales for Enger-Kress fine personal 
leather goods in the New England states. 





L. R. WULF HENRY KATZ 
(Silver City Glass Co.) L. Luria & Son 


Joseph J. Luria, President of L. Luria & 
Son, Inc., has announced the appointment 
of Henry Katz to represent the firm in the 
New England states. 


Reed & Barton announce the transfer of 
salesman, Frank W. Smith, Jr., to the Reed 
& Barton Sales Department in Taunton. 

Succeeding Mr. Smith in the Maryland, 
Pennsylvania and New York State sections 
is M. Craig Francis. 





C. T. FREER 
Reed & Barton 


MAX HINDEN 
Longines-Wittnauer 





B. ROSENTHAL 
Lief Bros. 


W. R. WEIMER 
Enger-Kress 


Leif Bros., jewelry manufacturers of 
New York City, announce that Benjamin 
Rosenthal will represent them on the West 
Coast, for the states of California, Oregon, 
Washington and Arizona. 


The American Silver Co., Inc., of New 
York, manufacturers of gold-filled plate, 
announce the addition of Bradford Tyndall 
to their New England sales staff. 


Ted M. Page of Meriden, Conn., form- 
erly with the Keepsake Co. will cover all 
New England states for Harvel Watch. 


As a result of the passing of the late 
George F. Johnson, long time Reed & Bar- 
ton representative in the New York area, 
Frank Petersen has been assigned to New 
York City. Petersen relinquishes his New 
Jersey and New York State territory to 
devote his time to major metropolitan ac- 
counts. 


Charles T. Freer, associated with the 
sales office of Reed & Barton for 20 years, 
takes over a territory consisting of the 
state of New Jersey and parts of south- 
western Connecticut and Westchester 
County. 
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JVC Action Stops Rumors 
On German-Cut Diamonds 


The following letter from one of 
America’s oldest and most highly re- 
carded diamond importers outlines a situa- 
tion regarding which a number of com- 
plaints have recently been received by 
the Jewelers Vigilance Committee: 

“There have been rumors circulating in 
the diamond industry regarding stones 
which were cut in Germany. 

“Rough diamonds have been sent into 
Germany from the United States to be 
polished and then brought back into the 
United States. The rumor which has been 
circulating is that duty has been assessed 
on such goods only upon the cost of manu- 
facture. We have no reason to believe 
that the facts in any way support these 
rumors. We would suggest, however, that 
the Vigilance Committee ascertain the true 
facts and that they then be officially pub- 
lished by the Committee. This would al- 
lay any misgivings that exist today and 
which have created some _ uncertainty 
amongst diamond buyers in this country.” 

On receipt of the above letter, the Pro- 
tective Bureau of the Jewelers Vigilance 
Committee communicated with the Cus- 
toms authorities and their reply clearly 
indicates that duty is payable on the full 
value of all diamonds cut abroad when 
entered through the Customs. Below is a 
copy of the letter received from the Bureau 
of Customs: 

“In your letter of February 7th you re- 
fer to rumors to the effect that rough dia- 
monds sent from this country and cut in 
the American Zone in Germany have been 
re-entered upon the payment of duty only 
on the labor charges. We, too, have heard 
this rumor but assure you it has no foun- 
dation in fact. 

“Under certain conditions articles may 
be altered abroad and pay duty only upon 
the cost of alteration. Possibly someone 
in your trade believes that the cutting of 
diamonds might conceivably be considered 
an ‘alteration.’ In our opinion it is not an 
alteration but a manufacture of a new and 
different article in the tariff sense. No 
formal application to handle diamonds 
under this procedure has been made. If 
made, it would be denied.” 





Maryland House of Delegates 
Passes Optometry Bill 


An optometry bill bitterly opposed by 
Maryland jewelry interests — particularly 
those in Baltimore—was passed by the 
Maryland House of Delegates recently after 
heated debate. The measure then moved 
to the Senate for consideration. 

Opponents of the bill, which defines 
optometry as “a learned profession” and 
gives the State Board of Examiners in 
Optometry blanket authority to regulate its 
practice, have argued that its real purpose 
is to give the State Board power to prohibit 
advertising by optometrists: 

The Baltimore Sun, in an_ editorial 
strongly condemning the bill, quoted the 
testimony of Dr. James S. Guyton, of the 
Wilmer Eye Clinic of Johns Hopkins Hos- 


pital, that the legislation “would benefit 
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The grace and charm of pearls go on and 
on. For formal afternoon, the Jewelry In- 
dustry Council suggests this delightful en- 
semble. A double strand of graduated 
cultured pearls clipped together off-center 
with a pearl and diamond daisy scatter 
pin. The popular pendant earring, shown 
here in modified form, has diamond and 
platinum leaves seemingly holding a pearl 
in mid-air. The bracelet has four strands of 
cultured pearls on 14 karat gold links with 
a large center medallion of Ceylon sap- 
phires and rubies. Jewelry by Koven Freres. 





Short hair-dos call for new and interesting 
earrings such as these large earclips of 
round and baguette diamonds which nestle 
in the hollow between the earlobe and the 
cheek. A clip, worn on a chain, becomes 
an impressive necklace. This clip is a swirl- 
ing fan of baguettes and round diamonds 
radiating from the center and ends in a 
well-shaped loop and a cascading streamer 
paved with diamonds. At the end of this 
streamer there is a beautiful five carat 
diamond in a practically invisible platinum 
setting. This stone quivers with every move 
of the body and because of the setting re- 
flects the light ravs from all sides with 
dazzling beauty. Completing the ensemble 
is a bracelet with a large center motif of 
diamond flowers and smaller clusters mak- 
ing up the rest of the bracelet. Jewelry 
designed by Marianne Ostier. 





the optometrists more than it would the 
public.” Advertising optometrists, and 
jewelers maintaining optical departments, 
contend the bill, if enacted into law, would 
raise the cost of glasses to the public. 

Two years ago Delegate Boone, Demo- 
crat of Baltimore county and author of the 
present bill, sponsored a similar measure 
which died in the Senate. 








New Jewels Enhance Latest Fashions 





A highlight in dual purpose jewelry is this 
important necklace. Here, the necklace is 
shown with a diamond bracelet attached to 
the center motif and used as the back part 
of the necklace to add more brilliance for 
evening wear. The bracelet can be removed 
and worn on the wrist and a platinum chain 
attached to the center motif making it a 
bracelet and necklace for cocktail or dressy 
afternoon wear. The center design is an 
oval pendant held by two bowknots of 
baguette and round diamonds with a crown 
of three large tapered baguette diamonds. 
Three dimensional effect is created by a 
bell-like pendant on either side studded with 
round diamonds. Matching earrings have 
the swirl effect with bowknots of baguettes 
holding three dainty pendants of alternat- 
ing baguette and round diamonds. Watch 
bracelet with covered face is made entirely 
of full-cut diamonds and baguettes. A 
platinum ring with a convex center of three 
rows of brilliant-cut diamonds completes this 
ensemble. Jewelry by Hirshler & Halpern, 
Inc. 





For jewelry that blends in color with the 
dress, the JIC suggests this elaborate set 
of earrings, ring and clip of diamonds and 
sapphires to wear, for example, with navy 
blue lace. This elaborate brooch, worn here 
on a chain to create an impressive neck- 
lace, has a center of brilliant cut sapphires 
crowned by baguette diamonds and emerg- 
ing from a highly modeled frame of swirl- 
ing petals of diamonds set in platinum. The 
earrings are platinum sunbursts with rays of 
alternating sapphires and diamonds. The 
ring has a large sapphire set off-center with 
rays of baguettes shooting out from under- 
neath, thus emphasizing the asymmetrical 
design so popular this season. Jewelry by 
Bolean Company. 
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according to Backes & Strauss of Kimberley 
House, less melees, small brilliants and 
eight-facets on the market here owing to 
the rather considerable sales during Feb- 
ruary. This position may continue since 
licenses to buy from Antwerp have been 
quite inadequate. 

President Ivan Shortt, British Jewelers 
Association, said at the annual luncheon of 
the Federation of Master Goldsmiths & 
Jewelers in London recently that the jew- 
elry trade is living in an atmosphere of 
anxiety. He stated that most of the world’s 
markets are shut in spite of the pressing 
demands of “overseas customers” who are 
as powerless as he is, while at home the 
black marketeer is jockeying the honorable 


London Letter 


Export inquiries for loose diamonds here 
continues very brisk with a steady sales 
to many parts of the world in all sizes 
from eight-facets to two carat stones, espe- 
cially in fine white goods of medium qual- 
ity. Demand too is increasing for slightly 
off-color goods, more saleable now than 
in the past owing to the re-entry of Italy 
and other countries into the British dia- 
mond buying market. Countries that for- 
merly have purchased direct from the con- 
tinental markets can no longer do so be- 
cause of currency restrictions. There are, 
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trade off the field. Chairman Albert Musi 
said that unemployment is Starting in i 
industry and that British jewelers 1‘ 
tied hand and foot by the purchase ios 
Board of Trade Parliamentary Seneinaas 
Edwards, guest at the luncheon, said tha 
markets abroad are becoming more and 
more difficult to penetrate with non-essep. 
tial goods. 

The jewelry, gold and silver industries 
of the U. K. plan to be represented avain 
this year at the British Industries Fair 
London and Birmingham, May 2 to 13 
Last May 15,000 foreign buyers attended 
the Fair, and 200 American buyers made 
the journey to Britain. It is anticipated 
that some 3,000 U. K. firms will be exhibit. 
ing. A number of new ideas on which 1949. 
50 sales are based will be revealed—whep 
the Fair opens. 

There is speculation in the diamond and 
jewelry trade as to a possible change jp 
purchase tax. There is no official indication 
that this imposition is to be removed buy 
the possibility has slowed down business 
in the retail field lately, and until after 
the Budget is revealed in April, jewelers 
are not inclined to make further commit. 
ments of any volume since a change in the 
tax would leave them holding the baby. 


Jeweler Presents Watch, 
Gains Local Publicity 


When the French Merci train arrived 
in Atlanta, Ga., February 10th, Governor 
Talmage and ail the state commanders of 
the various veteran’s organizations were 
present to welcome the French represen- 
tatives accompanying it. 

One of the highspots of the program 
was a presentation ceremony. The Atlanta 
Voiture of the 40/8 gave to Madame Marie 
Geoffrey, a member of the French delega- 
tion, a souvenir of her American visit in 
the form of a Parker pen set with a Hamil- 
ton railroad watch mounted on the base. 
The gift was provided by jeweler Ernest P. 
Tomlinson, a member of the 40/8 commit- 
tee in charge of the presentation. 

The back of the watch contained the 
following inscription: “Commemorating the 
arrival of the French Merci Train, Atlanta, 
Georgia, 10 February 1949. Presented to 
Marie Geoffrey, Voyaguers Militaire 
Georgia, U.S.A. 40/8.” 





Ernest P. Tomlinson, jeweler of Atlanta, Sa., 
holds the 992B Hamilton railroad watch 
mounted on a Parker pen set which was 
presented to Madame Marie Geoffrey by 
the Atlanta 40/8 when the Merci train 
visited there February 10th. 
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UHAA's Secretary Hagans 
Rounds Out European Tour 


Orville R. Hagans, executive secretary of 
the United Horological Association of 
America, is currently rounding out a heavy 
schedule of appointments in Europe. 

In mid-February he met with officials of 
the British watch and clockmaking indus- 
tries, associations and schools. One of the 
outstanding highlights of his program was 
a visit to the British National Horological 
College. The college is a state financed 
school and one of the most modern and 
best equipped institutions of its kind in 
the world. Along with Louis Dubois, dean 
of the American Academy, Inc., Secretary 
Hagans made a thorough tour of the col- 
lege in company with Professor J. R. 
Richardson, who is in charge of the entire 
school which embraces other crafts, Col- 
lege Headmaster Major R. A. Fell, and 
Chief Instructor M. Launer. 

The American representatives also spent 
some time with officials of the British 
Horological Institute including BHI Secre- 
tary F. B. Cowen and Arthur Tremayne, 
editor and publisher of the BHI Horologi- 
cal Journal. 

The BHI has recently acquired a new 
building for its use and also as official 
headquarters for the British Clock and 
Watch Manufacturers Association. Editor 
Tremayne had lost his publishing building 
as a result of the bombing of London and 
for some time had been compelled to carry 
on his business on the sidewalk under a 
tarpaulin. 

In Switzerland, Mr. Hagans established 
his headquarters in Bienne, and engaged 
in a continual round of instructive trips 
through schools and factories and in meet- 
ings with manufacturing and association 
officials. In March he devoted most of his 
time to his program of increased informa- 
tion exchange and a set-up for closer and 
more informal professional relations be- 
tween the two continents. 





Relates Wartime Role of Gems 
At California Guild Meeting 


Martin Ehrmann, West Coast representa- 
tive of Lazare Kaplan & Sons, New York, 
was the featured speaker at the February 
meeting of the. Southern California Guild 
of the American Gem Society in Los 
Angeles. 

Speaking on “How Gems Helped Win 
the War,” he presented a fascinating story 
of the successful completion of a mission 
to obtain tons of tourmaline from German- 
occupied France during 1944. What is 
perhaps known to very few persons until 
this time is that tourmaline was the one 
mineral which could be used for windows 
in the atomic bomb. Serving as a colonel 
in the Intelligence Service of the Army, 
Ehrmann, in 1945, was again sent to Ger- 
many and visited Idar-Oberstein and the 
jewelry making center of Pfortzheim. 

Other minerals used in the production 
of wartime supplies and considered stra- 
tegic materials included diamond, corun- 
dum, and quartz. It was Ehrmann’s con- 
clusion that the day of victory was has- 
tened by from two and one-half to three 
years through the use of gemstones in 
the manufacture of wartime materiel. 
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at a cost of $ 























With more than 709 vacuum tubes needed by industry, a tube distributor would find 
profits consumed by 100% inventories. But by ordering tubes as needed via Air 
Express, he holds stocks to 25%. Example: Orders $1,500 tube at 9 a.m. from sup- 
plier 900 miles away. Delivered to customer 6 P.M. same day. 16 |bs.: cost, $4.46. 
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Remember, $4.46 included speedy pick- Your Air Express shipments go by the 
up and delivery service, too. More pro- Scheduled Airlines direct to over 1,000 
tection, because you get a receipt for airport cities; fastest air-rail for 22,000 
every shipment. Air Express is the off-airline offices. Shipments keep 
world’s fastest shipping service. moving with ’round-the-clock service. 


FACTS on low Air Express rates 


19 .bs. of machine parts goes 600 miles for $3.54. 
9-lb. carton of new styles goes 1400 miles for $3.99, 
(Every kind of business finds Air Express pays.) 


Only Air Express g:ves you all these advantages: Special pick-up and de- 
livery at no extra cost. You get a receipt for every shipment and delivery is 
proved by signature of consignee. One-carrier responsibility. Assured 
rotection, too—valuation coverage up to $50 without extra charge. 
ractically no limitation on size or = For fast ~~ action, 
phone Air Express Division, Railway Express Agency. specify 
‘Air Express delivery’’ on orders. 














Rates include special pick-up and delivery 
door to door in principal towns and cities 








AIR EXPRESS, A SERVICE OF cidaten EXPRESS AGENCY AND THE 
scHEDULED AIRLINES of THE u.s. 
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House Committee May Soon Consider Excises, 
Many Congressmen Partial Toward a Revision 


Since January, when Congress convened, 
a great many bills have been introduced 
providing for relief from the retailers’ ex- 
cise tax in various manners, all the way 
from a small reduction to complete elim- 
ination. According to procedure, all bills 
introduced in the House of Representatives 
dealing with taxes are referred to the Ways 
and Means Committee. At the present 
time, this Committee is engaged in hearing 
testimony with regard to social security, 
and it is expected that this subject will 


next topic to be discussed will be that of 
taxes, it is hoped that such will be the case. 

Interviews by representatives of the 
Jewelry Industry Tax Committee and Wash- 
ington counsel have been held with a num- 
ber of senators and congressmen, many of 
whom are sympathetic toward a revision 
of the excise tax laws. Practically all of 
them agreed that the present reiail excise 
tax as applied to jewelry, etc. is discrimina- 
tory. However, it has been said that it is 
impossible to make positive statements in 
connection with the request for excise tax 





engage the Committee for some weeks to 
While there is no assurance that the 


come. 





action at this time, due to the fact that 
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Another treat DASOV Value Trinmph! 


NATIONALLY ADVERTISED RINGS 
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No. 20) Your cost 
ENGAGEMENT 
RING 


No. 683- Your cost 
WEDDING RING 


: $1550 ; 
KEYSTONE 


_ 
IDEAL for PROMOTION 


that will result in higher unit, 
more profitable sales! 


These rings were designed for promotion. 
They were manufactured for promotion — 
and we have priced them for promotion. 

In short, advertising leaders is what 

they essentially are. But make no mistake! 
There’s a heap of value in this merchandise. 
Our customers know that while our 

leaders are priced way down, 

we maintain certain standards of quality 
that have won for us an enviable reputation. 


2-COLOR PRINTED TRADE-IN GUARANTEES 
SUPPLIED WITH YOUR ORDER 


MANUFACTURERS OF Dason Rengo 
AND Bocelad Crafl WEDDING RINGS 


NEW YORK 19, N. Y. 
29 East Madison Street 


20 WEST 47th ST., 
Chicago Office: 











consideration must still be given to the 
President’s budgetary requests: and that 
Congress is also waiting to see what the 
March 15 income tax returns will indicate 
as to expected revenue from that source. 

The “Captain’s Plan” has been mos 
helpful in organizing industries in a number 
of trades in meeting problems. This plan 
stems from the establishment of key men 
in each state, who in turn organize by the 
appointment of other men to help, so that 
every individual firm engaged in the par- 
ticular industry can be promptly reached 
There are many problems in the jewelry % 
dustry, including the excise tax fight, in the 
solution of which every jeweler throughout 
the country should be of assistance. and by 
the perfection of the Captain’s Plan every 
jeweler in every state can be contacted. Al] 
jewelers are asked to help by carefully fo}. 
lowing requests made for cooperation. 

Two jewelers in each state, who have 
been suggested by the American National 
Retail Jewelers Association and National 
Association of Credit Jewelers, have been 
asked to act as “Minute Men” to aid in 
establishing the Captain’s Plan in the jewel. 
ry industry. Full success can only be 
attained if the captains carry through in 
forming the necessary organization in their 
states, which should be done without delay. 
The Jewelry Industry Tax Committee has 
been encouraged by word received from 
some of the Minute Men, and it is hoped 
that action has been taken in every state 
even though no word has reached the Com- 
mittee to that effect. 


Elimination of Trade Evils 
Aim of California 24-K. Club 


. In a meeting designed to aid the retail 
jeweler members of the 24 Karat Club of 
Southern California, the organization took 
definite steps toward assisting the Cali- 
fornia Retail Jewelers Association in their 
work of eliminating unfair trade practices. 
The club approved the proposed move on 
the part of the California RJA in hiring 
the services of a public relations attorney 
by donating $1,000 for this much needed 
work. 

Max Strasburg, Hollywood retailer, pre- 
sided over the retailers section of the 
meeting. William R. Erb, secretary of the 
California RJA, outlined the purpose of 
the movement. Leo Shapiro, attorney of 
San Francisco, talked on the phases of un- 
fair trade practices drawing on his experi- 
ences as an attorney for several large trade 
organizations. He pointed out that fair 
trade acts are fair to producers, to retail- 
ers and consumers. A general discussion 
of fair trade practices gave the large audi- 
ence a much better understanding of the 
situation. 

Among the honored guests attending the 
meeting was Charles G. Brown, vice presi- 
dent of Stein & Ellbogen Co., Inc., Chi- 
cago, Ill. 

At the meeting the following directors 
were elected to serve for the current year: 
James Apffel, I. Behrstock, Sam Behrstock, 
Nathan Gold, Irving Kaufmann, David 
Lilein, Jules Lindebaum, Arthur Michaels, 
Harry Prezant, Herman Siegel, Frank 
Stirling and Wax Woldman. 
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JA Starts 49 Drive, 
Names Three Co-Chairmen 


Leo Weisfield, former president of the 
National Association of Credit Jewelers, 
Allen B. Gellman, president of the Elgin 
American Watch Case Co., and Harry D. 
Henshel, vice president of the Bulova 
Watch Co., will serve as co-chairmen in 
the current drive of the jewelry division 
of the United Jewish Appeal in the 1949 
$50,000,000 nation-wide drive. 

The three jewelry executives also shared 
the co-chairmanship of the jewelry divi- 
sion’s drive for the United Jewish Appeal 
last year. In the course of that campaign, 
they visited scores of cities and succeeded 
in obtaining impressive amounts in contri- 
butions from members of the industry. 

Mr. Weisfield, a prominent Seattle 
jeweler who has been active in state-wide 
communal and philanthropic efforts for 
many years, was executive director of re- 
tail sales for War Bonds in Washington 
State and Chairman of the Seattle Salvage 
Committee during World War II. For his 
civic leadership he was made _ honorary 
chief of Seattle’s Fire Department and 
honorary captain of the Police Depart- 


ment. 

Mr. Gellman, a resident of Chicago, is 
chairman of the board of directors at Excel 
Movie Products Co. and director of the 
Michigan Avenue National Bank of Chi- 
cago. He is a member of the Standard 
Club and director of the Bryn Mawr 
Country Club. 

Mr. Gellman’s philanthropic activities 
include membership on the board of gov- 
ernors of the Elgin Community Chest 
Association; directorship of the board of 
Jewish Education, Hebrew Theological 
College, and Orthodox Home for the Aged. 


ASK FOR ‘FULLEST SUPPORT' 


In a joint statement issued on accept- 
ing their positions as co-chairmen, the 
three leaders called upon all representa- 
tives in the industry to lend their “fullest 
support” to the UJA drive which provides 
the funds for the work of the Joint Dis- 
tribution Committee, United Palestine Ap- 
peal and United Service for New 
Americans. 

“We have termed 1949 the “Year of 
Homecoming,” the statement said. “If we 
in America will it, every Jewish DP camp 
in Europe can be emptied this year. We 
can aid 250,000 displaced Jews to enter 
and settle in Israel. We can facilitate the 
immigration, placement and adjustment of 


gration and settlement, of the United Jew- 
ish Appeal campaign include: the furnish- 
ing of relief, medical care and vocational 
training to the needy among the 1,000,000 
Jews who live under substandard condi- 
tions in Nerth Africa and the Near East; 
the promotion and extension of producer 
cooperatives in Western Europe; the re- 
habilitation and reconstruction of Jewish 
communities in eastern Europe; the con- 
struction of at least 50,000 housing units 
in Israel to accommodate ihe steady influx 
of settlers; the development of a large- 
scale irrigation and reclamation project in 
the Negev region of southern Israel; and 
provision for increased assistance to adjust 
the larger number of refugees expected 
to reach the United States under a re- 


vised DP law. 





Report on Industrial Diamonds 
Obtainable Free of Charge 


At the end of each of the last five years, 
a report on the principal developments in 
the industrial diamond industry which 
have taken place in England and other 
countries in the preceding year has been 
issued by the Diamond Research Depart- 
ment of the Industrial Distributors (Sales) 
Ltd. Since the report on Industrial Dia- 
mond Development in 1947 this report 
has not only covered England, but other 
industrial countries as well. 

This year’s survey of eight mimeo- 
graphed pages may be obtained free of 
charge from the Industrial Diamond Infor- 
mation Bureau, Industrial Distributors 
(Sales) Ltd., 32-34 Holborn Viaduct, Lon- 
don, E.C. 1. 
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WHOLESALE DISTRIBUTORS ¥ 


NORMANDIE watches 
distributed thru selected 
Wholesale Jewelers 


Excellent quality and eccurate 
timekeeping are distinguishing 


COVER 





features of Normandie Watches. The 

fine 17 jewel movements are fitted into 
smartly styled and beautifully finished 
cases ...and when you offer your 
clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


thousands of newcomers to the United 
States. If we will it—if we put the 1949 
UJA campaign over the top—then these 
humanitarian tasks will be done. I call 
upon every member of the jewelry indus- 
try in the country to give to the utmost of 
his time, energy and financial support to 
the end that the goals of the UJA be 
achieved. In this decisive moment in the 
lives of the Jews overseas we cannot— 
we dare not—falter in our most solemn 
responsibilities to them.” 

Prime objectives, in addition to immi- 


Write for illustrated booklet and 
name of nearest wholesale distributor. 


NORMANDIE WATCH COMPANY ¢ 71 Nassau Street * New York 7, N. Y. 
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e Announcing: 
FIRST SHIPMENT 
NEW, IMPROVED 


cort- 
BRAILLE 


WATCH 





Top: cover raised to permit blind per- 
son to tell time. Bottom: cover closed 
(watch looks like any other timepiece) 


Long wanted by every sensitive blind 

person, here at jast is an improved 

Braille watch that looks like any other 

watch because for the FIRST time, it has a 
CLEAR TRANSLUCENT COVER 


This feature, exclusive with CORT, will 
make the CORT-BRAILLE the preferred 
watch for the blind in your city. 


@ 15-jewel movement. 
@ Porcelainized dial for lifetime use. 
@ Heavy, sturdy hands. 
@ Stainless steel back. 


35 j = TAX 


The demand for a good Braille 
W atch reported far in excess of sup- 
ply. You can perform a real service 
to the blind in your city by making 
available to them the improved 
CORT-BRAILLE Watch. 

WRITE FOR FREE PROMOTIONAL AND 
PUBLICITY CAMPAIGN ON THE CORT- 








Modification of Regulation W 
Only a ‘Routine Adjustment’ 


The Federal Reserve Board’s relaxation 
of consumer credit controls on March 7 is 
a “routine adjustment” and may be fol- 
lowed by further easing of consumer buy- 
ing restrictions. 

The Board of Governors of the Federal 
Reserve System made this clear on March 
2 when it extended the credit maturitv 
period to 21 months and reduced the 
amount required for down payments on 
all controlled commodities except automo- 
biles from 20 per cent to 15 per cent. 

The Board says it will continue to use 
the credit-control authority granted it last 
year by the 80th Congress “flexibly,” and 
stated that it “would be ready at all times 
to tighten or relax the terms in accordance 
with the objectives of the authority and 
with a view to sound credit conditions.” 

Prior to March 7, the maximum maturity 
on purchases under $1,000 was 15 months, 
while the maximum maturity on credits 
above $1,000 was 18 months. The change 
places the maximum maturity at 21 
months in all cases. 

The change in the down payment re- 
quirement of from 20 per cent to 15 per 
cent applies to such articles as cooking 
stoves, dishwashers, ironers, refrigerators, 





washing machines, combinations of th 
above items, air conditioners (room units) 
radio and television sets, Phonographs 
sewing machines, suction cleaners, fur. 
niture, and soft-surface floor coverings, 

The required down payment for auto. 
mobiles remains at 331/3 per cent. The 
board made no comment on its failure to 
lower this requirement, although the 
Federal Reserve System has been the tay. 
get of considerable criticism because of 
the “one-third down” requirement. 

Representative Wright Patman (Demo. 
crat, of Texas) said he was “particularly 
disappointed” at the board’s failure to ey. 
tend the period of payment for automo. 
biles to 24 or 30 months. 

Senator Joseph O’Mahoney (Democrat 
of Wyoming) said the board’s action wen 
a “step that will tend to promote the dis 
tribution of inventories.” “I applaud the 
action of the Board of Governors as a clear 
illustration of the wise exercise of govern. 
ment controls,” he said. 

The board said its modification of cop. 
sumer credit controls (Regulation W) was 
based on continuous study of the opera. 
tions of the regulation since it was reip. 
stated in September, 1948, and on the ex. 
perience of Federal Reserve Banks and 
their branches in its administration in the 


field. 





Wadsworth's New Showrooms 
Equipped in Modern Trend 


The Wadsworth Watch Case Co. has 
announced the opening of new showrooms 
for the presentation of their lines of pow- 
der cases, cigarette cases and watch cases 
on the tenth floor of the present building 
at 385 Fifth Ave., New York. 

Silver gray walnut, in both solid wood 
and flexwood, has been used in woodwork, 
office doors and reeded foyer screen. Ceil- 
ings in the foyer and reception room 








utilize vinylite plastic louvred egg-crate 
with fluorescent illumination. 

Three showrooms, designed for comfort 
and efficient display of merchandise, are 
individual in color scheme but treated sim- 
ilarly as to furnishings and wall coverings, 
Soft sapphire blue, pale jade green and 
warm topaz in hand screened Chinese tea 
chest wall paper set the color notes in the 
respective rooms. Curved display tables 
with pull-out leaves for writing and spe- 
cially constructed cabinets facilitate han- 
dling of merchandise. 





BRAILLE Watch expressly designed for 
your local use. 


cort watch co. 


ACE WATCH CO., INC. 
10 West 47th Street, New York 


| The reception room in the Wadsworth Watch Case Company's new showrooms at 385 Fifth 
| Ave., New York, provides working space and attractive reception area. Designed by Lessman 
Interiors, the walls are hung with walnut flexwood, a large walnut and glass ‘screen makes 
the wall between the reception room and one of the three individual showrooms. Pearl grey 
Kalistron (vinylite plastic) covers the showroom doors, with large brass roses as hardware. 
| Vinylite plastic louvred egg-crate is utilized in the ceiling for fluorescent illumination. 
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Other officers re-elected at the meeting 


New Exhibit Feature of UHAA Convention are as follows: First Vice President, Ray- 


mond R. Sturdy, president of Cheever, 


Draws Industry-Wide Interest and Response Tweedy & Co. Inc, Neath Aitichie, 


Widespread industry approval and 
ehearted membership support has 
heen accorded to the educational horo- 
logical exhibit which is one of the new 
and most popular attractions planned for 
the 16th annual convention of the United 
Horological Association of America and 
the 4th annual convention of the Na- 
tional Association of Horological Schools 
meeting jointly in Chicago at the Hotel 
Sherman, May 19 through 22. 

The interest and response to the edu- 
cational exhibit has been very encourag- 
ing, according to a current report made 
public by the UHAA convention exhibit 
committee. Rare, unusual and interesting 
watches, clocks and timepieces of all de- 
scriptions — both antique and modern — 
submitted by collectors from all parts of 
the United States and many foreign coun- 
tries, will be shown at the convention in 
hooths 15, 16 and 17, under the sponsor- 
ship of the United Horological Associa- 
tion of America. 

Leaders of the horological profession 
have given their full cooperation to this 
exhibit and have encouraged manufactur- 
ers, associations, guilds, collectors’ groups, 
and private individuals to show the most 
interesting pieces of their collections at 
this exhibit. 


whol 


FAMOUS TIMEPIECES PROMISED 


Already many of the best known ex- 
hibit pieces have been promised from 
famous and valued collections of the coun- 
try. It is believed by exhibit directors that 
collectors in foreign countries will par- 
ticipate in the exhibit. In every way, it is 
planned that this exhibit will be represen- 
tative of the horological profession and a 
tribute to all members of the industry and 
the allied trades. Thorough publicity cov- 
erage for the general public and the 
profession is expected to make the ex- 
hibit most beneficial to all concerned. 

The public relations value of this edu- 
cational exhibit cannot be overestimated, 
in the opinion of the leading authorities 
in the time industry. Officers of the United 
Horological Association of America intend 
that this exhibit, in connection with the 
16th annual convention, will afford an op- 
portunity to present to the general public 
the romance, the historical background 
and significance, and the honorable role 
which the watchmaker has played in the 
scientific achievements and the history of 
the world. The exhibit is planned to en- 
able those viewing it to gain a fuller un- 
derstanding and appreciation of the tradi- 
tions, the training, the skill and the pro- 
fessional level of the watchmaker. 

The general public will be invited to 
see the showing, the timepieces and the 
professional industrial displays at the Chi- 
cago convention. s 


Pictures and historical data of many 
of the most unique and most interesting 
exhibit pieces will appear in the 1949 con- 
vention program now under preparation in 


the UHAA headquarters. 


Indicative of the constantly growing in- 
terest in the record-breaking attendance 
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Mass.: Second Vice President, Charles: G. 








———-- ---------— Brown, vice president of Stein & Ellbogen 


forecast for the convention, leading horo- Co., Inc., Chicago, Ill.; Assistant Secre- 

logical industries and suppliers in the al- taries, James McDermott and Vincent F. 

lied trades have responded promptly with Chapman, and Assistant Treasurer, Walter 

advance reservations for booth space in C. Crooks. 

the Exhibit Hall of the Hotel Sherman. Named to the executive committee were 
President Morse, Fred A. Bullock and 

Jewelers Board of Trade Edgar E. Baker. 





—- 


Re-elects Morse President a 


Lester F. Morse, treasurer of the Gor- 
ham Co., Providence, was re-elected presi- 


Knapp is Back on the Job 





dent of the Jewelers Board of Trade at a H. S. “Bert” Knapp, president of J. L. 
meeting of the Board of Directors on Teeters & Co., wholesale jewelers of Lin- 
Feb. 18. coln, Nebr., is recovering satisfactorily from 

Horace M. Peck, long-time secretary and a severe heart attack he suffered last fall. 
treasurer of the Board of Trade, was re- Mr. Knapp is able to work at the office “ 
elected to that position. part time. 
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Golden Circle Club 
Occupies New Clubrooms 


The March meeting of the recently form- 
ed Golden Circle Club of New York was 
held on March 14 in the new clubrooms, 
located in the Maison De Winter Restau- 
rant, 36 W. 48th St., New York. The club 
is composed of executives and salesmen in 
the jewelry industry. 

Progress on the constitution was re- 
ported by the chairman of that committee, 
Harry J. Bromley of National Jeweler. The 





club’s counsel, Harvey Lewin, advised that 
incorporation papers were being prepared 
and would shortly be filed in Albany 
Steve Lucas, membership chairman, val 
nounced his committee’s acceptance of 10] 
members. 


President Robert Radd designated the 
next meeting as Constitution Night when 
final discussions on the subject would be 
held. At the March meeting Lansford F. 
King, editor of THE JEWELERS’ Circutap. 
KEYSTONE, was elected Financial Secretary, 





The Golden Circle Club of New York, a newly-formed organization of executives and sales- 
men in the jewelry industry, held their March meeting at new clubrooms located at 36 W. 
48th St., New York. Those attending the meeting are shown above. 





GIA's Gem Testing Services 
Available at N.Y. Quarters 


In a recent letter to all jewelry firms 
in the greater New York area, the Gem- 
ological Institute of America announced 
that its nationwide gem testing services for 
the entire trade (formerly conducted only 
from Los Angeles) are now available at 
its new Eastern Headquarters. Any jeweler 
may bring or send gemstones for identi- 
fication to the Eastern Headquarters of 
the Institute at 5 East 47th Street, in Man- 
hattan. 

At the present time, two night classes of 
30 students each are being conducted for 
fundamental correspondence course stu- 
dents. Three-week Resident Classes A and 
B are scheduled to begin June 20 and 
July 11, respectively. 

Eastern Headquarters is directed by 
Richard T. Liddicoat, Jr., assisted by G. R. 
Crowningshield. 





20% of Jewelry Claims 
Are Gems Lost From Settings 


With insurance brokers estimating that 
one out of every five claims on lost jewelry 
is paid on diamonds or other precious gems 
lost from their settings, women today are 
being cautioned to consider that part of 
the rings and earclips they buy when mak- 
ing purchases. 

Latest available reports list the total an- 
nual claims paid for losses of all kinds of 
personal jewelry at $10,800,000. While this 
figure has not been broken down accu- 
rately, experienced brokers are authority 
for the estimate that 20 per cent of this 





sum, or $2,160,000, is paid each year on 
diamonds or other precious gems the own- 
ers report missing from their settings. 
Careful inspection and questioning is 
called for at jewelry counters. Precious 
white palladium is being increasingly used 
for settings, because this metal of the 
platinum family is strong, without being 
springy, and therefore holds gems firmly. 


Crippled Children in N. J. 
Need Old Watches and Clocks 


Have you any old watches or clocks 
laying around that you can spare for a 
worthy cause? 

If you have, a school conducted by the 
Board of Education of Jersey City, N. J, 
where crippled children are taught a 
course in watch repairing, could use them 
to great advantage. 

The school has had a great deal of difi- 
culty in acquiring old watch and clock 
movements to be used for individual in- 
struction. 

If you should have some old watches 
or clocks collecting dust on your shelves, 
or uncalled for repair jobs, you can help 
in this worthwhile cause by forwarding 
them to George J. O’Brien, Administration 
Building, 2 Harrison Ave., Jersey City 4, 
N. J. Your donations will help these chil- 
dren prepare for an honorable, useful 
career. 


Announces Retirement 


August Grand, jeweler of Ashland, Wis., 
retired from active business on Feb. 16th. 
Mr. Grand stated that he was forced to 
retire because of ill health. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











4 Somers-Ernst Co., Inc., manufacturing 
jewelers, and O. J. Somers Co., Inc., dia- 
mond importers, both located at 42 West 
43th St. New York, announced that Sig 
Weis is now associated with them. He will 
cover the Southern territory including 
Texas and Oklahoma and show their com- 
plete line of Soret gold and diamond 
jewelry and rings. 

q Louis Bendheim, sales representative for 
R. L. Griffith & Son Co., Inc., 9 Maiden 
Lane, New York, celebrated his 75th birth- 
day with his family on March 23. 

q Mr. and Mrs. Hayim Sorin, diamond 
dealers of 576 Fifth Ave., New York, have 
returned from their Florida vacation and 
are back in their offices doing business as 
usual, 

4 James Bennings, a watchmaker of many 
years experience, has taken charge of the 
mail order watch material department of 
Dean Watch Co., 116 Nassau St., New 
York. A long-standing policy of the Dean 
Watch Co. permits only watchmakers to 
fill material orders. 

q Edward Peiper & Co., diamond mer- 
chants of 580 Fifth Ave., New York, re- 
cently announced that Henry M. Brook- 
stra, formerly with R. Haefliger & Co., Inc., 
Chicago, IIl., is now associated with their 
frm. Mr. Brookstra will be in charge of 
their Chicago office at 55 E. Washington 
St. 


\ NEW YORK 


q The 22nd annual exhibition of jewelry 
designs created by student designers of 
the class conducted by Christian A. Jakobb, 
will be held at the Mechanics’ Institute, 20 
W. 4th St., on April 7. The exhibit will 
be open from 2 to 5 P. M. to members of 
the trade and official representatives of 
trade associations, schools and colleges. 
The public will be able to attend the ex- 
hibition from 7 to 9:30 p. m. Graduation 
exercises will be held that evening when 
prizes will be awarded to students who 
have executed the most outstanding jewelry 
designs. Awards have been donated by the 
Medallic Art Co., New York. 

q T. C. Tanke, Inc., 382 Main St., Buffalo, 
N. Y., makes permanent window display 
use of a U. S. Navy timing instrument to 
provide correct time for Main Street traf- 
fic. The instrument, set in a wooden box, 
is placed in a corner of a display window 
where it has a permanent spot. A sign 
behind the instrument is headed with the 
caption: “Correct Time.” The card points 
out that it is an official Navy instrument 
keeping perfect time. 

q Wilson’s Leading Jewelers, 310 S. Salina 
St., Syracuse, N. Y., stimulated store traf- 
fic with a newspaper ad offering metal 
waste paper baskets at a special price of 
29 cents. No mail or phone orders were 
accepted and the offer served to swell 
store traffic. 





Lasko Strap Company 
Observes 25th Anniversary 


Twenty-five years ago Sol Lasko had a 
number of ideas regarding the watch strap 
business. He established a small plant and 
started producing fine leather straps. In 
1930 Max Gershberg entered the firm of 
Lasko Strap Co. as a partner. 

Today the Lasko Strap Co. is a leader 
in the manufacture of leather watch straps 
in the jewelry industry with a modern 
plant equipped with the latest in efficient 
machinery. 





SOL LASKO 


MAX GERSHBERG 


As a leader, Lasko Strap Co. products 
are not only distributed through America’s 
leading wholesalers, but also the manufac- 
turers and importers of famous and popu- 
lar watches use its Neet straps on their 
products. 

Mr. Lasko now devotes his time entirely 
to overseeing the production end of the 
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business, while Mr. Gershberg devotes his 
time to sales and distribution. 

The company has grown during the past 
quarter century and its sales personnel 
now covers the country. Dave Kay is 
Eastern representative, Sidney H. Geller, 
Midwestern representative, Moe Diamond, 
West Coast representative and Steve Lucas 
assists Max Gershberg in New York. 

New styles and new designs and mer- 
chandising keyed to the times has kept 
this company in its top-flight position. 

On the threshold of their silver jubilee, 
Lasko and Gershberg reaffirm their firm’s 
policies and look forward to a continuation 
of the company’s progress. 


WHAT'S NEW WITH YOU..?. 


If you’ve moved your store to a new 
location, opened a branch store, remodeled 
your store, installed new fixtures—or cele- 
brated your golden anniversary—we’'d like 
to hear about it. We’d also like to know 
if you’ve conducted a successful sales pro- 
motion, run an advertisement that resulted 
in increased sales, or if you have arranged 
an eye-catching window display. 

THE JEWELERS’ CIRCULAR - KEYSTONE 
wants news from you and about you— it’s 
your magazine! So if you have some 
news about yourself and your business, 
send it to: THe JEWELERS’ CiRCcULAR-KEY- 
STONE, 100 East 42nd St., New York 17, 
N. Y. 

Vic Silver has opened a new retail 
jewelry store at 407 W. 17th St. in Santa 
Ana, Calif. 
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DIAMONDS 
All sizes — All shapes 


Finest polishing from Palestine and Bel- 
gium, sized and graded. Please ask for 
our new list of prices No. 15. 


576 5th Ave. 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


C7 th, e 7 . | atodl 
LEYS AALS Ls WTO 


-—TAFe Fr > ?v " 
. : a> vy 


55 NASSA 














SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 








WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


WATCH COMPANY 


New York 7, N. Y. 


DEAN 


116 Nassau Sf. 























LEWIS KIRSCHMAN COMPANY, Inc. 
$0t MADISON AVENUE NEW YORK WN, Y. 


247 













TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catalog 


277 HALSEY ST. 


NEWARK 2, N. J. 








ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 
Drilling 
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Orders 
Braunfeld & einen 


108 Fulton St., New York 7, N. Y. 








For all Swiss and American Watches 
Furnished in Sealed Envelopes 
Containing 6 pieces 
GUARANTEED TO FIT CORRECTLY 
YOUR JOBBER WILL SUPPLY YOU 
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All officers and directors of the Jewelry 
Crafts Association were re-elected at the 
annual dinner and business meeting of 
that group held on February 23rd at the 
Hotel Warwick, New York, N. Y. 

The following officers (who are also di- 
rectors) were re-elected: President, Her- 
man L. Baskin (Baskin Brothers, Inc.) ; 
First Vice President, Edward J. Gross 
(Benj. & Edw. J. Gross Co.); Second 
Viea President, Barnett Esh (Kaspar & 
Esh. Inc.), and Treasurer, Jacob Karlan 
(Karlan & Bleicher, Inc.). 

Directors wo were re-elected at the 
meeting, in addition to those mentioned 
above, are: Simon Abraham (Advanced 
Ring Mfrs., Inc.); William B. Ogush 
(Wm. B. Ogush, Inc.), and Jacob H. 
Schaeffer (Shiman Bros. & Co., Inc.). 
The balance of the board of directors 


jeweny Cratts Association Re-elects a Officers 








a | 
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include Harry Axel (Axel Bros., ear 
Isadore Gratz (Louis Gratz Sons’, te 
O. M. Resen (O. M. Resen, Ine.) : 
Waters Schwab (J. R. Wood & Hae 
Inc.), and Martin E. Untermeyer (Unten 
meyer, Robbins & Co., Inc.). 

President Baskin stated that he was 
pleased to report that the association had 
reached an agreement with Local No. 1, 
International Jewelry Workers Union, for 
a term of two years without a re-opening 
clause. He also stated that since 1935 the 
industry had enjoyed uninterrupted peace- 
ful and harmonious relations with the 
union, and that all disputes or grievances 
are settled amicably. 

The Negotiating Committee, represent- 
ing the association, consisted of Herman 
L. Baskin, William B. Ogush and Isadore 


Gratz. 





Andersen Elected President 
Of Jewelers Fraternal Ass'n 
Andy E. Andersen of Ripley & Gowen 


Co., was advanced to the presidency of 
the Jewelers’ Fraternal Association at the 
annual meeting of that organization held 
on March 10 at Schwartz’s Restaurant, 183 
Broadway, New York. Joseph Kornbrodt 
of Cahn & Kornbrodt, who last year served 
on the board of governors, was elected 
vice president, and Chas. A. Parker of 


H. F. Barrows Co. was re-elected secre- 
tary-treasurer. 


ANDY E. 
ANDERSEN 


Harry QO. Blasi, who Mr. Andersen suc- 
ceeded as president, presided at the meet- 
ing and made a short address of welcome. 

Those elected to serve on the board of 
governors at the meeting were A. V. Ansel 
of THe JEWELERS’ CrrCULAR-KEYSTONE and 
John M. Tonry of A. Micallef & Co., both 
elected for a two-year term, and Edwin 
Schuster, M. J. Schuster, one-year 


——$— 





REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrafttsmen—Silve smiths 


17 West 45th St. New York 19, NW. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Shiman Retires From Business; 
Jackson, Schaeffer Take Over 


David Shiman announced that he has 
retired from business and has sold his in- 
terest in Shiman Bros., leading New York 
ring manufacturers, to his partners, Milton 
Jackson and Jacob H. Schaeffer. Jackson, 
who has been vice president, succeeds Shi- 
man as president, while Schaeffer continues 
as secretary-treasurer. 

Jackson and Schaeffer expressed deep 
regret at Mr. Shiman’s decision to retire 
but said they fully appreciated the fact 
that he richly deserves the right to take 
life easier. He will maintain headquarters 
in the Shiman office where he can continue 
to greet his many friends in the trade. 


DAVID SHIMAN 
Announces 
Retirement 





Shiman Bros. was founded over 55 years 
ago by David Shiman in partnership with 
his brothers, the late Abe and Nat Shiman. 
Ten years later Milton Jackson was em- 
ployed as an errand boy and at about that 











A. C. THOMAS & CO. 


Incorporated 


33 West 30th Street 
New York 1, N. Y. 


vA 


; Daria YEARS of 

service to the better 
Jewelers’ shops, supplying 
the very highest quality 14- 
kt. gold-mounted Leather 
Goods, including: 


BILLFOLDS 
WALLETS 
CARD CASES 
KEY CASES 
MEMO-ADDRESS 
BOOKS 


— and — 


Gold-tooled Leather 
Gift Novelties. suited 
to the Jewelry Trade 
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JACOB H. SCHAEFFER 
Sec.-Treasurer 


MILTON JACKSON 
New President 


same time Jacob H. Schaeffer, a young 
mechanic, came to work in the shop. Both 
youngsters made good from the start and 
rose rapidly to positions of responsibility —- 
one in sales work, the other in production 
and design. Upon the death of Nat Shiman 
in 1918 both were taken into the firm. 


The following years saw steady expansion 
until today Shiman Bros. occupies a posi- 
tion among the trade’s foremost manufac- 
turers of diamond rings including the 
famous Miracle and Miracle-Interloc. Per- 
sonally popular, Jackson is well-known 
throughout the trade as are all members 
of the sales staff built-up under his super- 
vision. On his part Schaeffer is considered 
one of the best production men in the 
business and established a trade-wide repu- 
tation for the skill with which he superin- 
tended the war production work done by 
Shiman during World War II. He has 
served several times as president of the 
Jewelry Crafts Association. 


—__ —_—_—_ —__ 


HIA Raises Exam Fees 


In a recent release the Horological In- 
stitute of America announced that the 
fees for the watchmaker’s examination will 
be advanced $2.50 each, effective as of 
March lst. According to the announce- 
ment the Certified Watchmaker examina- 
tion fee will be $12.50, and the Certified 
Master Watchmaker examination fee will 
be $17.50. 

Ralph E. Gould, executive secretary of 
the HIA, said that this increase was neces- 
sitated by recent advances in the test fees 
at the National Bureau of Standards and 
increases in parcel post and_ express 
charges. 


ee 


HIA Sets May 8 Through 10 
As Dates for Annual Meeting 


The annual meeting of the Horological 
Institute of America will be held in Wash- 
ington, D. C., on Sunday, Monday and 
Tuesday, May 8, 9 and 10, 1949. Sunday 
will be devoted to committee meetings at 
the Raleigh Hotel, 12th and Pennsylvania 
Ave. The Monday and Tuesday meetings 
will be held at the National Academy of 
Science Buildings, 2lst and Constitution 
Ave., and will consist of the presentation 
of several papers and regular business of 
the Institute. 

Details of the program will be announced 
later. 
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Birds of a feather 
are saving SO, 


by flocking together! 


Wise jewelers are saving 
30°, on their fire insurance 
premiums by insuring in the 
‘iewelers' own company." 


They save because they 
are insuring in a strong mu- 
tual company that insures 
only jewelers and those in 
related lines. Jewelers are a 
preferred risk class .. . the 
losses are fewer. The savings 
are divided among policy- 
owners in the form of divi- 
dends—currently 30%. 


Drop us a post card, and 
let us send you full details. 
No salesman will call. 


National Jewelers Mutual 
Fire insurance Company 


Jewelers Insurance Bldg., Neenah, Wis. 


Offices in: Milwaukee, New York, Chicago 





Gruen President Elected 
Head of Watch Assemblers 


The American Watch Assemblers’ Asso- 
ciation announced recently the election of 
Benjamin S. Katz, President of Gruen 
Watch Co., Cincinnati, as president of the 
Association for the coming year. 

Katz was elected at the association’s 16th 
annual meeting, succeeding Abraham Car- 
now, treasurer of Bulova Watch Co., who 
was re-elected as a member of the board of 
directors. 

Other officers elected were Roland Gsell, 
of R. Gsell & Co., Inc., first vice president; 
A. I. Parker, of Parker Watch Co., Inc., 
second vice president; Morris Hoffman, of 
Invicta-Seeland, Inc., secretary, and L. A. 
Schwob, of Schwob Watch Co., treasurer. 
All are from New York City. 


BENJAMIN S. 
KATZ 





The annual meeting endorsed the posi- 
tion of the officers in urging extension of 
the Reciprocal Trade Agreements Act, and 
went on record as opposing any change in 
the Trade Agreement with Switzerland 
which would restrict the importation of or 
raise tariff rates upon Swiss watch move- 
ments. The Association is composed of 
American firms which assemble and manu- 
facture watches in this country. 

Re-elected to the board of directors were 
all officers and Arthur E. Manheimer, of 
the Hampden Watch Co., Chicago; Jean R. 
Graef, of Jean R. Graef, Inc.; Herbert Ol- 
lendorff, of Ollendorff Watch Co., Inc., and 
Alfred Wyler, of Wyler Watch Agency, all 
of New York. Other members of the board 
are Gaston Ditesheim, of Movado Watch 
Agency, Inc.; Harold N. Grey, of Gothic 
Jar-Proof Watch Corp., S. Ralph Lazrus, 
Benrus Watch Co., and Herman Lehman, 
Rima Watch Co., all of New York. 





Jewelry Will Be Featured 
At German Industry Exhibit 


The “Germany 49—Industry Show,” rep- 
resenting approximately 500 firms and 22 
different industry groups from the three 
Western German Zones, will open on Sat- 
urday, April 9th, in the Museum of Science 
and Industry, Rockefeller Center, New 
York. The exhibition, which is supported 
by the Joint Export-Import Agency of 
Frankfurt, is scheduled to close on Sun- 
day, April 24th. 

The object of the exhibition is to extend 
and strengthen trade connections between 
the United States and Germany. The Ex- 
hibition Fund which has been established 


ber of exhibitors personally to represe 
their business interests in New York. ‘ 
Clocks and watches, jewelry, Porcelain 
and glassware and leather goods are go 
of the principal products that wil] be ex 
hibited. j 
The Gablonz Industry (colored glass 
costume jewelry and other items), which 
has re-established itself in West Germany 
will display its products at the exhibition, 





Retail Jewelers Council 
Meets in Atlantic City 


Members of the Retail Jewelers Coungj) 
compared expenses at their 15th regula 
meeting held on Feb. 21 and 22 at the 
Hotel Claridge in Atlantic City, N. J. 
The volume of business done by each of 
the 14 sales departments maintained by 
members of the council was reviewed a 
the conference. 

The second day of the meeting was de. 
voted to a credit and collection forum, 
Actual figures were compiled for percent. 
age of collections for various months jp 
1948. Methods of improving individual 
store collections and reducing their bad 
debt losses was also discussed. 

All six members of the council were 
represented at the meeting. They are: 
Kurz Jewelers, Passaic, N. J.; Lakein 
Jewelry Co., Baltimore, Md.; Levitt Jewel. 
ry Co., Wilmington, Del.; Reid’s Jewelers, 
Trenton, N. J.; S. Smith Sons, Philadel. 
phia, Pa., and Wright’s Jewelry, Silver 
Springs, Md. 











Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and 

Green Gold Combination in four sizes. 

Earrings, Cuff Links and Studs to 

match. 
Our comprehensive line of 
Gold. Platinum and Enamet 
Novelties, including Vanity, 
Cigarette and Card_ Cases 
are distinctive and have 
sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 
64 West 48th Street © New York 














will make it possible for a certain num- 
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York Catholic Charities 
all Annual Appeal for Funds 


Members of all sections of the jewelry 
trade in New York City are intensifying 
their efforts this year to raise a record- 
breaking total subscription for the special 
gifts appeal of the Cardinal’s Committee 
of the Laity to help Catholic Charities cope 
with its unprecedented needs. A com- 
mittee of prominent men in the trade has 
heen organized and the drive is in high 
“er a recent luncheon meeting in the 
New York Athletic Club, Chairman Wal- 
ter Kocher pointed out that the need for 
private benevolence persists despite unem- 
ployment insurance, tax-supported welfare 
projects and other governmental programs 
for aiding the sick, the wayward, the un- 
der-privileged and the poor. 

Catholic Charities provides a compas- 
sionate cushion between human distress 
and the rigid stipulations of legislated pro- 
grams. Last year, despite operating de- 
ficits, the organization aided 399,981 men, 
women and children, through its 186 
agencies and institutions. The 1948 con- 
tributions, supplemented by other funds, 
brought care to 107,523 families, child 
care to 19,336 youngsters, and hospital 
care to 127,564 patients. In addition youth 
activities benefited 141,177 youngsters, 
while youth counseling aided another 4,381 
children. To make this possible 352,867 
persons contributed $2,026,523. 

Mr. Kocher said, “Any possible set- 
back to this merciful work would be felt 
first by those already ill, orphaned, aged, 
or involved in personal or family difficul- 








RAISE CASH 
IMMEDIATELY 


LOUIS COLMES 
The 
JEWELER y AUCTION EER 


FS 





No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 


SS 3 


We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 





185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 











ties, those who can least stand the effects 
of such a setback. We cannot fail them. 
In the future, as in the past, the wonderful 
community service rendered by Catholic 
Charities, under the direction of Cardinal 
Spellman, shall be a tribute to the open- 
hearted generosity of the people of all 
faiths.” 

The jewelry sub-committee is striving to 
collect a substantial share of the $800,000 
goal set by the Cardinal’s Committee as a 
contribution from manufacturers, profes- 
sional and business persons. The parishes 
of the archdiocese are expected to make 
up the balance of this year’s drive for 
$2,500,000. 

Contributions may be sent to Walter 
Kocher, 17 West 57th St., New York; Jo- 
seph Davis (Chas. W. Sommer & Bros., 
Inc.) ; Edmund A. Cottrell; James Rooney 
(Black, Starr & Gorham); James J. Fin- 
nerty (Tiffany & Co.); Pierre C. Cartier 
(Cartier, Inc.) ; W. Waters Schwab (J. R. 
Wood & Sons); Walter McTeigue (Mc- 
Teigue & Co.) ; James Kilmartin (Kelly & 
Kilmartin); Robert C. Nelson, Jr.; Gus- 
tave O. Drescher (Marine Midland Trust 
Co.) ; or direct to the Cardinal’s Commit- 
tee of the Laity, Empire State Building, 
New York 1. 





Members of Oregon RJA 
Elect Breall President 


A resolution recommending that manu- 
facturers attach a guarantee tag to all 





watches was adopted at the annual conven- | 


tion of the Oregon Retail Jewelers Associa- 
tion held on January 30th in Portland, Ore. 
Another resolution opposing the closing of 
banks on Saturdays was also adopted. The 
jewelers were against the closing because 
it might prove an incentive for bad check 
operators, 


HARRY H. 
BRAMBIER 
Elected vice president 





Frank Breall of Portland was elected 
president of the association succeeding Sid- 
ney L. Stevens of Salem, who was named 
chairman of the board of directors. 

Other Portlanders elected at the conven- 
tion included: Harry H. Brambier, first vice 
president; Lee Davenport, second vice 
president, and Robert Molin, secretary- 
treasurer. 

Directors elected were: Willis Bell, 
Astoria; Mrs. Bess Pound, The Dalles; 
Holly Jackson, Salem; and J. F. Gilroy, 
Mendel Feinberg, Oscar Smith, Mrs. 
Blanche Jackson, William R. Johnson and 
Rene Rueff, all of Portland. 





Larry Decker and his sister Ceil have 
opened a new ultra-modern retail jewelry 
store in Arcadia, Calif., under the name 
of Arcadia Jewelers. 


A SUPERIOR 


SILVER 
SHINE 


CLEANS 
with little 
effort... 
Safe too. 
Nothing to 

injure hands. 


7 SELLS FORN 
50c 
A BOTTLE 


You pay less 
than half 


IT PLEASES! 
Anda ‘ 
pleased customer 
’ always 
\ comes back 
-\ for more. 4 


TRY IT! 
Only $3.25 
per dozen 
Order No. 
18265 


C. & E. MARSHALL Co. 


BOX 7737, CHICAGO 80, ILLINOIS 




















ENCRUSTERS 


and Drillers 
Special Order Work 


PAUL FINGERMAN & CO. 
35 Maiden Lane New York 7, N. Y. 














LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 

| have REVISED WAYS AND MEANS enabling me 

to do your JEWELRY REPAIRING AND SPECIAL 


‘Send Me Your Next Package.’’ 

M. J. STESN 
Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y¥. 














HARD-TO-GET 


lf you are having difficulty obtaining oa 
Swiss or American watch part, try 


JOHN A. POLTOCK & CO. 


15 MAIDEN LANE © NEW YORK 7 


WRITE FOR FREE CATALOGUE DEPT. J 
LIGNE GAUGE e STATIONERY ‘ 











LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK WN, Y. 
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STUDENTS ON BOTH COASTS ATTEND CLASSES 


~ 


Antique Reproduction 


DIAMOND CROSS 


: 





See" CS OCS 





A 14-Karat Yellow Gold Cross, well made, 
with Black Enamel Inlay. Size of cross is 
134 inches long and 1% inches wide. Con- 
tains eleven full cut diamonds; stones are of 
good color and well made. All goods used 
will be of uniform quality (no old miners), 
weighing approximately sixty points to the 
cross. 

Our Special Price to the Trade $135.00 
14K cross mountings only furnished exactly 
like the above illustration, and we set your 
own diamonds. Complete $48.00. 

If you prefer setting your own deduct $5.50 The group of students who attended the winter session of Resident Class A of the Gemological 
MAIL ORDERS FILLED PROMPTLY Institute of America is shown above. The class met from January 31 to February 18 at the 
Send for dlustrated Brochure featuring some very laboratory of the International headquarters of the Institute with Lester Benson, C.G., F.G.A., 


attractive and salable reproduction rings and crosses. . . . 
Quality Since 1916 and Kenneth Moore, graduate gemologist, acting as instructors. 


A 
A Ni T j Ky S The recently completed three-week win- ness will now be known as the McNaught 


nla. 


Antique Reproductions ter resident sessions of Class A, presented Jewelry & Gift Shop and will continue to 
Dept. K, 114 Baronne St. by the Gemological Institute of America, | be operated al the same location, 223 
New Orleans, La. were attended by 13 in New York and 13 | North Main St., Kingfisher. 








in Los Angeles. | — 
At GIA Eastern headquarters, the fol- 
lowing students were enrolled: STERLING SILVER 
Philip Azzolina, Providence, R. L.; 
Elaine Cooper, Bryn Athyn, Pa.: James 
W. Coote, Pottsville, Pa.; John De Leeuw, 
West Englewood, N. J.; Anthony Jasinski, 
Manchester, N. H.: Samuel Koulish, New 
York: Stanley Kanter, New York: Harry 
Klempner, Springfield, Mass.; C. F. Neese, 
Jr., Burlington, N. C.; Joseph Cochipinti, 
Brooklyn, N. Y.: Robert F. Rugh, Oil 
City, Pa.; Ernest A. Smith, Northampton, 
Mass.: Gordon Uhl, Pittsburgh, Pa. 
Those who attended Class A at Interna- 
tional headquarters in Los Angeles were: 
Donald W. Doziel, Venice, Cal.: William 
C. Eilers, Regina. Sask.: Ernest H. Fersus, 
North Hollywood, Cal.: James M. Findlav. 
Culver City, Cal.: John Kinnawan, Indi- 
anapolis, Ind.: Peter P. Micheletto. Red 
Lodge, Mont.: Howard Nixon, Long Beach. 
Cal.; Joseph Phillins and Herbert Russell. 
Los Angeles: E. E. Waterman and Groff 
G. Wilson, Oakland and La Mesa, Cal.. 
respectively: Walter Genuit, Stockton. Cal. 
and Thomas G. Hayes, Sebastopol, Cal. 






PEARL 
RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


SA Mail Orders 
7 Carefully Handled 
" -. WE COMPLETE YOUR WORK 


‘a THE SAME DAY IT IS 
4 RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 





y 
VIKinG CRarr 


REG. US PAT. OFF 
















ae 
 % Seo 
* 
Jom : 
. 













Zellers Sells Jewelry Store 


A. R. Zellers of Kingfisher, Okla., re- 
cently sold his jewelry store, which he 
established in 1918, to Roy McNaught. 

Mr. McNaught has been a successful 
businessman in Kingfisher for a number of 
years and is well known there. 

Dr. Zellers will devote his entire time to 
his profession as an optometrist with 
offices above the jewelry store. The busi- 






ALBERT HORWIG 


71 NASSAU ST., NEW YORK 7, X. Y. 
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Interesting Program Features 
Annual Conclave of AGS 


As this edition went to press, the Ameri- 
can Gem Society was getting ready to hold 
‘ts annual conclave at the Statler Hotel in 
Boston. ae 

Advance releases on the conclave indi- 
cated that a dinner and meeting of the in- 
ternational committee would be held on 
Friday, April 1, with President James G. 
Donovan presiding. 

On Saturday morning, April 2, a special 
educational session was to be held under 
the leadership of Robert M. Shipley, Jr., 
and Richard T. Liddicoat; with the after- 
noon session devoted to a tour of Harvard 
Mineralogical Museum under the guidance 
of Prof. Cornelius S. Hurlbut. This was to 
be followed by a lecture on basic gemology 
by Prof. Ralph Holmes. Meetings of all 
officers of all standing committees of the 
Society were scheduled for Saturday night. 

On Sunday morning, April 3, H. Paul 
Juergens was to act as master of cere- 
monies in welcoming delegates, assisted by 
President Donovan, Alfred L. Woodill, and 
Mr. Liddicoat. 

Talks were scheduled by Charles Pa- 
lache, Edward H. Kraus, and A. K. See- 
man. This was to be followed by luncheon, 
with the afternoon sessions devoted to 
laboratory instruction, and a review lecture. 
Sunday evening was to be devoted to a 
membership forum and meeting of the in- 
ternational committee. 

Monday’s and Tuesday’s sessions were 
to be devoted to review lectures 3, 4, and 
5, with laboratory instruction and numerous 
lectures. A newly developed gem instru- 
ment—a micrographic camera, tentatively 
named “Gemprinter,” which offers a posi- 
tive means of identifying and recording 
diamonds, and certain other transparent 
gemstones, by their inclusions, was sched- 
uled to be shown for the first time on Mon- 
day morning. Following the various lec- 
tures and laboratory sessions on Tuesday, 
April 5, announcements were to be made 
of contest winners. 





Return German Silver Service 
Seized by Army During War 


The famous Hohenzollern Silver collec- 
tion which was brought to this country 
by the 175th Infantry Regiment (Mary- 
land National Guard) in Baltimore, in the 
belief that it was a war trophy, has been 
returned to Germany, the Military District 
of Washington announced recently. 

Contained in the collection are 500 set- 
tings of silver plus numerous silver trays, 
dishes, table ornaments, statuettes, urns, 
punch bowls and glassware, all bearing the 
crest of the imperial Hohenzollerns. The 
pieces are packed in 44 velvet lined teak- 
wood boxes. 


The collection was returned to Germany 
on the recommendation of The Inspector 
General upon the completion of an inves- 
tigation, that the collection was not sub- 
ject to capture as booty or as a war trophy 
under the provisions of the Hague Conven- 
tion. The silver will be stored in the 
Deutscher Laender Bank in Frankfurt for 
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safe-keeping for the German people. 

The commanding officer of the 175th In- 
fantry Regiment, 29th Division, received 
the collection through a German civilian 
who aided as an interpreter in the surren- 
der of a German unit shortly before the 
fall of Berlin. The Regiment guarded the 
silver until after the war and then brought 
it to the United States. It has been stored 
in a vault in Baltimore and subsequently 
at the National Gallery of Art in Wash- 
ington. 





Syracuse Jewelers Assn. 
Elects Wilson President 


Henry J. Wilson of Wilson’s Leading 
Jewelers, Inc., has been elected president 
of a Syracuse, N. Y., retail jewelers asso- 





ciation, now in the process of being formed. | 
Mr. Wilson was elected at a dinner meet- | 


ing of jewelers held at the Hotel Syracuse. 
The group is organizing with the ultimate 
goal of aiding jewelers’ interests at large 
and participating in various civic activities. 
It will work in cooperation with the New 
York State Retail Jewelers Association and 
the American National Retail Jewelers As- 
sociation. 


Other jewelers named to office were: Al- 
bert J. Groboske, first vice-president: 
Walter C. Lemp, second vice-president: 
Earl Roth, treasurer, and Miss Helen M. 
Chapman, secretary. 


A board of directors was also elected. 
The organization is expected to vote on an | 


oficial name at its next meeting. 


| 
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GATS EYES 
DIAMONDS 


In All Sizes 
Mounted Jewelry 


N. ZAIDENS CO. 


Importers of 


62 WEST 47th STREET 


NEW YORK 19, N. Y. 





MEMO SELECTION ON REQUEST 


DIAMONDS & PRECIOUS STONES 
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95 Bedford Street 








Do you have the right Tongs: 


Tones 


TONGS for Crucibles ... 
large and small .. . FLASKS, 
all diameters . . . Forging 
and Swedging . . . CUPELS, 
SCORIFIERS . . . ASSAY 
CRUCIBLES. 
€ 

Our brand new catalog 
shows 4 pages of TONGS 
. . . fully descriptive and 
illustrated. 


Special TONGS ... 


to order. Send us your 
sketch for an estimate. 





made 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT AND SUPPLIES 


New York City 14 
WA 4-8880 
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TELEVISION 
CLOCKS 


ee | ss a 





... and guaranteed 
for 25,000 HOURS 
Here's the only MODERN clock 


on the market. It gives instant 
picture-time . . . teaches time- 
telling. Even a child can read 
time accurately with a TELE- 
VISION clock. 


That's why these great names use 
this mew clock for modern 
accuracy: 


American Airlines 

Civil Aeronautics Administration 

Ohio Bell Telephone Company 

Link Radio 

Gulf Research and Development 
Company 

Philco Corporation 

Westinghouse Electric Corporation 

Radio Corporation of America 

General Electric Corporation 


% SELF-STARTING ELECTRIC 
% POWERED BY PRECISION 


HAYDON MOTORS 


% GUARANTEED PERFORMANCE 
% LIBERAL DISCOUNT 


Models from $8.95 list 
Catalogues on request 


EXCLUSIVE TERRITORIES OPEN 


PENNWOOD NUMECHRON CO. 


Pennwood Building 


7249-51 Frankstown Ave. Pittsburgh 8, Pa. 
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NEMJ&SA's 68th Banquet is Great Success: 
Shop Talk is Abandoned for Evening of Fun 





Jewelry manufacturers in Rhode Island 
and the nearby Attleboros held their big 
social event of the season at the Sheraton- 
Biltmore Hotel on Saturday night, Feb. 19. 

For a time they cast from their think- 
ing factory problems, production schedules 
and material scarcities and united in mak- 
ing the 68th annual banquet of their in- 
dustry organization—the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association—a grand success. 

While most of the 550 men in attend- 
ance were from the Rhode Island and 
Attleboro jewelry manufacturing center, 
there were a number of association mem- 
ber firms in New York City represented 
and others in attendance from points as 
far distant as Minnesota. 

The large ballroom of the Sheraton- 
Biltmore was filled to overflowing for the 
event that is looked forward to as the 
hotel’s biggest banquet of the year. 

The banquet followed a cocktail hour 
during which friendships were renewed 
and new acquaintances made. 

Guests of the jewelers included Rhode 
Island’s governor, the Honorable John O. 
Pastore; Congressman Aime J. Forand, 
representative of the First Rhode Island 
district; Mayor Dennis J. Roberts of Prov- 
idence, and Mayor Francis J. O’Neil of 
Attleboro. 

Also at the president’s table were asso- 
ciation president, Edward O. Otis, Jr.: 
the Rev. John Seville Higgins, M.A., D.D.. 





The leather finished electric clock pictured 

above was the souvenir presented to each 

member and guest who attended the 68th 
annual banquet of the NEMJ&SA. 


who offered the invocation; Lester F. 
Morse, president of the Jewelers’ Board 
of Trade: John McNamara, president of 
the Diamond Peacock Club; Edgar f. 
Baker, association treasurer: Charles T. 
Evans, secretary of the American National 
Retail Jewelers’ Assn.; Howard H. Sweet. 
entertainment and banquet committee 
chairman; William E. Smith, association 
secretary and entertainment committee 
member; and George R. Frankovich, ex- 
ecutive secretary of the association. 
Guests were presented and given an op- 
portunity of taking a bow, but the speak- 











Sill 


IS STILL 
A SCARCE 
COMMODITY! 


In the business of watchmaking, | 
there is no substitute for skill. | 
Alarmists who claim a scarcity of 
jobs for watch makers point to men 
who can’t find a job. Those men 
probably couldn’t get a job in any 
industry because there is plenty of 
room in watchmaking for a man who 
is skilled at his trade. 

So, when your young friends ask 
your advice about entering this fas- 
cinating, pleasant field, spur them 
on if you think they have a sincere | 
desire to become a better-than-aver- 
age workman. Discourage them. if 
you feel they are just “shopping 
around.” 

We'd like to receive applications 
from the former type of man or 
from tradesmen who feel they would 
like intensive specialized training in 
any particular phase ef watchmak- 
ing. We will appreciate and try to 
deserve your recommendation. 


CA. TZ WZ Vogant 7 
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DENVER, COLO. 
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ing Was done exclusively i — E 
Gheen of New York City, noted humorist, 
and Michael MacDougall, the card detec- 
_ entertained with a long list of 
laugh provoking stories. He explained in 
his discourse on the subject, Little Do 
We Know,” that the appreciation of a 
joke depends upon a person’s knowledge. 

On the premise that humor is based on 
error—the ability to see something funny 
‘1 someone’s mistakes—he showed that 
unless one is educated to the point of 
knowing when a thing is in error, he 
wouldn’t know when it is wrong enough 
to be funny. 

MacDougall, the card detective, enjoys 
an international reputation for uncovering 
card sharps. 

He displayed various methods card 
sharps use in stacking a hand. The differ- 
ent ways cards can be shuffled and cut 
without upsetting the dealer’s ability to 
stack his own hand were shown. Dealing 
from the bottom and middle of the deck 
were explained and demonstrated, but the 
skill of the detective nonplussed the large 
audience even after the secret of the 
manipulations had been given. 

Other entertainment included harmonica 
selections by Chet Clark, America’s new- 
est and youngest harmonica sensation, star 
of television, radio and stage. 

Mildred Stelling and Ralph Stiles, the 
Makebelievers, entertained with panto- 
mime to the voice and musical accompani- 
ment of recordings. 

The event was devoid of shop talk. 








ZIRCON 


RINGS FOR PROFIT 


GENTS RING 
One Carat Zircon 
10K Gold Shank 
14K Gold Top. 


$8 






LADIES RING 

10K Yellow Gold 
Shank 

10K White Gold 

Setting. 


$4.75 








LADIES RING 


TWO Carat Zircon 


. * A — 

hte Sa. Two Baguette Zircons 
ee 
oe _ Also BAND TO MATCH 
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WELL MADE, WELL SET MOUNTINGS. FULL 
MONEY BACK GUARANTEE. SAMPLES SENT T0 
RATED CONCERNS. OTHERS C.0.D. 


FIRST QUALITY ZIRCONS ONLY. 


ZIRCONART JEWELRY, Inc. 


545 5TH AVE. NEW YORK 19, N. Y. 
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Thoughts of spring business seemed whole- | 
heartedly relegated to the rear during the 
evening. It was an evening of fun and 
jollity. 

All apparently were with one accord, 
in one place, completely given over to 
having a good time and holding up the 
New England association’s tradition for 
staging fine banquet sessions. 

The banquet souvenir was a self start- 
ing General Electric clock, finished in 
leather. The much appreciated gift will 


undoubtedly find a conspicuous place on 
the desk of many a jewelry manufacturer 
executive, joining there gifts of previous 
years, 


ORCHIDS FOR A LADY 








Mrs. Frank Breall receives a corsage of 
orchids from Northwest Airline stewardess 
Vi Cochrane at the Pacific Northwest Retail 
Jewelers Convention and Exposition held in 
Seattle from February 27 to March |. Look- 
ing on are Mr. Breall, president of the 
Oregon Retail Jewelers Association; Ben 
Brice, former president of the Washington 
Retail Jewelers Association, and J. F. Gilray, 
past president of the Oregon RJA. 





Announce Dates For Third 
Silversmithing Conference 


Baron Erik Fleming, Court Silversmith 
to the King of Sweden, will return to the 














United States to conduct the third (1949) 


national Silversmithing Workshop Confer- | 


ence for teachers sponsored by Handy and 
Harman, refiners of precious metals. The 
workshop will be held from August 1 
through August 26 at the Rhode Island 
School of Design in Providence. 

The announcement was made by Mar- 
gret Craver, consulting silversmith to 
Handy and Harman and director of their 
Craft Service Department, who has just 
returned from a_ six-week tour of the 
Scandinavian countries where she studied 
the handwrought output of contemporary 
European craftsmen. 

Applications for the Workshop Confer- 
ence fellowships must be made not later 
than April 12. Forms are available at the 
Craft Service Department, Handy and Har- 
man, 82 Fulton St., New York 7, N. Y. 

Announcement of those selected to at- 
tend will be made late in April. 

The Conference is limited to 12 teach- 
ers of metal work from universities, col- 
leges, teachers colleges, art schools and 
high schools throughout the United States. 

Limitation in number is necessary be- 
cause of the individual attention required 
and the intensive work which includes 


six or seven hours daily of raising and 


forging. 


Introducing 
TWO MASONIC 
RINGS 


created by Gran 





These new Masonic Rings have the 
well-known “fine finish” so truly 
representative of all Gran Emblem 
Jewelry — ask for a memorandum 
selection. 


QIRAWN 


AND COMPANY INCORPORATED 


Manufacturers of America’s 
Better Fraternal Ring Line. 


546 So. Meridian St. ¢ Indianapolis 4, Ind. 
a 

















GEM STONE 
ENGRAVING 


FINE PORTRAITS - CAMEOS 
INTAGLIOS - SEAL ENGRAVING 
WARRIOR HEADS - REPAIR WORK 


¢ Original Designs Made to Order 


EWALD LEYENDECKER 
595 Fifth Ave., New York 17, N. Y. 




















LEWIS KIRSCHMAN COMPANY, Inc. 


501 MADISON AVENwE NEW YORK W, Veo 
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THOMAE NOVELTIES 

















613 


PHOTO CASES 


One shown for 3 pictures, approximate size 1% 
x 2%. 

Also made for 2, 4, 5, and 6 pictures regularly 
or for any number on special order. Sterling sil- 
ver or 14 Kt gold. Illustrated price list available. 


CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 
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FINE STERLING 
HOLLOWWARE 


and 


VY= AUTHENTIC ANTIQUE 


RN ‘ 
B; 
— REPRODUCTIONS 


aie DIMES co. 


BO 
F ip 


72 K STREET 
BOSTON, MASS. 





Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


“~FYMUOtCR, CONN 











PLASTIC BEADS . . . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 


TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 
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q Attendance at the annual Spring Gift 
Show at the Parker House this year drew 
jewelers from all parts of New England as 
well as from many more distant states. 
Outside the greater Boston area, which 
accounted for hundreds of visitors, the out- 
of-towners and out-of-staters, included, on 
registration lists, 16 from Connecticut; 31] 
from Maine; 148 from Massachusetts; 28 
from New Hampshire; 22 from Rhode 
Island and 14 from Vermont. 


q Boston visitors to the Gift Show recog: 
nized an old friend in the presence of 
“Ted” M. Page as northeastern representa- 
tive of the Henry H. Harteveldt Co. and 
the Harvel Watch Co. Ted was formerly 
associated with the Mahar & Engstrom 
Co., Jewelers Building, Boston. 


q Nathaniel I. Goodman, 10th floor, Jewel- 
ers Building, after exhibiting at the Gift 
Show, Parker House, headed for Miami, 
Fla., and, while in the south, will visit 
a friend, George F. Kelly, formerly of 
Jamaica Plain, and now U. S. Consul at 
Kingston, Jamaica, B.W.I. 


q Interest was running at high pitch, as 
this issue went to press, on the annual din- 
ner-dance of the Diamond Peacock Club, 
to be held Saturday, April 23, at the Hotel 
Speculation was rife regarding 
the gift souvenir for the ladies, said by 
members of the committee, to be the “best 
gift of any large jewelers’ club in the last 
10 years.” Invitations, already in the 
mails, state that it “retails for $59.50.” 


q McAuliffe & Hadley, jewelers and silver- 
smiths of 11 Pemberton Square, Boston, 
Mass., have announced that they are limit- 
ing their retail business to the sale of fine 
jewelry, designing, and special order work. 
In conjunction with the above the firm will 
conduct an appraisal service, for which 
they have found a definite need among 
their clients, at the same address. 

q The H. F. C. Hairspring Vibrating Co. 
has opened a new office at 44 Bromfield 
St., Boston. 

q Attracting much attention from custom- 
ers, the Alfred F. DeScenza Co., 609 Wash- 
ington Bldg., is currently displaying a red 


| diamond, said to be the only one in the 


United States, and extremely rare. 

q Painters and decorators have been doing 
a fine transformation job in the quarters of 
A. Frisch & Co., Inc., 306-7 Jewelers 
Building. 

q Mayor “Romie” Nathan of the 3rd floor, 
Jewelers and Washington Buildings, cele- 
brated his 76th birthday on March 3, with 
former “Mayor” Herbert W. Stranger and 


| Romie’s many constituents joining in a 
| surprise party. 


q Henry A. Sanders, Jr., of Heller & Sand- 
ers, Inc., 706 Washington Bldg., has been 
in California for a month. 


| @ Mahar & Engstrom have once more en- 


larged their ever-expanding quarters, add- 
ing a new perpetual showroom for the dis- 
play of heavy machinery for watchmakers. 


NEW ENGLAND 


The display includes benches, chairs, elec. 

tric cleaning machines, staking tools 

lathes, motors—and, for the first time in 

New England, a new Lasher, fully auto. 

matic, watch-cleaning machine. 

q Elmer H. Kipp, formerly associated with 
J. and S. S. DeYoung, Washington Bujjq. 
ing, is now with the new Jorge Epstein 
firm, which has been enlarging and beayi. 
fying its unique quarters in the same 
building. 

q John H. Baker, retired Boston represen. 
tative of Jacobson Brothers Diamond Corp, 
New York, has been in Florida for the 
winter. Alfred Eykel, retired diamond 
setter and jeweler of Boston, also has beep 
spending the winter in Florida. 

q Not exactly “new,” but attracting plenty 
of attention just the same, is the large sign 
displayed by William Hoeckel, 301 Wash. 
ington Building. It reads: “The impossible 
we do at once. Miracles take a little 
longer. Please be patient.” 

q When it comes to signs, Hub Materials 
Co., 408-9 Washington Building, has 
clipped little neatly typed sign cards to 
many of its products on display, some of 
which read: “Here at last, a long-wanted 
item... .” “We also carry other num- 
bers....” “With this assortment in your 
stock, you will have ....” “May be had 
in three other colors ....” “A jewel of 
a chair.” “When limited for space, this 
display is ideal,” and so on. 

q Isadore Epstein of Barry & Epstein i: 
just back from a Florida trip, and Harold 
Barry is off to the same location for his 
winter vacation. The firm has added a line 
of cameras and exposure meters, in addi- 
tion to electrical appliances, radios, and a 
complete line of jewelry and silverware. 

q Mr. and Mrs. Harry Parritz, of Harry 
Parritz and Brother, 316 Washington 
Building, returned recently from a Florida 
trip. 

q Mr. and Mrs. M. L. Hinckley of Middle- 
boro, Mass., recently celebrated their 44th 
wedding anniversary, with children and 
grandchildren present to help in a fine 
musical program. 

q Sam Berman, formerly associated with 
Smith & Zaff, Jewelers Building, has gone 
into business in Rooms 716-717, 333 Wash- 
ington St., with the Modern Jewelers Sup: 
ply Co. 

q Day’s Jewelry stores of Maine will open 
another store in Caribou, Maine, in May, 
it was announced recently. 
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‘ 
SPORTS CATALOG ON REQUEST 


FF; 






\s 


J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 
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¢ Virginia Scully of the Mahar & Eng- 
strom firm will be married in May. 

4 Fred Corcoran, office manager of Norling 
& Bloom, Washington Building, is con- 
yalescing at his home following an opera- 
tion at St. Elizabeth’s Hospital. His con- 
dition at one time was so serious as to 
necessitate the recalling of Mr. and Mrs. 
Arthur Kelley from a Florida trip which 
the Norling & Bloom treasurer and his 
wife had started on the day after the 
Jewelers Club banquet. 

¢ Frederick Chace, veteran jewelry travel- 
ing salesman of 304 Washington Building 
marked his 63rd year on the road on 


March 9. 

q Maurice Royal, 602 Congress St., Port- 
land, Maine, announced that he moved re- 
cently to that address from the old store 


on High St. 

4 Smith & Zaff, “always good for a laugh,” 
passed out plastic-ring cigarette holders as 
souvenirs at the Gift Show. 


4 As this issue went to press, plans were 
well under way for the coming convention 
of the Massachusetts and Rhode Island Re- 
tail Jewelers Association, to be held at the 
Parker House, April 20. 


4 Something new has been added to the 
Kennard & Co. store—soft strains of popu- 
lar and classical music by World Music 
recordings. 

4 John Kennard, of Kennard & Co., spent 
Sunday, Mar. 13, in Portland, Maine, help- 
ing to organize a Maine Study Group. 
Alvin Purdy of Gardiner, Maine, was 
elected president at the meeting, held in 
Lafayette Hotel. 

q One of Bigelow, Kennard & Company’s 
show windows took on a special “spring- 
look-ahead-to-June” exhibit recently as a 
bridal bouquet was surrounded with dia- 
mond engagement and wedding rings, en- 
graved announcements and invitations, and 
a showing of bride and groom gifts for at- 
tendants. After all, June weddings are not 
too far distant, it was explained. 


q With only three or four games to roll, 
members of the Boston Jewelers Bowling 
League are chalking up many high scores 
as the close of the season approaches. At 
last tally, Shreve, Crump & Low’s team was 
leading by a few points over the E. H. Sax- 
ton Co. team. But—anything can happen. 
The annual banquet is scheduled for May 
14. 











HOT DOLLAR ITEM! 


Fast Moving! 
. . « Traffic Item! 


Sterling Silver 


HAND MADE 


SUGAR TONG 


BON-BON 
Ideal for Brides, 


Anniversaries, 
Hostesses, Home. 


“YOUR COST 60c 
$7.20 A DOZEN 
1 DOZEN MINIMUM 


HENRY MARSHALL CO. 
333 Washington St. 
Boston, Mass. 
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q As members of the 10 Boston teams roll 
along with the Bowling League, it re- 
mained for the younger men and the older 
married men of the Bigelow Kennard Co. 
to stage a couple of bowling matches of 
their own. Both times, the older men won! 


q It was smorgasbord, again, and another 
grand meeting on March 19 for the New 
England Guild of the American Gem So- 
ciety. A laboratory period with instru- 
ments and new stones preceded the dinner, 
and then Dr. Cornelius Hurlbut of Harvard 
University had a new gem quiz a formu- 
lating. He had two very interesting sub- 
jects for discussion: The causes of color, 
which were illustrated with a new set of 
colored slides, and the method of taking a 
refractive index reading on a cabochon 
stone on the Erb and Gray Refractometer. 
An added movie attraction was presented 
at the February meeting—“A Gracious 
Heritage,” the Gorham Silver Company’s 
picture. 

q Elliott’s jewelers, 406 Main St., Fitch- 
burg, is quadrupling its space, according 
to Elliott D. Halpin, treasurer. The ex- 
pansion and complete remodeling includes 
a new Main St. front. 


q Bisson’s Jewel Box opened at 13-B Main 
St., Waterville, Maine, recently, with Wil- 
bur Bisson as properietor. Mr. Bisson had 
been affiliated with Waltham and Bulova 
Watch companies for the past 25 years. 


q Gift of a new clock for the auditorium 
of the Lorimer Chapel, Waterville, Maine, 
was announced recently by J. Seelye Bix- 
ler, President of Colby College. The clock, 
built by the Seth Thomas Co., was given 
by Irving A. Moody, Waterville jeweler, 
and has a 15-inch walnut face with raised 
brass numerals. 


4 The Modern Appliance and Jewelry Co., 
363 Broadway, Revere, Mass., is now un- 
der the ownership of Leo Fabiano, it was 
announced recently. 


q The Park Jewelry Co., 81 East St., Pitts- 
field, Mass., is now owned solely by Amato 
L. Lombardi, who has just purchased the 
interest of his former partner, Leo E. 
Archambeau. The latter has retired be- 
cause of poor health. 


q Baker Library at Harvard Business 
School recently acquired an unpublished 
manuscript of what is probably the earliest 
company history in the English language, 
according to Arthur H. Cole, librarian. 
The gift of Mrs. Lydia Burgess Brownson 
of Buzzard’s Bay, Mass., the manuscript is 
an account of the activities of the firm of 
Rundell, Bridge and Rundell, London 
jewelers and goldsmiths of the late 18th 
and early 19th centuries. Dating back in 
its origins to the 1750’s, the firm went out 
of existence in 1843. 


q Samuel J. Tyack, of Shreve, Crump & 
Low, is serving this year as chairman for 
the retail jewelers of Boston in the Red 
Cross drive, reported to be going well. 
Richard S. Shreve, assistant manager, has 
been in Florida for a winter vacation. 


q E. C. Matthews, formerly with Waltham 
Watch Co., recently joined the sales divi- 
sion of the Harman Watch Co., and will 
represent that firm in New England. 

q An announcement from E. L. Vaine, 
jeweler of Woonsocket, R. [., tells of a 
move from 137 Main St. to 262 Main St. 





Toye Suality 


FOR OVER 50 YEARS 


More and more your cus- 
tomers are becoming con- 
scious of protection for their 


fine silverware. Reeve & 
Mitchell containers last a 
lifetime, are correctly styled 
in the modern manner. Your 
name on the label of each 
container is an everlasting 
advertisement—and one fre- 
quently seen. 


Our fifty years of continu- 
ous production insures the 
highest regard for quality 
and design. Of course, prices 
too, must be right. Nine 
beautiful colors and com- 
binations for your selection. 


May we have an oppor- 
tunity to work with you 
now? Liberal samples on 
request. 


a 


Reeve & Mitchell Co. 


1898 — 1949 


Reeve & 
Mitchell 


Kolls aud Gage 


1110 Sansom Street, Philadelphia, Ra. 
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Prompt Mail Service | 
GOLDBERG & POSSOFF | & 
124 S. 8th St., Phila. 7, Pa. Dept. K | 
DISTRIBUTORS | 
‘ | 
nate age le Rey sem q By simply filing sales checks in alpha- in the midst of preparing a mailing lis 
Jeweler’s Findings & Supplies | betical order by the customer’s name, A. I. of recipients for his post cards announce. 
Everything to fill the | Poland and Co., 4347 Main St., have ac- ing that he has turned the costume jewelry 
Jeweler’s & Watchmaker’s needs. _— minus work and worry, a compre- store into an all-around jewelry center with 
. ensive mailing list. At present the per- all standard makes of watches, diamond 
Crystal Cutting to fit your Bezel sonnel of the store is using the list for and other precious and ccmni-jegial 
Complete Line Dennison Goods a new direct mail advertising campaign stones. ; 
Boxes & Tags featuring television. No one who has bought q The February meeting of the Retajj 
a television set will be offended by re- Jewelers Association of this city was hel 
ceiving the ads, and wasted circulation to on the 22nd at the Broadwood Hotel 
those disinterested in the store or the Louis Grigsby, secretary and manager of 
WRITE FOR merchandise is practically eliminated. the Philadelphia Trade Relations Councij 
Our New q The Eastern Pennsylvania Guild of the was the speaker. hes order to devote the 
American Gem Society met at the Acad- entire evening to his enlightening talk the 
COMPLETE CATALOG emy of Natural Sciences in February and members agreed to omit all business a 
Materials, Tools, Watch March. On the first occasion a lecture by this meeting. The exact location and time 
Cases and Dials, Watch instructor Nicola D’Aszenzo on the subject, of the March and April meetings were 
Attachments, Jewelry “Identification of Gemstones by Inclu- not yet announced when this went to press, 
sions,” was featured. On both occasions q Lassen’s of 5805 Germantown Ave, are 
TILLMORE WATCHES | considerable attention was given to plans enlarging their watch repair department. 








for attending the AGS conclave to be held q Allan Gurwood of 817 E. Allegheny 

























































CENTRAL WATCH MATERIALS in April in Boston. Ave. has very considerately asked us to 
& SUPPLY CO., Inc. q An eye-catching display of special tim- announce his willingness to distribute ip. 
- Wholesale Jewelers ing instruments including a ship’s chro- formation to the trade publications if those 
134 So. 8th St. Phila. 7. Pa. nometer was arranged at the Sportsmen’s connected with the jewelry business will 
Show in Convention Hall the week of send him whatever information they are 
March 7th by Walter S. Hansen of 39 S. willing to have published. The Retail 
18th St. Jewelers Association of Philadelphia have 
FOR IMMEDIATE DELIVERY q Mrs. Ethel Prince, wife of the owner already extended a vote of thanks to him 
WE CAN SUPPLY of the House of Prince at 5543 Chester for his work as publicity director of this 
Wiatets Dtatac’s B doweles’< tacks Gnd eutadiok Ave., is recuperating from the serious ill- organization and he feels that “as long as 
° L&R Products °K & D Tools ness which almost caused her husband to I’m contacting the press anyway it’s not 
° Levin Tools ° Bestfit Assortments sell the store and move to another climate much extra trouble to give all the facts,” 
e Cases & Dials * American Perfit . . “7? . 
© Fulton & B.B. Glass Crystals just before Christmas. “I’m pulling through Both members of the trade and the press 
* GS. & S.U.C. Unbreakable Crystals fine,” she said cheerfully when we ques- have expressed great appreciation for his 
e J.B. Watch Attachments . : : . ‘ 
¢ NEET Leather Watch Straps tioned her. work in acting as a center of information. 
PHILADELPHIA WATCH q How to keep a small window uncluttered q Gilbert and Joseph Tucker, co-owners 
yet show at least one item from each de- of S. Tucker and Sons, have remodelled 
SUPPLY co. partment to remind customers of the wide the interior of their store at 4233 Lan- 
WHOLESALE JEWELERS variety of merchandise inside has been the caster Ave. Practically everything from 
730 SANSOM STREET PHILA. 6, PA. problem of Andrews Jewelers at 6522 Ris- the new flooring to the acoustic tile ceil- 
DEPT. 2 ing Sun Ave. for a long time. They have ing is sparkling-new and beautiful. 
finally determined, by careful observation q Joseph Weinhofer and Mrs. Weinhofer 
and plenty of trial and error, that the best of 5217 N. 5th St. are dropping the greet- 
Philadelphia College of Horology way is to use the “gift” theme. Each ing card department in their jewelry store. 
month this store ties the whole display “It’s too much work for those not so 
meee dt ate commie together with a small central unit indicat- young,” they explain. 
ing the holiday for which the gifts are q Marcus Rosnov of 719 Sansom St. spent 
Broad and Somerset Streets suggested. Of course April will lend at- the month of March in Florida catching 
HILADE A mosphere to the Easter theme, May will up on his art work. His paintings in oil 
PHILADELPHIA, PA. be graduation and June is the bride-month. and water colors are well known among 
One ring, one watch, a couple pieces of jewelers and art lovers. 
silver, etc., cascading on folds of soft ma- 4 Mr. Gaskull of Lean and Jones at 6 N. 
bk > DIRECT MAIL terial from a central unit such as an 13th St. informs us the company enlarged 
Easter egg or a graduation cap makes a the Optical Department and the Radio and 
neat, complete and attractive window. Television Department during March. A 
ume en an q Carl A. Doubet of Chester, Pa., is re- separate waiting room adjacent to the 
1233-6th AVE., N.Y. 19 decorating store shelves and show cases Optical Department has been added. 
Your ieee ed — inexpensively and attractively. Mr. Doubet 4 The Philadelphia Horological Guild 
as $7.50 per 1000 fo the largest, bought plain white oil cloth and thumb- meeting held March 8th at the Franklin 
See oy Sea eon tacked it over the dark wood. He did it Institute was attended by a capacity crowd 
once before—five years ago. “People don’t of 68 members and guests. Features of the 
notice that it’s oil cloth—but they do know evening included a talk by Mr. Schwartz, 
BOWMAN it’s a hundred per cent brighter and new representing the Bulova Watch Co. Mr. 
Technical School looking,” he claims. Schwartz gave a resume of the activities 
“Help Yourself to a Better q Eddy Roberts, former middle Atlantic of the Bulova School of Watchmaking 
Courses fon “Success for| | States boxing champion who bought the where 50 handicapped persons are now 
Watchmakers Hollywood Costume Jewelry Store at 105-A being taught. He showed two films, one on 
Engravers Jewelers} | South 16th St. from Mrs. McDonald three escapements and one on hair springing, 
SOHN 1. BOWMAN Fe | months ago, will soon appear on television which an officer of the Guild described as 
80 Years’ Service Bowman Bidg.. Lancaster,Pa.|_ if his present plans materialize. He is still “worth their weight in gold.” These films 
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Dates of Chronograph Premiere 
Are Changed to May 17 and 18 


Western Pennsylvania Horological Insti- 
tute will make its newly developed Esembl- 
0-Graf method of chronograph-complicated 
watch repair available to all American 
watchmaking schools for instruction. An- 
nounced in Switzerland by Wm. O. Smith, 
WPHI president, the plan will be pre- 
sented to heads of horological schools at 
the first chronograph premiere in Chicago, 
May 17 and 1s. Originally scheduled for 
April, the chronograph premiere has been 
postponed to fit in with plans of individuals 
attending the 16th annual UHAA & NAHS 
convention, starting May 19. 

The two-day chronograph conference, to 
be held at the Sherman Hotel, will include 
panels on the problems of chronograph 
merchandising and repair. Specialists in 
the field will discuss various aspects of 
the teaching and practice of chronograph 








and complicated watch repair. Mr. Smith 
will present the heads of each school with 
a complete set of Esembl-O-Graf working 
manuals, the basis of the Esembl-O-Graf 
method. He will discuss the installation 
and administration of the Esemb!-O-Graf 
course in the light of present practice at 
Western Pennsylvania Horological Insti- 
tute. 


Development of the Esembl-O-Graf 
method has been conducted by the WPHI 
research department during the past two 
years. Tests made among watchmakers at- 
tending the chronograph course at WPHI 
have indicated that the time required to 
service a chronograph is reduced to ap- 
proximately two hours by the Esembl-O- 
Graf method. 


Mr. Smith, who is now in Switzerland 
demonstrating the method to Swiss ofh- 
cials, will report his experiences there 
upon his return to the United States. 





The WPHI research staff responsible for the development of the Esembl-O-Graf method of 

chronograph repair are shown above. Working under the guidance of W. O. Smith, Jr., 

research director, and W. O. Smith, Sr., president (both top row) the staff includes four 

chronograph technicians, two draftsmen, an artist, two stenographers and personnel of the 
school's printing department. 





are used for instruction purposes and con- 
tain no advertising of any kind. The film, 
“Electronics At Work,” made available 
through the Westinghouse Corp., was also 
shown and still another called “They Give 
Their Best” was presented through the 
courtesy of Louis Aisenstein & Bros., Inc. 
This last was produced in Switzerland 
and gave the story of Roamer Watch Co. 
employees involved in the manufacture of 
Swiss watches and emphasized the social 
side of their lives. The evening was such 
an outstanding success that a spokesman 
for the Guild says more like it will be 
planned for the future. The next regular 
meeting will be held at the Franklin Insti- 
tute April 12th. The program for the 
evening had not yet been announced at 
the time this went to press. 

4S. Martin of Stanley’s, 1401 Point Breeze 
Ave., has discovered a new way to invest 
time, effort and money without making a 
profit. A customer who deals regularly 
with this store recently asked Mr. Martin 
if Stanley’s handle electric stoves. When 
she received a negative reply she shopped 
around the department stores until she 
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found just the one she wanted at a lead- 
ing downtown store, then returned and 
requested that Stanley’s buy the item at 
the regular retail price, sell it to her at 
the same price, and let her pay the 
jeweler “on time.” She was quite offended 
that Mr. Martin refused to comply with 
her request which she thought perfectly 
logical in view of the fact that she didn’t 
want to open any more accounts. Despite 
her anger she is still retaining her ac- 
count at Stanley’s. And that’s quite a 
compliment to the establishment—isn’t it? 
q Philadelphia welcomed a new company 
last month, the Golden Products Corp. of 
110 S. 8th St., formed to distribute its 
own brand pen and pencils. The products 
will be known as the “Golden King” and 
the “Golden Queen.” I. Ludwin, Harry 
Zieger, Herman Dubrow and Charles Lud- 
win are the officers of the corporation. 

q A new, modern jewelry exchange will 
be housed in the old Times Building at 
804-808 Sansom St. as soon as alterations 
now in progress are completed. The build- 
ing is owned by the syndicate, “808 San- 
som Street, Inc.” 
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GET READY FOR) » THE SOUTH 


GRAD ATION NOW! | q Clarence Badt, for 25 years a salesman q Records in the Office of the Secretary of 


with Linz Bros., Dallas, Tex., jewelry firm, State in Austin, Texas, show the recent 
has been elected secretary-treasurer of the incorporation of W. M. House Jewelry jp 
HAMILTON and CALVERT WATCHES company. Clifton M. Linz, former vice- Baytown. The firm was chartered by W, 
president, was elected president to succeed M. House, Sr., Ruth E. House, and W, y 


he | Albert Linz. Asher M. Kahn, House, Jr., with $54,000 capital stock. 
PRINCESS BONDED DIAMOND RINGS | | the late Albert Linz. Asher am | Gdeubc’ Quite bondon ob nn 


former secretary-treasurer, was made vice- 


: i : don i ident, wi 
JEWELRY : PEARLS ° COMPACTS president. The three officers constitute the vat ~ an tie Wes Le _ ~ 


board of directors. 
DRESSER SETS ‘ TRAVEL KITS q William Arthur Haygood, vice-president Cliff, Dallas, Tex. The chain organiza. 

of the Atlanta (Ga.) jewelry firm of Maier tion operates another jewelry store in Dal. 
& Berkele and active in this field for nearly las at 1605 Main and thirteen others jp 











LUGGAGE 5 WALLETS 50 years, has announced his retirement. Mr. Texas, Louisiana and Mississippi. “The 
Haygood entered the jewelry business in Oak Cliff store wi'l be modern in every 
MANICURE SETS Atlanta in 1900 with Davis & Freeman on respect and will be similar to our down. 

Whitehall St.; joined Maier & Berkele in ‘Te wend me — eon 
1904 when the store was at 33 Whitehall ewel box of Goldsboro, Inc., Goldsboro, 
PEN and PENCIL SETS St. In that time, the veteran jeweler re- N. C., has been organized with capital 
ALL NATIONALLY ADVERTISED called, “I have seen changes in the types stock of $100,000 to operate a jewelry store. 
of patrons of jewelry stores. Young peo- The incorporators were Vira Freeman, 
LIGHTERS ple now have more interest in fine mer- Hubert Hill and Herbert Hulse, all of 

chandise and greater knowledge of it. Goldsboro. 


Brides now select their own silver patterns 


but mothers used to do it for them.” NEWS FROM BALTIMORE 


q Fink’s Jewelers, Inc., Roanoke, Va., has 

opened a new store in Bedford, Va. Nathan q Harold Roll, son of Irving Roll, 3124 

L. Fink, president of the firm, says the West North Ave., recently passed the ex- 

Bedford unit will handle the same general | *™mination given by the State Board of 
Examiners in Optometry and has opened 


line of jewelry and merchandise as the , le 
mati Cpe The new store is located an office in a professional building a block 
on the corner of Bridge and Main Sts. in from his father s jewelry establishment. 
Bedford. George Boggess is manager. Young Roll is a graduate of the Pennsyl- 
4 The Hamilton Jewelry Store, 18 South vania School of Optometry in Philadelphia. 
Main St., Greenville, S. C., will modernize . The May Company’s jewelry and watch 

repair department has been moved from 


its store front at a cost of $5,000. a 

4 Perkinson’s of Southern Pines, Inc the second floor to the Lexington St. ser- 

Southern Pines, N. C., has been organized vace section on the first floor. Charles 
W. Toms is department manager. 


with capital stock of $100,000 to operate a 

reo one mance ie ia Helen q Howard Street Jewelers, 112 North How- 
edie ait of Hj Sets wt oS ard St., have expanded their outside sales 
tran of atilaes N Cc aie ee pee force to ten men. Established in 1945, this 
gy ieee yee ' store has enjoyed a rapid growth, its con- 
4 Kirk’s P Racine peat siemens tie sistently attractive windows drawing curi- 
atin Se hel ote Pecan yg weaien ous throngs. Julius Levi, partner in the 
March 3. The opening ceremonies featured firm, attributes the haa eae Ae “ 
radio broadcasts directly from the store ES Sy Se ae ee eres 
which is located at the corner of Camp- 


bell and Jefferson. . 

q Frank H. Maier, president of the jewelry & P Wise! 
firm of Maier & Berkele, Atlanta, Ga., has 
been re-elected president of the Atlanta Re- Pp lay 4 ate i 
tail Merchants’ Association. 


q A new concern called the Gable-Reusch, Your Silver Replating, Repairing, 


was opened March 1, at the southwest . 

corner of Seventh St. and Washington Ave. Deserves OUR Quality Work- 
in St. Louis, Mo. The concern is a part- manship, Service, and Low Rates! 
nership of Ray Gable and Elmer Reusch, Send for Trade Price Folder 
both from St. Louis. 
q Lawrence Holzman, president of the THE A. G. SCHULTZ CO. 
Georgia Diamond Merchants, Atlanta, Ga., Sterling Silversmiths Since 1881 
announces the promotion of William G. . 
Adams to vice-president. Mr. Adams has 423 E. Lombard St., Baltimore 2, Md. 


been associated with the Georgia Diamond manana 
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A Sudden Jump 


Genuine CORNELIAN CAMEO 


25 Mm. Size. 1/20 12K. G. F. Frame 
Can Be Worn As Pin or Pendant 
KEYSTONE—$3.00 EACH 


Order Now—For Mother’s Day 
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Merchants for several years and has made 
We a host of friends throughout the entire 
O H N F R state of Georgia. ALBERT S. SMYTH CO. 
q Loyd’s Jewelry at 124 East Seventh St., WHOLESALE 
Wy i ane 2 Amarillo, Texas, was purchased recently DIAMONDS - WATCHES 
ae aap by Lynn Kester, formerly of Hereford. The © JEWELRY 
: 2 oe 2 ’ 
BALIIMORE 1, MAB YLANO —_ has been changed to Kester 5 HOPKINS PLACE, BALTIMORE, MD. 
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gan “Baltimore’s Friendly Jewelry Store.” 
A certificate of incorporation has been 
received at the office of the State Tax Com- 
mission from the Silver Spring Jewelry Ex- 
change, Inc., Silver Spring, Md., to deal 
in jewelry. Capital stock 750 shares, par 
value $100 each. Incorporators, Mrs. Jack 
R. Milstead, of Silver Spring; Jack Frank- 
lin Dellinger, of Arlington, Va., and John 
Jonesco, of Washington, ma <. 

4 The tile floor in use since 1904 at the 
James R. Armiger Co., jewelers and silver- 
smiths, is being replaced by an attractive 
asphalt tile base. | 
q The wave of recent robberies in Balti- 
more, which has been the subject of news- 
paper editorials, included the following 
jewelry stores: Rose Jewelers, Rosenstock 
Jewelry Co., Leon Levi, two Roberts stores 
and the Mills store. In a few instances 
show windows were smashed but losses 
were slight. 

q Julius M. Richmond, jeweler, was se- 
lected to serve as a petit juror for three 
weeks, beginning February 21. 

q Park Jewelers has established its own 
watch and jewelry repair department un- 
der the supervision of Jack J. Cohen and 
Kennard Strauss, the latter store proprie- 
tor. Mr. Strauss and his wife recently re- 
turned from a vacation in Atlantic City. 
Their talented daughter, five - year-old 
Michaele who is in kindergarten, did such 
an exceptional job of a finger painting in 
school that the proud father had the 
“masterpiece” framed. 

4G. Norman Medinger, jeweler, is pleas- 
antly bewildered by it all, but he says De- 
cember, January and February were better 
business months than the similar period 
a year ago. Mr. Medinger uses some radio 
advertising, but was reluctant to attribute 
the increase to that. 

q The Carl J. Doederlein Co., jewelers, 
recently became a corporation with Carl 
J. Doederlein as president; Nelson R. Cole- 
man, Jr., vice president, and Thomas M. 
Williams, Jr., secretary-treasurer. 


q Willard’s, jewelers, formerly of 2030 
West Pratt St., announce removal to a new, 
completely modern store at 21 Shipping 
Place, in suburban Dundalk. The new 
establishment bears the name of Willard 
Jewel Box. Hyman Kravitz and Jacob 
Shapiro are the co-owners. 

q David’s, credit jewelers who maintain 
four stores in greater Baltimore, recently 
opened a jewelry department in the 
Maestro Music Centre, 836 West North 
Ave., under the supervision of Mrs. Casey 
Helgeson. 


q Leon Levi, jewelers, are offering free of 
charge a gold ring for every baby born 
during 1949, upon presentation of a birth 
certificate. 


q Dollar sales in Baltimore’s department 
stores for the month of February declined 
seven per cent from the 1948 level, accord- 
ing to a Federal Reserve report. 


4 Governor Lane has served notice there 
will be no relief for the harried State tax- 
payer for quite awhile. Tax reductions 
are not only impossible now, he explained, 
but unlikely at the next (1951) Legisla- 
live session as well. The reason is high 
expenditures, including an enormous con- 
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struction program for mental and tubercu- 
losis hospitals which will wipe out the pres- 
ent surplus of $23,539,325. 

q Royal Jewelers Supply Co., 108 West 
Fayette St., was granted a building permit 
to replace roof and floor joists *damaged 
in a recent fire, and to construct a new 
roof. The cost of the work, to be done by 
the Millison Construction Co., was esti- 
mated at $2,500. 

q Jay Engel has returned from a vacation 
spent in Florida and Cuba. 

q Leon Levin, of the diamond department 
at J. Engel and Co., and his bride spent 
their honeymoon in New Orleans follow- 
ing their marriage in Baltimore. 





Baltimore Jewelers Ass'n. 
Names Levitt President 


Oscar Levitt, general manager of Leon 
Levi, jewelers, was elected president of 
the Jewelers’ Association of Baltimore at 
the association’s 3lst annual meeting and 
dinner dance attended by 325 persons at 
the Hotel Emerson on March 16. 

Other officers elected for 1949 were: 
Walter Greenebaum, first vice-president; 
Nathan Goldberg, second vice-president; 
John H. Fetting, Jr., treasurer; J. W. 
Mehling, secretary, and Mrs. A. D. Taylor, 
assistant secretary. 

The Baltimore News-Post of March 17 
carried a three-column picture of Mr. 
Levitt being congratulated upon his elec- 
tion by the outgoing president, David 
Wiegman, Sr. 





Large Attendance Expected 
At Tennessee Convention 


A convention crammed with new features 
is planned for the annual get-together of 
the Tennessee Watchmakers and Jewelers 
Association to be held May 1 to 3 at the 
Andrew Jackson Hotel in Nashville. 

Under the chairmanship of Robert F. 
Du Bose, this year’s convention seems to 
have blossomed into a full grown regional 
trade show. The association, which is hold- 
ing a joint convention with the Tennessee 
Retail Jewelers Association of ANRJA, an- 
ticipates an attendance of approximately 
five to six hundred. 

A program to suit the most exacting has 
been prepared by the group. Several na- 
tionally known speakers will discuss prob- 
lems that confront the retail jeweler and 
questions affecting the watchmaker at his 
bench will be answered. A fine program 
of entertainment has been outlined for the 
ladies while the men are busy attending to 
convention business. This includes a fash- 
ion show, a radio breakfast program, free 
picture shows at downtown theatres and 
a number of other attractions. 

The association has taken over the com- 
plete facilities of Nashville’s finest hotel, 
the Andrew Jackson. However, members 
are cautioned to make their reservations 
early. 





American Silver Moves 


The Providence office of the American 
Silver Co., Inc., an affiliate of Sherman and 
Co., has been moved to 703 Industrial Trust 
Building, Providence, R. I. 








BACKGROUND 


Is often the unknown quan- 
tity—Ours is one of associa- 
tion with some of the finest 
names in the business. We 
have earned their confidence 
thru dependable service—it 
costs you no more. 


“building good-will 
with good work” 
SILVERSMITHS 
AND 
SILVERPLATERS 


$$$$ $33$ 


write for price list 








LOUIS J. MEYER, INC. | 
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JEWELRY REPAIRING AND ENGRAVING 
The house of mastercraftsmen 


205 So. 9th St., Philadelphia 7, Pa. 




















For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 




















USE DIRECT MAIL 






@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233 -6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 
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LOST 


“Valuable time, detail- 
BES ed accuracy, and indi- 







Qo, vidualized identity be- 
m (Ey cause I failed to use 
WMO, the NEWALL-IZED 
CY ‘Finger-Print’ System in 
SZ ae Swiss Watch 
S7 aterial.”’ 


Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 

THE NEWALL MFG. CO. 


Chicago 2 Illinois 











Cold=Silver 
DLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


‘ EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 





























WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 











CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














MAYNARDLEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + CHICAGO 15 

















Chicago Institute of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 
A few benches are available in our 
regular course in watch repair 
CHICAGO INSTITUTE OF WATCHMAKING 
Approved for Veterans. 
Accredited by U.H.A.A. and Certified by H.1.A. 
Dept. JC-4, 7 S. Pulaski Rd., Chicago 24, Ill. 
Telephone Sacramento 2-6680 
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q Harry Aronson, president of Hallmark 
Watch Corporation, 5 North Wabash Ave., 
Chicago, announced last month that Ben 
Cole and Morris Draft have joined the 
organization, Mr. Cole as vice president in 
charge of sales and Mr. Draft, vice presi- 
dent in charge of purchasing and produc- 
tion. Both Mr. Cole and Mr. Draft had 
been associated with the Hampden Watch 
Co. for the past nine years. 

q At the annual meeting of members of 
the Fraternal Association of Chicago 
Jewelers held at 10 South Wabash Ave. 
on Saturday, March 5th, the slate of ofh- 
cers proposed by the nominating committee 
was unanimously approved. L. W. Silsby 
was elected president, Einar Baggee, vice 
president, and John G. Leiner, secretary- 
treasurer. Directors elected to serve two 
years are Ray Rust and H. W. Sherrill. 
Martin F. Lenz and Raymond Klein are 
holdover directors. A vacancy in the mem- 
bership list was filled by the acceptance 
of the application of George L. Mason. 


_ The treasurer’s report showed an increase 


in assets despite the fact that member- 


_ship dues have been omitted for several 








| years. 


q Club Nite at the Chicago Jewelers Club 
was reinstated on the evening of March 
10th after an intermission of _ several 
months during the remodeling and refur- 
nishing of the Club Room in the Pittsfield 
Building. A large number of members and 
friends enjoyed dinner and beer “on the 
house” and spent the evening playing 
cards, pool and having a good time. An 
added feature of the evening was a talk 
by Harry A. Anhaier, district-Chief of 
Secret Service, who was the guest of Presi- 
dent Herman Kraemer. Mr. Anhaier gave 
an illuminating description of the methods 
of counterfeiting and bogus bill passers. 





Allen Succeeds O Dell 
As Illinois RJA President 


With a record turnout, members of the 
Illinois Retail Jewelers Association met 
in Springfield for their annual convention 
on February 20th. Emphasized throughout 
the full-day session was discussions and 
talks on education for profitable operation. 

Highlight of the convention was the 
election of new officers who will serve 
for a year. The new roster is headed by 
President Oscar Allen of East Moline. Mr. 
Allen succeeds Milo C. O’Dell of Wau- 
kegan. Robert L. Goulding of Alton was 
re-elected first vice president and William 
Overstreet of Paxton was elected second 
vice president. Continuing as_ secretary- 
treasurer is Charles H. Barker of Spring- 


to the board for a 
Robert L. Goulding; 


Directors elected 


| William Overstreet; Charles D. Jacobs, 
West Frankfort; W. H. May, Springfield, 
and Russell Martin, Decatur. The other 


CHICAGO 


directors are: Oscar W. Allen, E, Moline: 
Miss Lou R. Anderson, Rockford: William 
Holland, Springfield; Thomas L, Ke 
Paris, and Milo C. O’Dell, Waukegan, 

Immediately following luncheon in the 
ballroom Joe Meek, executive secretary of 
the Illinois Federation of Retail Associa. 
tions, gave an excellent talk on how legis. 
lation can affect the fixed expenses of 
jewelry stores, and how jewelers should 
do something about it. 


ers, 


Dr. W. D. Shipton, chairman of the 
Geology Department of Washington Upj.- 
versity, St. Louis, was the principal speaker 
at the afternoon session. He described ; 
new synthetic stone that he said has more 
brilliance than a diamond and _ infinite 
possibilities as a sales promotion factor 
in jewelry stores. 


W. Waters Schwab, president of J, R. 
Wood & Sons, New York, delivered an 
interesting address at the banquet session 
on the program of the Jewelry Industry 
Council. He pointed out that the purpose 
of. the JIC program is to do everything 
possible to sell more jewelry store mer. 
chandise to more people more often. In- 
sisting that the cooperation of every jeweler 
and segment of the industry is required 
to put the program over, Mr. Schwab said 
that every additional member was an 
additional shoulder to the wheel. 


The Illinois Pluggers, an _ organization 
of sales representatives calling on retail 
jewelers in Illinois, held their annual meet- 
ing in conjunction with the [llinois RJA 
convention and elected the following off- 
cers: V. Otey Bente, Elgin National Watch 
Co., president; Charles Germaine, Flex- 
Lite Co., vice president, and Clifford Me- 
Lane, Drach and Weinfeld,  secretary- 
treasurer. Members elected to the advisory 
board were: A. N. Long, J. R. Wood & 
Sons; A. A. Schoumacher, M. A. Mead 
& Co.. and Al Pisahl, C. & FE. Marshall Co. 





NACJ Names Committee to Pick 
Trade's Outstanding Man in ‘49 


Believing that it is time for the jewelry 
industry to grant recognition to men who 
devote themselves unselfishly to the best 
interests of the industry, the board of di- 
rectors of the National Association of 
Credit Jewelers at its recent meeting in 
New York voted unanimously to have the 
NACJ make a suitable award annually to 
the man selected for outstanding service 
to the jewelry industry. President Gold- 
berg appointed the following committee 
which will take complete charge of all ar- 
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STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737N. Campbell, Dept. 24, Chicago 47 
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determine the individual to 

ced is to be made for 1949: 
“ha Weisfield, Weisfield & Goldberg. 
Inc. chairman; Myer B. Barr, Barr’s 
Jewelers, secretary ; B. G. Rudolph, Ru. 
and Fred B. Dreifus, 


Bros., Inc., , 
ot Jewelry Co. President Goldberg is 


member ex-officio. Ss 
Selection of the outstanding individual 


will be announced shortly before the Na- 
tional Jewelry Fair and the NACJ’s annual 
convention are held in Chicago on July 25, 
6, 27, 28. Presentation of the NACJ award 
will be made at the annual banquet which 
will be held at the Palmer House on 
Wednesday evening, July 27. No restric- 
tions have been placed upon the commit- 
tees except that the recipient of the award 
‘s to be one who is active in the jewelry 
industry. The procedure to be followed by 
the committee in selecting the individual 
for the award will be developed by the 
committee itself. 

Anyone who wishes to propose someone 
engaged actively in any branch of the 
jewelry business for the NACJ’s award 
should communicate with Myer B. Barr, 
Secretary of the Award Committee, 1112-14 
Chestnut St., Philadelphia 5, Pa. 


a 





Diamond Men Adopt Resolution 
Opposing German Gem Cutting 


Appropriate steps were taken to stop the 
export of rough diamonds to Germany at 
the International Conference of the Uni- 
versal Alliance of Diamond Workers, held 
at Antwerp on Feb. 8 and 9. A resolution, 
which was adopted at the conference, op- 
posed the revival of the German diamond 
cutting industry because, as World War II 
proved, it may be converted into a war in- 
dustry at short notice. 

The text of the resolution adopted at 
the conference follows: 

An International Conference of dia- 
mond manufacturers, workers and mer- 
chants, having heard the reports of a 
visit of a delegation of the Universal 
Alliance to the diamond manufacturing 
centres of Germany; 

Having learned the fact that the dia- 
mond industry in that country, as World 
War II has proved, may be converted 
into a war industry at shortest notice: 
‘Being aware of the unfair competition 
of Germany’s diamond centres, by wage- 
dumping and currency manipulations 
and of the fact that the major part of 
the goods, being manufactured there, are 
imported illegally, out of control of cus- 
tom authorities. 

Decides unanimously: 

With all means at their disposal, to 
point out these facts to competent au- 
thorities, and to take all internal mea- 
sures against those, who, in opposition 
to the explicit wish of the organizations, 


(eee 


Our work costs no more 
than ordinary work & 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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nevertheless provide the German diamond 

industry with rough. 

That these measures will be published 
and taken over by all centres. 

A committee of 12 members representing 
Holland, Belgium, the United States and 
Britain has been appointed to take inter- 
national measures to combat the practices 
complained of. George Fine, president of 
the Diamond Manufacturers & Importers 
Association of America, is the American 
representative appointed to serve on this 
committee. 


FINALISTS COMPETE 





Paul Leeds (center), director of the Chi- 
cago Institute of Watchmaking, Chicago. 
Ill., shows some of the school’s watchmak- 
ing and instruction equipment to four 
finalists in the Institute’s Merchant Marine 
Scholarship Award. One of these men will 
receive a scholarship at the school which. 
together with equipment, is valued at 
$1150. Announcement of the winner of 
the award will be made this month. 

Since ex-merchant marines are not eli- 
gible for education under the G.I. Bill of 
Rights, Paul Leeds started the scholarship 
for them as the school’s recognition of 
their valued services to their country dur- 
ing the war. The men, who are ex-merchant 
marines and served in World War II, are 
left to right: Alexander Borousk, Felix P. 
Natonek, Stanley Repel, and Joseph 
Holich, all of Chicago. — 





Four More Jewelry Firms 
Join Fair Trade Council 


The American Fair Trade Council re- 
cently announced that four more concerns 
in the jewelry industry have become mem- 
bers of the organization. 

The newly admitted members are: Elgin 
American Division of the Illinois Watch 
Case Co., Inc., Elgin, Ill.; International 
Silver Co., Meriden, Conn.; Farrington 
Manufacturing Co., metal specialties, Bos- 
ton, Mass., and Zippo Manufacturing Co., 
cigarette lighters, Bradford, Pa. 

Welcoming the newcomers, John W. An- 
derson, council president, said: “Because 
of mounting pressures within government 
toward stripping the citizen of all power 
to shape, toward sound economic ends, 
his own destiny, Fair Trade, in the days 
just ahead, faces the greatest challenge 
in its history.” He stressed the importance 
of concerted action to “teach the con- 
sumer, reseller, wholesaler and manufac- 
turer how Fair Trade serves the best 
interests of all.” 








24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 


7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 


Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 

















“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 

















ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 




















SINCE 1887 
Expert Repair Work for the 
Trade @ Special Orders Our 
Specialty ¢ Prompt Service 


PORTER & WISER MFG. JEWELRY CO. 


1115 WALNUT STREET KANSAS CITY 6, MO. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 








X WE SPECIALIZE... 


in special order oe 4 Shad us your 
specifications. W. a an oa design 
without obligation. 










SCHUMER BROTHERS CO. 
1 / ufacturing Jewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 





DIAMOND-CUTTING 


EXPERT WORK 
SY EPY 4.8 414 


LITWIN & SONS 
114 West 6th Street. Cincinnati, Ohio 











700 EAST MCMILLAN ST. CINCINNATI 6, OHIO 
























WHEN vou LEARN 


WATCHMAKING 


JEWELRY REPAIR 
ENGRAVING 


. . THE THACKER WAY! 
Students learn FAST when in- 
structors offer personal atten- 
tion. Our Master Course covers all branches of Jewelry 
Trade. High percentage of graduates placed. Housing 
available. (Schools in Warren, 0., and Pittsburgh, Pa.). 
G.1. Approved. Catalog FREE. 


A.W. THACKER ACADEMY FOR JEWELERS 


} Federal Sf - Pittsburgh i. Penna. 


Deot. C- 4 
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¢q Florida was a popular vacation place 
for many local retailers, wholesalers and 
manufacturers during March. Among those 
enjoying the warmer weather were Robert 
Effler, William A. Effler, Richard Auken- 
thaler and Frank Garrett, retailers; Maury 
Gerwe, George Brown, Jack Gerwe and 
John Gerwe, wholesalers, and Boris Lit- 
win, Akim Litwin and John Shira, manu- 
facturers. All of them were accompanied 
by members of their families. 

q For many years, George Emmet Brown 
of the Gerwe Brown Co., wholesaler in 
the Temple Bar Building, has been host 
to 10 of his friends at the annual dinner 
of the Friendly Sons of St. Patrick on 
St. Patrick’s Day in Hotel Netherland 
Plaza, and the same group assembled 
again this year for the festivities. The 
group included Robert Siefert of the Albert 
and Siefert Co., wholesaler; J. Charles 
Hummel, a Gerwe Brown salesman, and 
Mr. Brown’s father and other friends from 
Louisville, Ky. 

q I. W. Engel, president of Dodd Brothers, 
retailer at Sixth and Vine Sts., recently 
served as prize chairman and master of 
ceremonies for the annual Golden Gloves 
boxing tournament, which was held in 
Music Hall for three nights under spon- 
sorship of Radio Station WKRC. This was 
the third consecutive year that Mr. Engel 
has secured the prizes and MC’d the night- 
ly programs. 

q Jack Montgomery, sales manager for 
M. A. Mead & Co. of Chicago, was sched- 
uled as the speaker at the monthly dinner 
meeting of the Greater Cincinnati Retail 
Jewelers Association on April 6 in Hotel 
Sinton. 

q “The Magic of Gemstones and Jewelry” 
was the subject of a talk by Mrs. Jane 
Kampf of the Kampf jewelry Co., retailer 
at 617 Vine St., at a recent meeting of 
the Cincinnati Literary and Musical So- 
ciety in the Taft Museum. Her talk was 
supplemented by an exhibit of keepsake 
and antique jewelry by members of the 
society. 

q A new corporation, Margo’s, Inc., will 
open a jewelry store in the newly-devel- 
oped Roselawn area of this city about 
June 1. The new company is authorized 
to issue 250 shares of no-par common 
stock, and the incorporators are Miss Mar- 
garet Bley, Robert Gau and H. UH. 
Nieberding. 

4 A. C. Updike, retailer in the Lyric 
Building, 510 Vine St., has remodeled and 
redecorated his store, carrying out a color 
scheme of aqua and a warm rose to make 
a pleasing setting for his jewelry displays. 
q Mr. and Mrs. Carl Wagner of E. Wag- 
ner and Son, retailer with stores at 932 
East McMillan St. and 4005 Hamilton 
Ave., were hosts to several other jewelers 
and friends at a dinner dance of the 
Walnut Hills Business Men’s Association 
in Hotel Alms. Their guests included Mr. 
and Mrs. A. J. Laumann, Thomas Hummel, 
Miss Jean Whitaker, J. Charles Hummel 
and Miss Helen Koch. 


CINCINNATI 


q New members of the Town Criers, this 
city’s unique organization of manufacturers’ 
and wholesalers’ salesmen, are Ray Jockers 
of M. and R. Jockers, diamond cutters of 
606 Vine St., and Albert Weintraub anq 
Jack Zerhusen of Litwin and Sons, Ino 
manufacturer of 114 West Sixth S| 
q Charles Heflin, owner of the largest re. 
tail jewelry store in Danville, Ill, has solq 
the fixtures and given a lease for the 
building to the Spritz Co., which has as. 
umed operation of the business. Mr. Heflin 
has opened a smaller store in the same 
city. 

q L. F. Rohan, accountant and salesman 
for A. R. Jester, diamond setter in the 
Lyric Building, delivered a lecture on “The 
Diamond Industry” at a luncheon meeting 
of the Clifton Kiwanis Club on March 15. 
q Mrs. Victor Youkalis and daughter, 
Nancy Ellen, visited with relatives jp 
Louisville, Ky., during March while Mr. 
Youkalis was on a business trip in south. 
ern Ohio and Kentucky. Mr. Youkalis js 
president of the Victor Corp., wholesaler 
in the Enquirer Building. 

q Adolph Wiebell, who has operated a re 
tail jewelry store at 1735 Vine St. for more 
than 40 years, has purchased the adja- 
cent three-story brick building at 1737-39 
Vine St., as an investment. 

q Mr. and Mrs. Albert Esberger and Mr. 
and Mrs. Hubert Esberger of Esberger 
Brothers, retailers at 1133 Vine St., were 
hosts for a number of their friends at a 
dance of the St. Bernard Men’s Club in 
Hotel -Alms. 

q George Brown of the Gerwe Brown Co., 
wholesaler, attended the Dallas Gift Show, 
where the company had a display which 
was in charge of Julius Courtois and 
Thomas Britten, company salesmen in the 
Texas territory. 

q Local wholesalers were interested to 
learn that Harold Blackburn, formerly with 
the Telecron Corp., is now sales manager 
for the Seth Thomas Clock Co. Mr. Black- 
burn is widely known in this area. 

4 Gus Kuhnhein of D. Jacobs Sons Co, 
wholesaler at 811 Race St., who broke a 
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G.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


WE REFINE— FILINGS - 
SWEEPINGS - OLD GOLD - SILVER 
AND PLATINUM. 

WE SELL—FINE GOLD - 
PLATINUM - ALLOYED GOLD - 
CHLORIDE GOLD - FINE SILVER 
. ANODES - STERLING SILVER - 
SOLDERS OF ALL KINDS. 


CINCINNATI, OHIO 
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leg several months ago, is recovering rap- 
idly and expects to return to business 
soon. . 

4 Cornelius N. Hetzner, owner of jewelry 
stores in Peru and Wabash, Ind., made a 
combined business and pleasure trip to this 
city recently. He was accompanied by his 
three sons, William, Lewis and Philip, 
all of whom are associated in business 
with their father. 

4 Max Cogan, owner of the Hart Jewelry 
Store in Hamilton, Ohio, visited with 
business friends here upon his return from 
a month’s vacation in Florida. 


q Joseph Zeff and Charles Moorman, pro- 
prietors of Ray’s Jewelers, Inc., retailer at 
523 Walnut St., have purchased the lease 
of the Sterling Jewelry Co. at 510 Vine 
St. and will operate a jewelry business 
at that address as well as in their present 
store. 

¢ Leslie LeVine, who has been associated 
with a local wholesale millinery concern 
for 10 years, has been appointed merchan- 
dise manager for the 20th Century Watch 
Strap Co., manufacturer at 817 Main St. 
q Albert Wehry, salesman for the Klein 
Brothers Co., wholesaler in the Enquirer 
Building, entertained Mr. and Mrs. C. R. 
Pullian, retailers of Vincennes, Ind., dur- 
ing their recent visit to this city. 

q Frank Foegler, watch repairer of 31 
East Fourth St., delivered a lecture on 
“Watch escapements” at a monthly meet- 
ing of the Cincinnati Guild of the Ohio 
Watchmakers Association on March 3. 


q Charles McCarthy, formerly with the 
H. W. Burdick Co., Cleveland, has been 
appointed to represent the Gerwe Brown 
Co. in central Ohio. He will make his 
headquarters in Columbus. 

q Telechron, Inc., has named Leonard 
Taylor as its representative in this area, 
with headquarters in this city. This is the 
first time the company has had a repre- 
sentative located here. 


q Thomas Atkinson and Richard Ketchem 
of Oneida, Ltd., staged a silver show in 
Hotel Netherland Plaza here from March 
15 to 17 inclusive. 

q Robert Taylor of this city has been 
added to the sales force of the B. David 
Co., manufacturer at 229 East Sixth St. 
He will cover the Indiana territory. 


q Raymond Frommeyer’ and_ Robert 
Weimes represented the Klein Brothers 
Co., wholesaler in the Enquirer Buliding, 
at the Dallas Gift Show. 


q A. R. Jester, manufacturer in the Lyric 
Building, has perfected a new process of 
rhodium finishing for mountings set with 
diamonds. He also has added West Vir- 
ginia to the territory covered by his sales- 
men. 

q Robert Gauche, a son-in-law of John 
Gerwe, has been appointed to a position 
in the accounting department of the Gerwe 
Brown Co. 

q Friends in this city of Lars R. Olsson, 
salesman for Meade and Co. of Chicago, 
were sorry to learn that he has been ill at 
his home here. a 

q Recent Cincinnati visitors included Jack 
Hagel, retailer of Washington, Ind.: Leo 
Simon, retailer of Vincennes, Ind.; Willis 
Patrick, diamond salesman of St. Louis: 
Thomas O’Connell of the Elgin National 
Watch Co.; Reese Williams, retailer of 
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Maysville, Ky., who returned recently from 
a Florida fishing trip; Cornelius Donohue, 
Adams Watch Co., New York; Edward 
Whitman, Herschede Hall Clock Co.; P. J. 
Armeny, Baker and Co., Newark, N. J.; 
James Malone, A and Z Chain Co.; Ralph 
Lewis and Harry Hart, diamond salesmen 
of New York; Charles Limes, retailer of 
Hillsboro, Ohio; Lawrence Murray, Seth 
Thomas Clock Co., and R. K. Kimball, 
Sunbeam Corp. 

q George Felstein, who operates one of the 
leading retail jewelry stores in Indiana at 
Terre Haute, is completing remodeling and 
modernization of his store, to include new 
fixtures and lighting, a stockroom on the 
second floor and restrooms and dining 
facilities for employees on the third floor. 
Mr. Felstein’s store is the largest jewelry 
store in Terre Haute. 





Jeweler Creates Gold Cards 
For Margaret and Mrs. Truman 
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Paul E. Morrison, regional vice president 
of the American National Retail Jewelers 
Association, was commissioned by the na- 
tional president of the Marine Corps 
League Auxiliary to make 14-karat gold 
membership cards for Margaret and Mrs. 
Truman. The cards, which were entirely 
hand made and engraved, measured two 
and one eighth by three and one eighth 
inches. They were enclosed in brown 
leather folders with gold tooled edges. Mr. 
Morrison also made a similar card for Mrs. 
Faye E. Becker, national president of the 
Marine Corps League Auxiliary. 

The organization presented Mrs. Truman 
with her gold membership card on March 
9th at the White House. Margaret Truman, 
who was unable to attend the ceremony at 
that time, was presented with her card at 
a later date. 

Engraved on the back of each card was 
the notation, “Made by Paul E. Morrison, 
Jeweler, Kalamazoo, Mich.” 





Goldsmith Bros. Employee 
Becomes First Pensioner 


Earl D. Andrews, sales engineer in the 
refining department of Goldsmith Bros. 
Smelting and Refining Co., Chicago, be- 
came the first retired reserve officer in 
Chicago to receive a federal check under 
the new Army Retirement Act. 

Colonel Andrews, after leaving the Army, 
joined the Goldsmith organization in 1944 
and is well known to the manufacturing, 
jewelry and allied trades in Chicago and 
the Middle West. 

He retired with the rank of Colonel, 
Engineering Corp., AUS, after more than 
29 years’ service, including five years of 


active duty in World Wars I and II. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 











SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 
22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. 


14K .94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical 1.00 per oz. 


20 yr. G.F. watch cases 1.25 per oz. 

25 yr. G.F. watch cases 2.00 per oz. 
Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 


323 West 5th St. Los Angeles, Calif. 
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@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233-6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 








Sterling... Silverware ..Hollow-ware 
Baby Items. Famous for Quality. 


Laon SILVER €0., INC 





2 W. 47th ST., NEW YORK 19 
WRITE FOR FREE CATALOGUE 


SILVERSMITHS 








TAKE TOPFLIGHT 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 











LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK WN, Y. 
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Where to Buy 
China and Glass 
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PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















| EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 

















JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bene China 


MYOTT'’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















. importers of | 
b7 ENGLISH CHINA 

.> and 
EARTHENWARE 

Stoek and Import 


FONDEVILLE & CO., 
149 Fifth Ave. 


INC. 


New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Gmelich Rone China and Earthenware 


DOULTON and CO., Ine. 


Successors To 
Wm. 8. PITCAIRN CORPORATION 
at2 Fifth Ave. New Yerk, NM. Y 
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OBITUARIES 


Henry BLANK, 76, chairman of the board 
of Henry Blank & Co., manufacturing 
jewelers of Newark, N. J., died March 17th 
at his home in Glen Ridge, N. J., after 


| a brief illness. 


E. T. Brown, 49, retail jeweler of Crown 
Point, Ind., died on March 7th after a 
brief illness. Mr. Brown succeeded his 
father, who established the business many 
years ago. 

Sam FetpMAN, 57, president of Sheldon 
Clock Co., 29 East Madison St., Chicago, 
Ill., and well known in the clock and 
silver trade for many years, died on March 
3rd while vacationing in Florida. 

ALEX GOLDBERG, 65, vice president and 
treasurer of the Ace Watch Co., 10. W. 
A7th St., New York, died of a heart attack 
at his home in Brooklyn, N. Y., on March 
6th. Mr. Goldberg, who had been in the 
watch business for 40 years, was formerly 
associated with the Waterbury Clock Co., 
Waterbury, Conn. His widow and a daugh- 
ter, Mrs. Almin Epstein, survive. 

Simon GOLpsMITH, 80, one of the found- 
ers of Goldsmith Bros. Smelting & Re- 
fining Co., Chicago and New York, and 
chairman of the board for the past sev- 
eral years, died on March Ist. 

Aurrep T. Harris, 69, a member of the 
jewelry firm of William Harris & Sons, 
Dover, N. J., died recently of a heart ail- 
ment. He entered his father’s jewelry store 
at an early age to learn the business in 
which he has been associated for over 50 
years with his brother, William C. Harris, 
who survives. Mr. Harris also is survived 
by a sister. 

Harry Lissauer, 71, former vice presi- 
dent of Lambert Brothers, jewelers of New 
York, died February 28th. Recently Mr. 
Lissauer, who lived in semi-retirement, had 
his own jewelry offices at 22 West 48th 
St., New York. Surviving are his widow, 
a daughter and a son. 

Amos M. Present, 62, president and 
founder of the Present Co., Inc., wholesale 
jewelers of Rochester, N. Y., died Feb- 
ruary 24th. In 1912, he founded the Rosen- 
thal-Present Co. which became the Present 
Co. in 1930. He became its president upon 
its incorporation several years ago. He is 
survived by his widow, two sons, two 
brothers and two sisters. 

Frep S. Rem, 36, president of the Watch 
Material Distributors Association of 
America and secretary-treasurer of Burton 


FRED S. REID 





M. Reid Sons, Inc., wholesale distributors 
of watch materials and jewelers’ supplies, 
Springfield, Ill., died on February 19th. 
In 1933 Mr. Reid and his brother, J. Speed 


Reid, became associated as partners when 
they assumed management of the firm or. 
ganized by their father, Burton M. Reid 
37 years ago. Three years ago the Sem 
was incorporated. Surviving in addition to 
his widow and brother, are a daughter and 
a son. Mr. Reid’s brother will continye 
the business. 

Mrs. KATIE SORRENTINO, 55, wife of Vip. 
cent Sorrentino, president of the Uncas 
Jewelry Manufacturing Co. of Providence 
and former Rhode Island State Director of 
Social Welfare, died March 11th. Mrs. 
Sorrentino was vice president of the Uncas 
Manufacturing Co. 

RatpH Sperry, who for a period of more 
than four years prior to his resignation jn 
the fall of 1948, was sales manager for the 
Ostby & Barton Co. of Providence, R. [, 
died February 17th following a long jj. 
ness. Mr. Sperry’s entire business life. 
with the exception of the years he was 
with Ostby & Barton Co., had been with 
Sears, Roebuck Co. of Chicago, as buyer 
of rings. 

ARTHUR STEINBERG, 51, president of the 
Rosen Jewelry Manufacturing Co. of St. 
Louis, Mo., died February 2]st. He is sur. 
vived by his widow and two daughters. 

THOMAS WITHERS, 72, a jeweler and 
watchmaker for the past 50 years, was 
found dead of a heart attack on Decembet 
29, 1948. He was discovered in his jewelry 
store at 1543 Sawtelle Blvd., West Los 
Angeles, Calif. 

Epwarp H. Wuspo.pine, 53, a partner 
for 25 years in T. Knoebber & Co., manu- 
facturing jewelers at 811 Race St., Cin- 
cinnati, Ohio, died March 4th. He was 
third vice president of the Town Criers, 
and was widely known and highly re- 
spected in jewelry circles in the Cincin- 
nati area. Survivors include his widow, 
three sons and three daughters. 





Greater Washington RJA 
Elects Falkenstein President 


George Falkenstein was elected presi- 
dent of the Greater Washington Retail 
Jewelers Association, Inc., at the monthly 
meeting of that group held on February 
17th at the Ambassador Hotel. 

Other officers that were elected for the 
current year at the meeting are as fol- 
lows: Robert King, vice president; Sol 
Lynn, secretary, and Harry Koenigsberg, 
treasurer. 

In other business brought before the 
eroup it was agreed that the association 
would take an active part in opposing the 
bill now pending before Congress that 
would regulate the practice of optometry 
in the District of Columbia. If enacted, 
optometrists would be regarded as pro- 
fessional men, equal in standing to attor- 
neys and physicians. The bill would als» 
prohibit certain practices now permitted. 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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COMING EVENTS 
April 

9.4—Kansas Retail Jewelers and Watch- 
makers Convention and Gift Show. Hotels 
Lassen and Allis, Wichita, Kan. 

3.5—American Gem Society, 14th Annual 
Conclave, Statler Hotel, Boston, Mass. . 

3.5—Minnesota Retail Jewelers Associa- 
tion. Annual Convention, Hotel Nicollet, 


‘nneapolis, Minn. | 
ype corto Gift Show, William Penn 


ittsburgh, Pa. 

eS ecb Sischet Week, Kansas City 
Merchandise Mart, Kansas City, Mo. . 

7-11—Minneapolis Spring Show, Radis- 
son Hotel, Minneapolis, Minn. 

9.1]—Nebraska Retail Jewelers Associa- 
tion, Annual Convention, Hotel Paxton, 
Omaha, Nebr. 

93Diamond Peacock Club, Annual 
Spring Dinner-Dance, Hotel Somerset, Bos- 
ton, Mass. 

94-25—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Hotel Connor, 
Joplin, Mo. 

94-25—Oklahoma Retail Jewelers Asso- 
ciation and Oklahoma Horological Associa- 
tion, Annual Convention, Skirvin Hotel, 
Oklahoma City, Okla. 

94-26—California Retail Jewelers Asso- 
ciation, 16th Annual Convention, Palace Ho- 
tel, San Francisco, Calif. 


May 


]-2—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Emerson Hotel, Baltimore, Md. 

1-3—Tennessee Watchmakers and Jewel- 
ers Association and Tennessee Jewelers 
Association of ANRJA, Joint Annual Con- 
vention, Andrew Jackson Hotel, Nashville, 
Tenn, 

1-3—Wisconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wisc. 

8-10—Horological Institute of America, 
Annual Meeting, National Academy of 
Science Building, Washington, D. C. 

15-16—Mobile Watchmakers Guild, An- 
nual Convention, Admiral Semmes Hotel, 
Mobile, Ala. 

15-17—New York State Retail Jewelers 
Association. Annual Convention, Statler 
Hotel, Buffalo, N. Y. 

15-20—New York Stationery Show, New 
Yorker Hotel, New York City. 

19-22—United Horological Association of 
America, Annual Convention, Sherman Ho- 
tel, Chicago, II. 











CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 


“@. BOOTHS 


ey 
Hogi 
\S/ Fine English Tableware 
MIDHURST IMPORTING CORP. 


15 EAST 26th STREET NEW YORK 
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June 


2-3—National Wholesale Jewelers Asso- | 
ciation, 42nd Annual Convention, Edge- | 


water Beach Hotel, Chicago, Il. 

5-6—Texas Retail Jewelers Association, 
Annual Convention, Galvex Hotel, Galves- 
ton, Texas. 

6-7—Watch Material Distributors Asso- 
ciation of America, Annual Conference, La 
Salle Hotel, Chicago, Ill. 

11—Maiden Lane Outing Club of New 
York City, Annual Summer Outing, “The 
Greens,” Pleasantdale, New Jersey. 

25-27—New Jersey Retail Jewelers As- 
sociation, 40th Annual Convention, Atlantic 


City, N. J. 
July 


10-15—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

25-28—National Association of Credit 
Jewelers, Convention and National Jewelry 
Fair, Stevens Hotel, Chicago, Ill. 


August 


15-18—American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York. 

16-19—Allied Lines Show For Credit 
Jewelers, Belmont Plaza Hotel, New York. 


September 


3-6—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 





Allied Line Show For Credit 
Jewelers To Be Held in August 


Expositions For Trades, 36 West 47th 
St., New York, recently announced they 
would conduct an “Allied Lines Show For 
Credit Jewelers” on August 16, 17, 18 and 
19 in New York at the Belmont Plaza Hotel, 
which is located on Lexington Ave. across 
the street from the Waldorf-Astoria. 


This exposition will be held at the same 
time as the ANRJA convention. Arthur 
Tarshis, president for Expositions For 
Trades, Inc., announced that he would per- 
sonally manage the Allied Lines Show, 
which is being planned on the basis of fea- 
turing over 100 exhibits in the two air-con- 
ditioned ballrooms of the Belmont Plaza. 


Tarshis explained that the show will be 
of particular interest to jewelers who are 
promotion-minded and who are interested 
in adding new lines to their businesses, pro- 
moting account openers, seeking traffic 
items or looking for services designed spe- 
cifically to promote their businesses. Expo- 
sitions For Trades, the name of the oper- 
ating organization, also conducts other 
shows, says Tarshis, such as the Premium 
and Ad Specialties Show, the Textile Indus- 
tries Exposition, Textile Wet Processing 
Exposition, Building and Factory Manage- 
ment Exposition, Fashion Brands Fair, and 
the National Ready to Wear Show. H. W. 
Hauptman Co. has been appointed as ad- 
vertising agency for the August show. 
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MADE IM AMERICA | 


THEODORE HAVILAND & CO. 
INCORPORATED 
26 West 23rd Street 

| New York 10, N. Y. 


Merchandise Mart Room 302 Brack Shops 
Chicago 54, Ill. Los Angeles, Calif. 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 


Tel. GR 7-0400 
CHINA * GLASS ° TABLEWARE 
EARTHENWARE e@ GIFT and ARTWARES 


Domestic and Foreign 


SERVICE PLATES - DINNERWARE 


SINCE 1918 
Patterns especially designed for 
ELERS 








Specialists in All-Over Gold Decorations 
Write for details. 
INC. 


ATLAS CHINA C@O., 
27 WEST 20th ST., NEW YORK 11, N. Y. 

















ORREFORS OF SWEDEN 








FORS 
eo GLASSWARE 
U.S.A. Representatives 
FISHER, BRUCE & CO. 








Phila.: 221 Market St. © NewYork: 1107 Broadway 


LEVY BROS. CHINA C0. ine. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 5 


Shewroom 
225 Fifth Avenue 








Office and Showroem 
' 79 Fifth Avenue 


Mar 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago NOVELTIES 





DECORATIVE 
ACCESSORIES 
FURNITURE 












CASTLETON 


Distinguished American China 


CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 


212 FIFTH AVENUE NEW YORK 10 


ENRIGHT -LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 FIFTH AVENUE NEW YORK 10, W. Y. 


Telepnone: GHelsea 2-3702 and CHelsea 2-2558 
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Forming a Breguet Hairspring 


Continuing the treatise on hairspring work, this chapter takes 


up the forming of a Breguet or overeoil spring, its purpose, 


and the methods of raising the last coil to form the overecoil. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


= bringing up the spring to a new 
level, some consideration must be given to where on the 
new spring the first bend upwards should be made. 
Another factor to be observed is the height of the new 
level. 

The first bend upward is made about 34 of a coil from 
the stud. Because this last coil will become smaller in 
diameter than the main body of the spring, this section 
will become almost a full coil after it is raised and curved 
to a smaller diameter. 
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Fig. 74. The height of the overcoil is the distance from the 
lower level to hole in the stud which is attached to bridge. 


The height of the overcoil should be ascertained before 
the vibrated spring is studded. This is done by placing 
the balance and spring in the movement. The balance 
bridge, with the stud fastened so that the top of the stud 
is flush with the bridge, is also replaced. Then the dis- 
tance, spring (lower level) to the hairspring hole in the 
stud, is measured (Fig. 74). This distance is the correct 
height of the “Breguet.” 

A small pair of dividers aids greatly in gauging the 
height. The height of the overcoil must not exceed these 
requirements, otherwise the spring, when fitted, may ap- 


pear umbrella-shaped and the lower level of the spring. 


may scrape the balance arms. Generally the height of the 
Breguet has a relationship to the width of the hairspring, 
usually between two and three times the width of the 
spring separates the lower from the upper coils. 

One method of raising the overcoil is to bend the spring 
in a goose-neck or hockey-stick style as shown in Fig. 73. 
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This particular method has certain advantages not en- 
joyed by the “twist” method. In the “hockey-stick” bend, 
the spring is raised in th of a coil, whereas in the 
“twist” method the spring is required to take a half coil 
to achieve its proper height. Thus it cannot be bent in- 
ward for a major portion of the riser, otherwise it may 
scrape the outermost coil it must cross. However, in the 
“hockey-stick” bend it reaches its new level in ‘th of a 
coil and a 1/16th of a coil beyond this it may be bent in- 
ward to assume its new curve or shape. 

There are a number of methods of making this bend. 
The one favored by experienced watchmakers and pro- 
fessional vibrators utilizes a special type of tweezers 
shown in Figures 75 and 76. This tweezer consists of 
the cylindrical button-topped head (A) which fits into 
the thick body of the tweezer. This pin may be pulled out 
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Figs. 75, 76. The overcoil- 
ing tweezer above, with en- 
larged details below. 
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Here’s one item 
of capital equipment 
in your inventory that 
T he WatchMaster prints a pays you dividends : 
record showing the 24-hour and keeps on making 


rate of any watch of any 
beat in any position, tndi- 


cating the cause of any irreg- m O hh “¢ y f O T y O u y S a 5 


nlarities—all in 30 seconds. 


“jim if i% alter year. It’s the 


1/1,000th of 1% 
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S80 FIFTH AVENUE NEW SRA, . Be. ee 


Distributors of Western-Electric Watch-rate Recorders 
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or pushed in to accommodate different thicknesses of hair- The tweezer is then shifted on the spring Ygth of a ¢gij 
springs. The set screw (B) fastens it in place after the from the bend toward the stud. Pressure on the inverted 
adjustment has been made. The other tweezer blade (C) tweezer will will cause a levelling bend of exactly the 
is concave in shape. fitting partially around the pin. When same degree as the first bend, the spring thus becomin 
the pin and the concave blade are pressed against the levelled. This is shown in Fig. 79. . 

edge of the hairspring, it will curve it upwards. The stop Since these tweezers are rather expensive and not many 
screw (D) is adjusted to regulate the angle of the bend, watchmakers possess them, there are other methods en. 
acute or minor. | ployed which require less expensive and less elaborate 
equipment. The elbow or “hockey-stick” bend may he 
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Fig. 77. Adjusting the tweezer for hairspring thickness. 










To use the tweezer, the pin head is brought over the 
spring so that the outer coil rests between the head and 
the tweezer edge as shown in Fig. 77. The pin is pushed 
in so that the spring is barely clamped between the inside 
of the pin head and the tweezer shoulder, leaving only Fig. 79. Leveling off the hairspring after upward 
a minimum of side shake. The set screw is then tightened. bend, tweezer is reversed and applied pressure 
: : causes a leveling bend of same degree as the first. 

The stop screw is adjusted so that only a bend of about 


30° is possible. 


io, 
} | Ulue 


(| Tuell Ti 


= 
a 







i 
— 
H 
| 
“_ ‘* 
= =§ \ 

— NX AN 

‘N . 

%, \ . 


Sea)! = 


made by placing the hairspring on a block of soft wood, 






/ the spot to be bent or raised crossing the grain. A stubby, 
en ; strong and pointed tweezer depresses the spring at the 
the spring at pre-deter- bend spot which causes the sides of the spring adjoining 
mined spot and first bend YW) the tweezer to rise. Some watchmakers prefer to use a 
upwards is made by squeez- \ 


tapered steel pin, slit very shallow at its tip with a very 
fine saw. This fits over the spring and presses it into the 
soft wood. Others use a pair of tweezers with a pin 


ing tweezer blades together. 

















Before attempting to raise the overcoil on a “live” job 
it would be advisable to practice on some old hairsprings. 
To make the first bend, the spring is assembled on the 
balance. A regular bench tweezer then holds the balance 
suspended by the hairspring. This separates the coils 

















a 








Fig. 80. Tweezer with pin in one blade and hole in oppo- 
site can be used to make bends, pressing spring into a 


enough so that the overcoiling tweezer may reach in and block of soft wood. Left, first bend; right, the leveling 

clamp the spring exactly where desired. The tweezer is off bend. 

held so that the pin and head is on top of the spring and | 

the concave blade is below the spring. Pressure upon the driven tight inside one of the points and this pin fitting 

overcoiling tweezer will cause the spring to bend upwards into a hole in its partner blade. This keeps the spring 

as shown in Fig. 78. from slipping up into the tweezer while it presses into the 
To level off the hairspring, the tweezer is reversed with wood. Fig. 80. 

the concave blade on top and the cylindrical pin below. (Please turn to page 274) 
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Telechron is going to provide the spec- showers... if you tie in. Make sure you 
tacle, a thrilling blaze of 4-alarm adver- have plenty of Telechron electric clocks; 
tising during May ... a double spread in feature them in your window and store 
Life ...a page in The Saturday Evening displays and in your own advertising! 
Post .. . and half pages in Ladies’ Home __ Telechron Inc., Ashland, Massachusetts. 
Journal and Country Gentleman. You’re A General Electric Affiliate. 

invited to add the noise . . . a good old __Telechron. . . the first and favorite 

cash register clang. You’ll get more out electric clock... provides right time for 

of this hot advertising idea . . . in gift  ¢cegtional and kitchen clocks, and awakening 
sales for graduations, weddings, and _ devices make profits for you. 





FOR APRIL, 1949 271 











LD WATCH—One of our customers has a watch he 

says has been in his family for at least 100 years, 

and thinks it is yery valuable. It has a steel escape wheel, 

lever, and is engraved M. J. Tobias, Liverpool. Is he 

right about the age and the value of this watch? (Ques- 
tion No. 6119) A. M. K. 


Answer—About the age of the Tobias, Liverpool, 
watch, of which the owner says that it has been in his 
family for over 100 years, this could be quite true be- 
cause from what we know of the history of the Tobias 
firm and its watches, one of them of the design you de- 
scribe would have been made sometime between about 
1840 and 1860. We believe that this watch is one of the 
many thousands Tobias had made in Switzerland for 
export to America, your description indicates features 
not characteristic of any English-made watches. Michael 
Isaac Tobias started business in Liverpool, England, in 
1807. His earliest watches were made in his own shop. 
Next, he added selling watches made for him in the 
Coventry district of England, and later on had large 
numbers of watches made in Switzerland, engraved as it 
made in England, and exported to America and the 
British colonies. The only Tobias watches that collectors 
value at all are his earlier ones, made in his own shop, 
mostly prior to about the year 1820. A clue to where 
this watch of your customer’s was made is in the fact 
that the “I” in Tobias’ name is engraved as “J.” In 
Switzerland, a century ago, it was customary to use J 
for I, in initial or capital letters. 


| armeey MAKING—Is it true that escape wheel pin- 

ions for Gruen watches are made out of long pieces 
of wire drawn in dies in form of pinion-leaves, then cut 
in short pieces and the pivots turned on them? (Ques- 


tion No. 6120) S. P. L. 


Answer—As to how escape wheel pinions in Gruen 
watches are made, we will say that these are cut on a 
special milling machine, out of solid steel rod stock; 
then hardened and tempered, and finally polished to pro- 
duce smooth-acting surfaces on the leaves of the pinion 


272 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 








where the teeth of the fourth wheel act in frictional con- 
tact. The other method that you mention for forming 
pinicn-leaves, by drawing steel wire through a die, is 
used only for manufacturing the cheapest grades of 
watches in Switzerland, and for Swiss pinion blanks sold 
by material dealers for use in repairing watches. Die- 
drawn pinion steel is inferior in internal grain-structure 
to the metal in pinions cut from solid steel stock; also 
inferior in accuracy of form of the profiles of the pinion- 
leaves. 


Pope LACQUER—On a Swiss-made wrist-watch with 
steel case, that was received from importer re- 
cently, the entire back of the case is covered with a 
purple lacquer or varnish. What is this for? Should 
it remain on, when we sell the watch? (Question No. 


6121) T. V. 


Answer—tThe lacquer referred to is to protect the 
finish of the case-back from being scratched in handling 
it, before delivery to the retailer’s customer. It may be 
removed by immersing the case-back in denatured al- 
cohol. 


UPLEX ESCAPEMENT—Who invented the duplex 
escapement and when? Enclosed is a description 
of an English watch with duplex escapement. How old is 
it and what is its value? (Question No. 6122) E. D. T. 


Answer—Concerning the history of the duplex es- 
capement, much has been printed that does not stand 
the test of study from authentic documents. It is im- 
possible to credit the invention definitely to any one man 
but the earliest specimen of it that closely resembles the 
duplex escapement that became standard in design, was 
in a watch made by Pierre LeRoy of Paris, France, about 
1750. The two centuries’ search for an escapement better 
than the verge, prior to the invention of the lever escape- 
ment, led to adoption of the cylinder, an English inven- 
tion, in France, and the duplex, a French invention, in 
England—a curious fact in horological history! The 
watch you describe is evidently one of the better grade 
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GéT MY 
$18 PROFIT PACKAGE 


YOUR COST *30.00 


PACKS MORE PROFITS, MORE SALES 














For limited time. Quantity limited. First come, first served. Package you 
get for $30.00 contains 12 fast-selling nationally advertised Sentinel clocks, 
with display material, illustrated below. Nets you $18.00 profit—fast! 
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Cost fo you’ Sell for 
4 Liberator 8-day Alarms $11.24 $18.00 


4 Prince 1-day Alarms 
(3 plain and 1 radium) 9.38 15.00 


4 Princess 1-day Alarms 
(3 plain and 1 radium) 9.38 15.00 


$30.00 $48.00 
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YOU GET FREE 


(A) Counter Display Piece 
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PRINCESS: Smart, miniature 1-day Alarm, 3%” square. Ivory baked enamel case, brass plated bezel and 
hands, single wind for time and alarm. Retail—1D-0-13 Plain Dial, $3.50.1D-0-15 Radium Dial, $4.50. 


PRINCE: Round, miniature Alarm. Ivory baked enamel case, modern satin brass plated airflow base, 
single wind for time and alarm. Retail — 1D-0-16 Plain Dial, $3.50. 1D-0-17 Radium Dial, $4.50. 


LIBERATOR: The great Sentinel 8-day Alarm. Gleaming ivory baked enamel case, brass plated bezel. 
Very beautiful hands and dial, watch-type escapement, clear bell alarm. Retail—8D-182, $4.50. 
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: To My Sentinel Distributor 

Ship me Profit Packages at $30.00 each } 

4 

THE E. INGRAHAM COMPANY Name 
Bristol, Connecticut 
Established 1831 Address \ 

In Canada—Toronto 14, Ontario , ” i 
Prices plus taxes, subject to change— City State 
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slightly higher in Canada 
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with duplex escapement, as it has a jeweled locking. The 
age of this watch might be told if you would send us 
the maker’s name, or sealing wax impressions of any 
marks found stamped inside the case. Any value that 
it may have would depend upon what this would indicate. 


. yong! HAND STOPPING—Our watch repair man 
has lots of trouble with sweep second hand watches 
stopping, and he thinks maybe you could supply some 
book that would inform him how to avoid this. Can you 
advise? (Question No. 6123) I. G. 


A nswer—the trouble mentioned could be due to con- 
tact of the sweep-second hand with the dial, or with the 
underside of the crystal, on the minute hand, as the 
sweep-hand travels around. It is hard to detect this by 
simply looking through the watch crystal. Inspection 
should be made first without putting the bezel and crystal 
on the case. In this condition, press the sweep-hand on 
its arbor gradually, until it clears the minute-hand in all 
positions around the dial, but without any more than 
just safe clearance. See also that the point of the hand 
is not bent down enough to touch the dial. Check this 
all the way around, then put on the bezel with crystal 
and note whether the hand moves around the entire circle 
without the slightest dragging motion. If it shows any 
lack of “snap” and freedom in its motion, as the watch 
runs, or if the watch stops, remove the crystal and apply 
a film of oil to the hand near the tip. Replace the 
crystal and let the watch run a while. Then examine the 
underside of crystal. If poor motion is due to hand 
rubbing, you will see a trace of oil on the crystal and 
this should be exchanged for one that is “higher,” with 
more vertical space under it for the hands. If no oil is 
found on the crystal, then the trouble is somewhere in the 
mechanism of the movement. Of course, no general ad- 
vice can be given on this; one of a hundred possible 
faults or combinations of faults might be present. If 
you would write us specifically about “symptoms” or 
conditions in any particular jobs, we may be able to 
advise on them, but you would have to give us details 
very fully. There are many forms of construction in 
such watches. 


ATCHMAKER WORTH—What are the advantages 

and disadvantages of being a watchmaker? What 
are the working conditions, as to safety and health? 
What have watchmakers contributed to the world? (Ques- 
tion No. 6124) W. M. A. 


Answer—Your questions about the vocation of the 
watchmaker suggests that perhaps you are writing an 
essay on this subject, probably as a school project. In- 
formation on one of your questions: “What have watch- 
makers contributed to the world?” is quite definitely 
given in the pamphlet, “The Vocational Importance of 
the Watchmaker,” a copy of which we have mailed to 
you. The other aspects of your subject are dealt with 
in two books which it is quite likely you may find in the 
library of your local high school, or in a public library: 
(1) “Watchmaking and Watch Repairing,” Common- 
wealth Vocational Guidance Monographs, Series A., by 
Anne S. Davis; and (2) “Wishbones or Backbones?— 
Careers for Ambitious Boys,” by b. D. Wilhelmus, Pub. 
(1936) by Reilly & Lee, Chicago. 
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ATHE PARTS—My watchmaker’s lathe is maybe 59 

years old, stamped “Lancaster Special” but no mak. 

ers address. I want to buy additional chucks for it. Cay 

you tell me who makes them and where? (Question No, 
6125) T. D. 


Answer—tThis “Lancaster Special” lathe, we believe, 
was made as a special item for sale by L. C. Reisner and 
Co., Lancaster, Pennsylvania, a firm that has been oy 
of business for the past 40 years. The manufacturer of 
the lathe was E. Rivett Co., Brighton, Boston, Mass, 
About 35 years ago, the Rivett watchmaker’s lathe bysj. 
ness was absorbed by the present firm of F. W. Derby. 
shire, Inc., of Waltham, Mass. 

It is possible that the Derbyshire Company may be 
able to furnish chucks and parts for your lathe. We 
believe, however, that the latter firm prefers not to gel] 
directly to consumers, so it might be well if you would 
send a sample of your chucks to your regular watch. 
maker’s supply house and have them order what you 
wish from the manufacturer named; or your dealer may 
have some chucks and attachments of the same model, 
but of some other trade name, that would fit your lathe, 


— BATTERY—What voltage of battery should 
be used in replacement in a clock marked “Tiffany 
Never-wind,” and “Pat. Mar. 8, 1904”? (Question No, 
6126) S. M. L. 


Answer—tThe clock referred to has been obsolete or 
out of market for many years. We have no data on the 
variety of models the manufacturer produced during the 
time the company was in existence, but at that time, as 
well as today, nearly all dry-cell batteries were made to 
deliver current at from 1.4 to 1.6 volts; an average of 
114 volts. We have no doubt that this voltage would 
be found correct for a battery for the clock you have 
in your shop for repairs. It is very unlikely that the 
manufacturer would have designed a clock for marketing 
that would require a specially-made battery to drive it. 


— PARTS—Where can we obtain repair parts 
for cuckoo clocks? During the war years, these 
couldn’t be had; maybe they are available now, but 
where? (Question No. 6127) M. G. 


Answer—lIf your regular material house cannot sup- 
ply cuckoo clock material yet, we suggest that you write 
to Charles Alter, 2345 Coney Island Avenue, Brooklyn, 
New York. This firm is advertising a new cuckoo clock 
material price list. 





Breguet Hairspring 
(From page 270) 


The bend may be accurately made in this manner by 
pressing the spring with short light thrusts, bringing up 
the bend by gradual degrees, thus controlling the angle 
of the bend. 

Placing the spring upside down on the block of wood 
and repeating this process at a point 1th of a coil away 
will level the spring. Extreme caution must be observed 


that the second bend is not overdone. 
(To be continued) 
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WESTCLOX ANNOUNCES 


two startlingly new Electric Clocks 
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ELECTRIC SWITCH CLOCK 





the clock that calls you two ways ... the clock with a “brain”! 
FIRST HE WINKS... a blinking light that calls you The new Electric Switch Clock is 


silently. Point out to your custom- ee oe ; 

aremarkable servant that performs 
ers that here is an alarm made to 
' ; , many tasks in homes and stores— 
call you in the morning without 





disturbing others. automatically turns appliances on 
“Want a light to greet 





and off, even when the owner is ee ee 
THE E RINGS... if you ignore the light, and don’t es a ; 
HEN H G si _— away. You simply plug the electri- 
| ~ . -\ a. shut it off, Moonbeam gives out 
or cal appliance you’re using into 
, ee ee ae with a cheerful-sounding alarm 
ind well Y r — Ie 
oe , i / : Ais : ‘. “Tet Switch Clock make 
Ay Try it—and see! tails for $12.50 plus tax. ae. * 
——__— / you get up!”’ 





Moonbeam’s a beauty, too! 
Handsome to display, with its 


graceful design executed in white 





“Wake up to music—win 


plastic with gold color base. Be 
radio plus Switch Clock!”’ 





among the first to offer Moon- 
beam, the combination of a 









brand new, grand new idea in : MADE BY THE MAKERS ‘OF BIG BEN Wel 
clocks with traditional Westclox Fodludl of GENERAL TIME ecfiwwccal tye -—=—— 





quality. Retails for $9.95 plus tax. 






| | Sa BE : Sos s “Switch Clock turns your 
Roshni ARS ERR ERD ESR ne roaster on and off!” 


WESTCLOX, LA SALLE-PERU, ILLINOIS; IN CANADA, WESTERN CLOCK CO LTD., PETERBOROUGH, ONT, 
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“Operator 25" 
Keepsake Service 


The Western Union “Operator 25” Ser- 
vice to localize national advertising has 
proved “outstandingly successful” for Keep- 
sake Diamond Rings, according to a re- 
cent report made by A. W. Doolittle, Di- 
rector of Advertising for Keepsake 
Diamond Rings, made by the A. H. Pond 
Co., Syracuse, N. Y. The occasion was the 
recent meeting in New York of the Dis- 
tribution Council of National Advertisers, 
attended by more than 80 advertisers and 
agency representatives. 








Your ® 
HATIOWAL 
ADVERTISING. © 





The Western Union “Operator 25” dealer 
information plan was put into service for 
national advertisers only last year. This 
plan now makes it possible for readers of 
national advertising in more than 20,000 
places throughout the country to secure 
names and addresses of local dealers of 
Keepsake Diamond Rings by calling West- 
ern Union and asking for Operator 25. 


Unique Display Unit 
Introduced by Rolfs 


“Transplastic Merchandisers” are cur- 
rently being introduced to the trade by 
Rolfs, division of The Amity Leather Prod- 
ucts Co. of West Bend, Wis. 





Shown above is one of the Transplastic 
units, which say Rolfs, “are the cumulative 
result of thorough research, testing and 
counseling with top buyers, merchandise 
managers and store owners all over the 
nation. 
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Oneida Tarnish-Preventing 
Chest 


All Community Chest Linings are now 
Kenized, a new treatment which prevents 
tarnish. This new devolpment of Oneida 
Ltd. laboratories, says the company, ab- 
sorbs tarnishing elements from the air, will 
not injure silver in any way, does not affect 
display value of chest, and linings are also 
fade proof. 

Community chests also retain all the pre- 
vious anti-tarnish features for which they 
have been famous. Any tarnishing element 
in the air inside the chest itself will be 
absorbed by the specially treated lining. 


New Cyma Clock 
Display Cards 


The Cyma Watch Co. is offering four 
attractive, easel-back display cards, 8 x 10 
inches, keyed to all-year-round gift sea- 
sons and buying occasions for use both in 
windows and on counters. 


aa 


BIRTHDAY OR ANNIVERSARY? give 


the Gift Clocle 


a) 


it's so lovely 
ord the bell-tone aia:m 


makes it so practi¢a?. teo? 





Pictured is the Birthday-Anniversary 
card—which, along with the one on Travel 
—has already reached Cyma dealers. The 
other two (featuring Weddings and Grad- 
uations) are being shipped this month. 

These mat ads are part of Cyma Watch 
Company's 1949 spring mat service. Among 
the 30 ads is one featuring the new 
Cyma-Tavannes wrist and pocket watches 
in Braille. This mat service covers both 
Cyma-Tavannes watches and Cyma, the 
gift clock. 


Offers Photos-On-Gold 


Photos-on-Gold, Inc., has developed a 
new improved photo process for gold book 
lockets and jewelry, as well as flat metal 
discs. Available in black and white or 
color, it has been proved as a_ business 
stimulant. 

Copies are made from the customers’ 
photo prints or negatives. Complete infor- 
mation will be furnished by Photos-On- 
Gold, Inc., at 62 West 47th St., New York 
City. 














Mautner Swivel Top 
“Chromelite" Lamp 


Designed entirely in gleaming chrome 
the “Chromelite,” an exclusive Mautner 
item, features a swivel top that Swings in 
any direction. The movable arm tums 
from side to side, shows off jewelry to it 
best advantage, and brings out the true 
color of stones. Twenty-one and a half 
inches high with an eight-inch base spread 





and a ten-inch diameter shade, it is dur- 
ably constructed. For further details, write 
to The Mautner Co., Inc., 20 West 47th 
St., New York 19, N. Y. 


Landers, Frary 
& Clark 
Appoints 


Robert M. Oliver 
General Merchandise 
Manager of 
Traffic Appliance 
Division 


The appointment of Robert M. Oliver to 
the newly created position of General Mer- 
chandise Manager of the Traffic Appliance 
Division of Landers, Frary & Clark, was 
announced today by Bret C. Neece, Vice 
President of the company. 

Mr. Oliver, formerly was Vice President 
in Charge of Sales of the Proctor Electric 
Co. and is widely known in electrical ap- 
pliance marketing circles. Prior to his 
Proctor connections, he was engaged in 
sales promotional activities in Westing- 
house. 


Bass-Luckoff Appointed 


Bass-Luckoff of Hollywood has been ap- 
pointed by Southeastern Metals Corpora- 
tion of Decatur, Ala., to handle advertising 
and promotion on special campaigns for 
new merchandise items. 
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Newest way to add sparkle to your merchandise 


Embedded in the ceiling of this beautiful new shop, powerful 
individual incandescent spot-lights bring out the full brilliance 
of the merchandise displayed in the rich English harewood 
cases. It’s the perfect setting for diamonds and silver! 
Complete store modernization may not be practical for 


you at this time . . . but you can profitably take your first 
step toward modernization right now by installing the most 
modern mechanized method of cash-control and record- 
keeping . . . because a modern system pays for itself with the 
money it saves and the money-making information it gives. 


MODERN MECHANIZED METHODS ean more profit in jew- 
elry store operation. They. provide a complete, printed record 
of every transaction, show sales by departments and sales- 
people, and make possible faster and better service that builds 
good will and increases sales. Your National representative will 
show you the modern National mechanized system exactly 
suited to your needs. Call him today, or write to: 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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Holmes & Edwards 
Accessory Pieces 


Three major table accessories—cold meat 
forks, large serving spoons and _ gravy 
ladles in Holmes & Edwards silverplate 
are now back on dealers’ shelves, in each 
of the three widely popular Holmes & 
Edwards patterns for the first time since 
early 1942. 





Illustrated are, top to bottom, “Youth,” 
the gravy ladle in “Danish Princess,” and 
“Lovely Lady.” 

Each of these newly-available pieces is 
priced the same in each pattern—$2.50 
retail, no excise tax. 


ee 


"Ring of the Month" Aids 


A new merchandising aid called Ring of 
the Month is now being used by L. Udko 
& Son, 220 W. 5th St., Los Angeles, Calif., 
Calif., to promote the sale of their dia- 
mond rings. 

Each month a different ring design is 
selected and reproduced photographically 
with style number for convenient buying 
reference on a standard size postcard and 
enclosed with the monthly statement to 
their customers. 


Frank Smith Silver 
Hostess Set 


Increased sterling flatware sales and 
more adequate silver service for consumers 
is the aim of “The Modern Hostess Set,” 
developed by the Frank Smith Silver Co., 


Gardner. Mass. 





Breakfast jor4 


8 Tease” ome 
12 Dessert Spoous 
Luncheon for 4 
12 Luacheoa Forks > - 
serves Dinner for 4 
8 Luncheon Kai es —- 
Tea for 58 





Breakfast for 4 aut 
Luncheon for 4 uffet for 8 


thaner for 4 
Tea for 8 
\A, Buffet for 8 
pre ‘ 


Designed to serve a breakfast, luncheon 
or dinner for four, or a buffet or tea for 
eight, the set consists of the 46-pieces 
shown above. 

Hoping that the Modern Hostess idea 
will be a partner to the place setting plan. 
and in many cases replace it, the Frank 
Smith. Silver Co. makes the set available 
in all patterns; plans to advertise it ex- 
tensively in the trade press and in the 
leading women’s fashion magazines. 

A booklet explains the theory of the 
Modern Hostess set, ways to use it, and 
the best method of adding to it. 


4 Butter Spreaders 


I Steak Set 
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Ann Jeffreys in Welsbro Ad 
Campaign 


Weissman Watch Corporation, manufac- 
turers of Welsbro watches, has initiated its 
1949 advertising featuring popular Ann 
Jeffreys, famous Hollywood and Broadway 
star. This consumer program schedules 
magazines with over six million readers. 

Irving Weissman, Vice President of 
Weissman Watch Corporation, says the 
impetus of this new campaign has already 
been felt by retail jewelers in the form 
of increased consumer activity. 

A number of orders have been sent di- 
rectly to the manufacturer by consumers. 
These direct orders were turned over to 
the local jewelers. Bliss & Marces, Inc., 
advertising agency, is coordinating the 
consumer program. 


= 


New Profit Package and Display 


An attractive but simple display and 
special “Profit Package” are offered by 
The E. Ingraham Co. of Bristol, Conn., 
to increase retail sales on the Sentinel 
8-day and 1-day alarm clocks. 





The “Profit Package” contains 12 Sen- 
tinel alarm clocks at a cost to the re- 
tailer of $30, and selling at $48, resulting 
in a profit of $18. It contains four Lib- 
erator 8-day alarms; four Prince 1-day 
alarms (three plain and one radium); 
four Princess 1-day alarms 
and one radium). 

The dealer gets free counter display 
piece, individual clock display cards, col- 
orful picture consumer folders on _ the 
entire line of Sentinel clocks and watches, 
and trademark display card. 


————__. 


New Midget Cameras 


The Ocean Photo Supply Co., 11 W. 
20th St., New York, is now distributing 
to the jewelry trade two midget cameras. 
The “Mighty,” an imported precision 
midget, is the lowest price camera of its 
type on the market. It retails at $8.95 
(including Federal tax), and is supplied 
complete with a genuine leather case. Fea- 
tures are: £:4.5 lens, eye level and waist 
level finders, and a self-cocking shutter. 

Also available for immediate delivery is 
the already popular Mycro. Retailing at 
$12.50 (including Federal tax), this pre- 
cision midget camera features a f:4.5 lens, 
a shutter with speeds up to 1/100 sec. 
and bulb, and-a genuine leather case. 
Film for both cameras are available in 
10 exposure rolls as follows: American 
(well-known brand), list 30 cents, and 
imported film, list 20 cents, discount on 
film, 40 per cent. Camera discounts are: 
1-23, 40 per cent; 24-71, 40 and 5 per 
cent; 72 or more, 50 per cent. 





(three plain 











A.S.R. Lighters Publicized 
Through Show Business 


ASR. lighters, “The Lighter That 
Lights,” both pocket and Classic table 


models, are now being featured in several 
Broadway productions. Photo shows Toh; 
Garfield, star in “The Big Knife” at the 
National Theatre, New York, lightine 
Leona Powers’ cigarette with an ASR 
lighter. sie 





ead 


The lighter is also used exclusively in 
the new Melvyn Douglas starring vehicle, 
“Two Blind Mice,” at the Cort Theatre; 
by Bobby Clark in Mike Todd’s “As The 
Girls Go” at the Winter Garden, and in 
Moss Hart’s “Light Up The Sky” at the 
Royale. Program credits are given in all 
above. 

A.S.R. lighters are now being used tele- 
vision-wise on several topflight programs 
on WNBT, WABD and WPIX in New 
York, and over the new coaxial cable net- 
work to the Midwest. 


"Silver Parade” Piece 
By Coronet Displays 


Coronet Displays, 104 Fifth Ave., New 
York City, have created a special display 
for the Silver Parade. It is one of several 
now being offered for Mother’s and 
Father’s Day in conjunction with their 
syndicate monthly jewelry services. 





Above three-dimensional piece is silk 
screened in six colors, 16 x 22 inches and 


priced at $4.95. 


Flex-Let Mother's Day 
Campaign 


The present high rate of sales of “Slen- 
derette,” the new Flex-Let lady’s expan- 
sion band, has encouraged the makers of 
Flex-Let watch attachments to launch its 
ereatest Mother’s Day promotion. 

A powerful ad is scheduled for Life 
magazine. Colorful displays, newspaper 
mats and other merchandising aids are 
planned to aid retailers to tie-in. Five 
lady’s bands are featured in the campaign. 
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@ Merchants from coast to coast have prov- you for arranging payments to suit your 
ed that the store that is “tailored” with Pitts- convenience. 
burgh Products is the store that is always Right now, though, why not send for a free 
well-dressed. And where a thorough remod- copy of our store modernization book, “Mod- 
eling job has been done (not a half-way ern Ways for Modern Days”? It contains a 
measure! ) both inside and out—they have wealth of material, including illustrations 
been rewarded with the immediate attrac- and descriptions of remodeled stores, pro- 
tion of more customers, and their sales and jected designs by some of .the world’s fore- 
profits have increased. Equally important, most architects ...with many other valuable 
these merchants have found that this has features of interest to retailers. Simply fill 
been a sound investment in the future of in and return the coupon below and your 
their businesses—not an expense. copy will be sent immediately. 

These same rewards can come to you. And 
now isthe time for you to give serious thought pe eee 7 
to the remodeling of your jewelry store with | -Pittchenwh Plate Gines Commans 
Pittsburgh Glass and Pittco Store Front | 2133-9 Grant Building, Pittsburgh 19, Pa. 
Metal. | Without obligation on my part, please send me a 


Ask vour architect for his ideas on the best FREE copy of your book on store modernization. 


possible application of Pittsburgh Products eae ee 

to your particular needs. He knows all about 7 ne eT a ee 
these materials and will see to it that you get | 

a design that is well-planned and economical. BRNO nocncniincomnintaaresniioniipntindin in scimasbohitgn 
Both of you can count on our fullest cooper- 

ation. And should you prefer it, the Pitts- j City------.------- -- State__- ~------ 


burgh Time Payment Plan is available to sceunietiaipeneiesiisineatie sein ities - <eippetabinaiacateitagemcaiaiialbals 
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A REAL INVESTMENTrin the future of your business 
—that is what remodeling your store with Pitts- 
burgh Products will mean to you. Here is an ex- 
cellent example of the modernization of a jewelry 
store in Champaign, Ill., with Pittsburgh Products. 
An open-vision design has been utilized which 
makes the entire store interior an eye-catching, 
sales-producing display. Plan now to do an ad- 
equate modernization job on your store. It’s the 
proven way to greater success. 


“PITTSBURGH” (— Lie (ont, amd Mrilriors- 


PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 
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G 
PITTSBURGH PLATE GLASS COMPAN Y 
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Universal Coffeematic 
Million Dollar Party 


Heralded as the greatest opportunity 
ever presented to retailers in small ap- 
pliance history, Universal recently an- 
nounced its Coffeematic’s Million Dollar 
Party—a campaign designed to make Cof- 
feematic the most talked about coffee- 
maker in the country. 


B. C. Neece, Vice President and Gen- 
eral Sales Manager, said: “This campaign, 
launched by Universal at a time when 
competitive selling is the keynote of the 
day, is typical of the point-of-sale support 
that Universal is giving its retailers.” 


Background for Coffeematic’s “Million 
Dollar Party” promotion for this already 
famous metal coffeemaker will be devel- 
oped through over 50 insertions of full 
and half page four-color and black-and- 
white advertisements in 1] leading national 
magazines, including Life, Ladies’ Home 
Journal, McCall’s, Good Housekeeping, 
Redbook, Farm Journal, Sunset and other 
magazines — supplementing this, national 
radio network audience participation shows 
will feature Universal Coffeematic to an 
audience of over 100 million listeners 
weekly—to carry this terrific impact to the 
point-of-sale Universal will use Nancy 
Sasser’s Buy-Lines column in 63 major 
markets, week after week, to reach the 
housewives of America—and two great 
newspaper campaigns using large size ad- 
vertisements, spring and fall, covering 150 
major market areas will be used. The 
Coffeematic campaign will feature the new 
Coffeematic with a full 8-cup capacity. 





Shown above are B. C. Neece (left) 
Universal’s Vice President and General 
Sales Manager, and S. G. Fisher, Sales 
Manager of Traffic Appliances, discussing 
the Coffeematic “Million Dollar Party,” 
preceding the whirlwind tour of meetings 
across country to bring the campaign to 
the attention of the trade. 


40,000 Request 
Air Express Map 


A newly-designed map of the _ nation- 
wide domestic air express system of the 
United States—the Air Express Service 
Map—is being distributed to shippers by 
the Air Express Division of Railway Ex- 
press Agency. More than 40,000 individual 
requests for the four-color map were re- 
ceived in advance of printing. The map 
measures 22 x 21 inches and can be used 
as a wall or desk-top piece. It shows 
87,000 route miles and connections of the 
scheduled, certificated airlines, including 
points in Canada, Newfoundland, Cuba 
and Alaska. A supplementary panel at the 
bottom of the map lists, alphabetically by 
states, the more than 1200 points that re- 
ceive direct air express service. 
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Circlettes Featured 
on “Tell Your Neighbor" 


Another giveaway program has_ been 
added to the coast-to-coast headlines fea- 
turing Jacques Kreisler Circlette ladies’ 
watch bracelets. The Mutual network 
show, “Tell Your Neighbor,” is heard over 
300 stations, five days a week. 

This latest addition to Kreisler’s com- 
plete giveaway coverage, joins television 
and day and evening network radio shows 
featuring Jacques Kreisler Circlettes, watch 
bands and accessory sets. 


Zippo Award At Kennel Show 


A Zippo table lighter with specially 
engraved head of a Great Dane was re- 
cently awarded as a prize at the West- 
minster Kennel Club’s 73rd Annual Dog 
Show, Madison Square Garden, New York 
City. Mrs. Jane W. Hall, donor of the 
lighter, presented it to William J. Gilbert 
of Stirling, N. J. 


Heads Sales 
at 
Feature Ring 


Alfred S. Jaffe 
Sales Manager 
Feature Ring Co. 





Henry Peterson, President of the Fea- 
ture Ring Co., announces the appointment 
of Alfred S. Jaffee, as Sales Manager. 

For a period of years, Mr. Jaffee has 
been associated with the Feature Ring Co.. 
126 West 46th St., New York City, as their 
Midwest representative, contacting Feature 
Ring distributors in that territory. In ad- 
dition to his new duties as Sales Manager, 
Mr. Jaffee will also supervise all advertis- 
ing activity and sales promotional work. 








Pattern Inspires Artist 


The International Silver Company’s ne 
sterling pattern, “Queen’s Lace,” inenles 
Raymond Barbas, director of the famous 
Jean Patou organization of Paris, to cre 
ate the Jace-featured dinner gown being 
modeled below states company officials 





Above, Mr. Barbas is shown holding a 
photograph of International’s “Queen’s 
Lace” sterling. 


“Ethical” Handles 
"Alma™ Repair Accounts 


Samuel R. Zickerman, well-known Cer. 
tified Gemologist, has just announced that 
his company, the Ethical Trade Repairing 
Service, of 62-12 Woodside Ave., Long 
Island City, N. Y., has taken over the Alma 
Service Co., and services the accounts for- 
merly handled by that company. 

Ethical offers a highly diversified, qual- 
ity repair service. All departments are 
under one roof to facilitate speed and 
service. 

Ethical is a recommended Super Ser- 
vice Station for Parker, Sheaffer, Water- 
man and Eversharp pens and pencils. All 
of these repairs are returned in one week 
at factory prices and factory discounts. 

All merchandise is insured while in 
Ethical’s hands or in transit. Zickerman 
will submit further details on any size 
repair, from $1.00 costume jewelery to a 
$25,000 necklace. 





Hamilton Men Hear of Company's New Sales Plans 





Sales plans to meet the keener compe- 
tition of the present buyers’ market were 
outlined at the annual meeting of the 
Hamilton Watch Co. sales organization re- 
cently. Hamilton district managers and 
field men, shown above, at the entrance 
to the company office building, partici- 





pated in the 4-day conference at Lancaster, 
Pa. 

During their stay in Lancaster, the field 
men toured various departments in_ the 
factory to see the progress made in Ham- 
ilton’s modernization program and changes 
in production methods since last year. 
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KNOW YOUR VIBRATOR ° MAIL DIRECT 


Flat $1.75 
Breguet $2.50 





Fitted to 
bridge . . No 
leveling neces- 
sary. 





Heavy mailing 


envelopes and 
containers sent 
on request. 





Jobbers in- 


SAME DAY SERVICE 





Swiss & 
American 








Send 
balance bridge, 
balance wheel, 
stud and col- 
let. 
sontl. OUR 
UNCONDITIONAL 

GUARANTEE: 
NEW spring FREE 
if you spoil the 
one we previously 
supplied! 





FREE SERVICES © RES RECOLLET 


R TESTIMONIALS FROM 
RVICE 





OTHE 
HESE AND MANY 

. SATISFIED CUSTOMERS PROVE OUR SE | 
utting a new collet on that Hamilton. 


Thanks a lot oo P neone do « FREE job, so FAST + — 


sery often does sor . 
Not hing My Kraut, Doylestown, Pa. did perfectly 
ROGER \. ‘ou to produce and you did... to find 
‘eT put it up to y completely amazed ~ 


centered and — seconds DU, plus 30 seconds PD, 


it in perfect beat, 1 ‘new, Cleveland, Ohio. 

PU sieeight sttees. a Mg Po and expert workman- 
oy appreciate 3 GENJIAN, Denver, Ce. > when 
— : inl appreciate the favor you did for ollet and 
“I certain A 12 size Elgin balance for a i ‘ ur usual 
L asst od the same at NO CHARGE! ... = oe 

you fitte proved ied 4 Korcuei, Westfield, neat t*.J, BP. 
‘"The machine says it’s perfect, and in beat. 
CavaNnaGH, Brighton, Mass. 

































HAIRSPRING VIBRATING CO. 


CHARLES THOMAS 
P. O. Box 330 406 32nd St. Union City, N. J. 


(Formerly in charge of Hairspring Dept. fer Bulova Watch Co.) 




















New Customers..NewSales..NewProfjts 


(C&G Dual Ring Clasp 


is the only clasp on the 
market that will clamp 
two rings firmly together. 
Has tested and proven it- 
self over a period of years 


@ Easily Applied 


@ Prevents Rings 
turning 








@ Prevents wear be- 
tween Rings 
will not change 
finger size 


The C&G Dual Ring Clasps Are Sold By All 
Leading Material Houses 
GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufactured By 


CAMPANA & GOETZ 
704 Market St. San Francisco 2, Cal. 
Wholesale Distributors 
M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7,N. Y. 
F. H. NOBLE & CO., 559 w. 59th St., Chicago, III. 
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The truth: 


| GOOD THINGS COME 
jm, IN SMALL PACKAGES 








The proof: 


GILBERT’S “Four Star” DEAL 


12 GREAT CLOCKS 


(two with luminous dials) 


including 


3 FAST SELLING STYLES 


1 COMPACT PACKAGE 
(weight 15 pounds) 
brings 


40% PROFIT 


+ + + 


Guaranteed 40-Hour movements 
with alarm... 


Low investment .. . easy to buy, 
easy to stock, easy to display, 
easy to Sell! 


Ask Your Wholesaler 
or write us. mentioning his name> 





ee 





THE WiLtiAM L. Gitpert Clock Corp. 


Clock makers to the nation since 1807 


WINSTED, CONN. 
LACONIA, N. H. 


551 Fith Avenue — New York 
141 W. Jackson Blvd. — Chicago 
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Dean of Longines 
Sales Force Feted 


Executives, sales force, and employees 
of the Longines-Wittnauer Watch Co. of 
the United States and Canada, gathered at 
the Park Lane Hotel, in New York, at 
the company’s 83rd annual black-tie din- 
ner. Due honors were paid to Fred Wilkin- 
son, dean of the Longines-Wittnauer sales 
force, who celebrated his 50th year with 
the organization. A _ special commercial 
on the Wittnauer Festival of Song Pro- 
gram was also devoted to this occasion. 





Left above, Mr. Wilkinson is being con- 
gratulated by John P. V. Heinmuller, 
President of the Longines-Wittnauer Watch 
Co. The occasion also marked the triple 
launching in a new advertising and sales 
program; the Longines Symphonette, cele- 
brating its eighth year in radio, now on 
CBS network, Sundays 2:00 PM. Spot 
broadcasts are also carried in major cities. 
The Wittnauer Festival of Song is another 
CBS network program on Sundays at 5:00. 
Both programs are on a 52-week basis. 

The object of the third launching was 
the announcement that its’ subsidiary, 
Vacheron and Constantin-Le Coultre 
Watches, Inc., has been set up as a sepa- 
rate organization with its own sales force. 
The few offices of Vacheron and Constan- 
tin-Le Coultre Watches, Inc., are located at 
580 Fifth Ave., New York. 


Gruen Donates 
Elaborate Board 


The most modern and complete elec- 
trical timing device ever created was re- 
cently constructed by IBM Corp. for Gruen 
Watch Co. who donated it for use in the 
new three-million-dollar, 15-000-seat Cin- 
einnati Garden in Cincinnati, Ohio. Its 


cost assembled in the Garden was $30,000. 





MHL Lia bs) (xe) 
& 
A 2pperion}s 4 


The timing device is four-sided, weighs 
two and one-half tons and has 2200 light 
bulbs of six and 24 watts. 

The timer contains 100 miles of wire, 
350 electrical relays and 65.000 electrical 
connections. 
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Niash Issues New Catalog 


Niash Refining Co., Inc., of 116 Nassau 
St., New York City, has just issued their 
new edition of the Niash catalog. A clear 
and easily read manual, especially writ- 
ten to give worthwhile information to the 
jeweler and to help him with his daily 
manufacturing problems, e.g., the formula 
for raising and lowering the karat of gold, 
information on the handling of white gold; 
pointers on casting and soldering, as well 
as a line of Niash findings complete with 
prices. Price $1.00. Free to manufacturing 
jewelers and allied tradesmen. 


Telechron Cleans 
Out Old Clocks 


Telechron, Inc., is launching a hard hit- 
ting drive for clock sales. Any old clock 
may be turned in for a dollar credit 
against a new Telalarm. Distributors and 
dealers will make their full profit on every 
Telalarm sold this way. 

The Telalarm is one of the smart stand- 
ard numbers in the current Telechron line. 
Over half a million have been sold at 
$6.95 plus tax. At the Trading Posts the 
retailers are now setting up, the Telalarm 
will be sold for $5.95 plus tax and any 
cranky chronometer the customer chooses 
to contribute. 


TELECHRON 
SADine POST 


TELECHRON 





Display material is going out now to 
dealers. A three-color streamer identifies 
the store as a Telechron Trading Post, 
and a counter card that holds a Telalarm 
makes the turn-in offer. Sales begin as 
soon as the dealer receives the display 
material and a supply of Telalarms. The 
promotion will be climaxed all over the 
country by 1000-line newspaper advertise- 
ments under the slogan, “Trade in Your 


Old Timer!” 


Precious Metal Tone 
Is New Styles For Men 


Medieval knights dressed in metal armor. 
This coming May, moderr men will “make 
conquests” dressed in shirts, ties and other 
accessories, including jewelry, all in a new 
metallic hue called “palladium-tone,” 400 
members of the New Jersey Men’s Apparel 
Club were told recently at their annual 
luncheon at the Robert Treat Hotel, in 
Newark, N. J. 

Edward Berger, of the Hickok Mfg. Co., 
and club president, who presided at the 
luncheon, said the first palladium-tone 
ensemble, including jewelry, would be 
worn by Phil Rizzuto, shortstop of the 
Yankees. 

Making the first announcement of this 
“new high style note in the bold look for 
men this spring,” G. T. Sweetser, publisher 
of Esquire, the magazine for men, declared 
the new “brilliant frosty blue-gray shade,” 
the first new men’s color since the war, 
had been~named in honor of precious 
jewelry palladium. 





Elgin Outlines 
Spring Advertising 


An intensive and far-reaching spring ad 
vertising campaign will be launched by 
the Elgin National Watch Co. durin th 
latter part of March, it has beat al 
nounced by Gordon Howard, advertising 
manager. “a 

Breaking in the March 28th issue of Lif 
the series calls for color and black ee 
white advertisements in The Saturday Eve 
ning Post, Look, Farm Journal, National 
Geographic, and Colliers. Color advertise. 
ments will appear in Esquire, Seventeen 
The American Weekly, and the magazine 
section of the New York Times. In addj. 
lion, advertising will appear in 69 leadin 
college and university newspapers throuall 
out the country. : 

Howard also revealed that Elgin, in an- 
other integral part of its spring advertis. 
ing and promotion plans, will shortly fur. 
nish dealers with a complete sales-aiq 
portfolio containing a wide variety of yal. 
uable advertising material for local use. 


es - eee 


Tory Desk Accessories 


A new line of genuine leather desk ag. 
cessories has been released by Tory Man. 
ufacturing Co., Inc., manufacturers and 
designers of genuine and simulated leather 
jewel boxes. The oval waste basket, richly 
lined with moire, the desk basket and desk 
pad, covered with genuine leather, are 
tooled in 24-karat gold. 

Available colors include green, maroon, 
brown, red, ivory, medium blue, baby blue, 
rose and navy. Priced at approximately 
$1.95 each for desk pad and basket and 
$3.95 for waste basket retail, these items 
are sold as sets or separately. 


Handi-Melt 
Elec. Furnace 


The Jelrus “Handvy-Melt” portable elec- 
tric furnace, says the Jelrus Co., 136 West 
52nd St., New York, provides for the first 
time a relatively inexpensive apparatus for 
controlled electrical melting of non-ferrous 
metals. An exclusive feature is the prac- 
ticability of lifting the entire furnace by 
hand, and the user’s ability to pour at the 
moment the pyrometer indicates the proper 
temperature. 


-_-—— 








The weight of the pouring furnace is 
only five pounds. It operates on 110 volts 
either AC or DC and has a temperature 
range up to 2000 degres Fahrenheit. Liter- 
ature is available. 


Watchmakers of Switzerland 
Advertising Continues 


The Watchmakers of Switzerland will 
continue their national advertising cal 
paign during the coming year, employing 
consumer and trade magazines, point-ol- 
sale aids, and an expanded merchandising 
program. 
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FSEMBL-O-GRAF procedure 
makes chronograph repair PROFITABLE 


There is no guesswork in servicing chronographs and 
other complicated watches when you use the new 


Esembl-O-Graf method. Complete, direct procedure for 


-<a-cembly and assembly covers more than 100 
sacra Me known chronographs. All the details of 
fitting, lapping, oiling and screw sizes, and threads 
are there, each step fully illustrated and explained 
on a separate page of the Esembl-O-Graf. Each part 


‘s shown both by photograph and by isometric drawing. 


The Esembl-O-Graf is mot a text book. It is a 
streamlined, standardized guide that will enable you 
to take a chronograph apart, clean it thoroughly, 

and readjust it in less than two hours! 


Classes in chronograph repair at Western Pennsylvania 


Horological Institute are now learning the profitable 
way to service chronographs by actual practice 

under close supervision. Upon completion of the 
course, the watchmaker keeps his bound 23-volume 
Esembl-O-Graf set as a permanent reference. 

The first and only veteran approved, fully-illustrated 
chronograph-complicated watch course is open to 
practicing watchmakers and graduates of horological 
schools. Inquire now for details. 


Western Pennsylvania 


Horclogical Institute 
Desk 18, 808 Ridge Avenue, Pittsburgh, Pa. 
WORLD'S LARGEST WATCHMAKING SCHOOL 

















Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 


¢ Using emery paper disk, in 
the center for fast cutting. 


* One rod only to guide 
your QUADRANT very easy 
to adjust. 


¢ Gives your rings or brace- 
let parts a_ “mirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 
. is fused on the outside rim 
of the large wheel. 


Specialists for the jewelry in- 
dustry. Cail Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 STREET COLLEGE POINT, L. I., N. Y. 




















SUPERIOR ~¢ BRACELET 
WATCH. QUL 


WILLIAM F- 
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A CHARACTER ALL ITS OWN 


Na.) | Its French Quarter symbolizes the tra- 
My BER Y ditions, the gay and gracious mode of 
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CHARACTER FOR YOUR STORE 


To keep your store prominent in the shopping — 
scene, do what is different. Display a Revere 
Floor Clock in operation. Its distinguished, su- 
perior beauty, its authentic Westminster Chimes 
will step up the character of your trade, at- 
tract those who will mean the most in the com- 
petitive times ahead. Revere Mantel Clocks, - 
also Westminster Chiming, echo the distinction 
of the floor clocks. For full, profitable informa- 
tion write, today, for complete catalog. 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 
37 West 47th Street 


CHICAGO SHOWROOM: 
1422 Merchondise Mart 


The BENNINGTON (floor model 
shown) has Westminster Chimes 
on tubular bells. 7934” high. 
Retails for $475 plus tax. 


* 


MANTEL CLOCK is the smart, 
modern R-939. Westminster 
Chimes. Retails for $50 plus tax. 





West Coast prices slightly higher 


* 


Available through Revere Authorized Distributors 


® CHIMES 


ELECTRI¢ 


—— 


/¢ a < fp C77 


=| FM living that makes New Orleans so ‘“‘dif- 
ath ferent’’, so colorful 


and prominent a 
ALI & part of the American scene. 
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New Laguna Pearl Package 


Continuing its two-in-one gift promotions, 
Laguna introduced the Royal Treasure 
Chest. Made of rich velvet, it stands on 
dainty silver-plated feet with a white satin 
lining setting off matched Laguna pearls. 
Under the pearl tray is a compartment for 
other jewels. The Royal Treasure Chest 
may be had with Laguna pearls in single, 
double or triple stand, said Louis Detkin, 
president of Royal Craftsmen, Inc., Laguna 
Bldg., 36 West 32nd St., New York 1, N. Y. 


Mayer Heads 
Sales in New 
Longines 
Operation 


Everett Mayer 
Sales Manager 
Vacheron & 
Constantin-LeCoultre 





Everett Mayer, formerly the Longines- 
Wittnauer sales representative in New 
England, has been appointed Sales Mana- 
ger of the new Vacheron & Constantin- 
LeCoultre organization, a subsidiary of 
Longines-Wittnauer, which has been set up 
as a separate organization with its own 
sales force, and will make his headquarters 
in the new office on the 17th floor, 580 
Fifth Ave., New York City. 


The new organization will represent two 
of the most unusual watch and clockmak- 
ing enterprises. Vacheron & Constantin is 
the oldest watch manufacturer in the world 
from the standpoint of continuous uninter- 
rupted operation. 

The LeCoultre Watch Factory has pro- 
duced watches and clocks since 1833, and 
LeCoultre has a world-wide reputation for 
its precision workmanship. 


Bulova Receives Award 








The first prize of The State Insurance 
Fund of New York in the Light Metal 
Product Group was recently awarded to 
the Bulova Watch Co. 
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Double Wedding Ring 
Silver Chest 


A dramatic improvement in the history 
of silver chests is the beautiful double 
wedding ring chest which The Interna- 
tional Silver Co. has created for its 1847 
Rogers Bros. silverplate line. 





The sides are in the form of two golden- 
finish wedding rings. The top and lining 
are of silk moire. The chest and 60 pieces 
retail at $79.75. 


Kew Award For Wrist-Watch 
Accuracy 


A Rolex wrist watch has been awarded 
the highest figure for accuracy ever at- 
tained by a 30 mm. wrist watch at the 
famed Kew Observatory in England. 

Rolex scored the all-time high of 93.8 
points. 

In the watch trials at Kew Observatory, 
each watch is tested for 44 days and 
nights in five different timing positions at 
three different temperatures. (Room heat, 
oven heat, and in a refrigerator.) 

This is the result of a policy of produc- 
ing officially certified wrist chronometers 
for general sale. Over 100,000 Rolex wrist 
chronometers bear the Swiss Official Test- 
ing Station seal, representing over 85 per 
cent of all officially certified wrist chro- 
nometers produced by the entire watch 
industry during the past 20 years. 

This award is added to the Rolex Roll 
of Honor which follows: 1905—The first 
modern wrist watch design; 1914—The 
first Rolex wrist-chronometer (Kew Ob- 
servatory, Class A); 1927—Mercedes 
Gleitze, London Stenographer, Swims 
English Channel Wearing a Rolex Oyster, 
World’s First water-proof watch; 1935— 
The first water-proof and_ self-winding 
watch—the Oyster Perpetual; 1945—First 
water-proof, self-winding calendar wrist 
chronometer—the Datejust; 1948—Rolex 
achieves highest-ever accuracy at world- 
famous Kew Observatory for 30 mm. wrist 
watch. 


Elgin American Beauty Line 


Elgin American recently introduced a 
new line of compacts and cigarette cases, 
the “American Beauty” line, priced to 
move in volume. 

To retail from $2.95 to $4.95, this new 
line has all the fine construction features 
characteristic of Elgin American products, 
says the company. 

To merchandise. American Beauty com- 
pacts and cigarette cases, a new, on-the- 
counter display case in ivory finished 
maple has been introduced by Elgin Amer- 
ican. It has a glass top that opens at the 
back for easy access to the merchandise, 
as well as a removable tray 





Engraving Guide 


A quick and easy guide for jewelers 
make an accurate selection of an al eA. 
style for each engraving job has ‘nt rs 
vised for users of New Hermes engravers, 

Norbert Schimmel, president of N 
Hermes, states it will be of untold vel 
in showing the customer how names a 
monograms will look on jewelry befor " 
is engraved. "a 


The guide is available to all New Herme 
users free of charge. The jeweler meendll 
engraves on it whichever alphabet Styles 
sizes and variations are available to his 
customers. Thus he does away with a 
inventory of merchandise engraved as sam. 
ples as well as eliminating printed Samples 
of alphabets. 








ae. 
EXECUTIVES EN ROUTE 

















Cutting short an extended overseas busi- 
ness trip, Icko Wakmann, head of Wak. 
mann Watch Co., Inc., and Breitling Watch 
Corp. of America, flew back from Switzer. 
land this week, bringing new sample num. 
bers in his companies’ expanded lines, 


In describing the additions, Mr. Wak. 
mann revealed that his trip, originally 
planned to last two months, had been 
interrupted in order to speed delivery of 
merchandise to retail jewelers. In an inter- 
view, Mr. Wakmann said, “We feel that 
increasingly, the element of style promo- 
tion is influencing jewelers’ watch sales. 
The Wakmann and Brietling lines for the 
months ahead reflect this awareness.” 


Nicholas Nanasi, president of Nanasi 
Co., Inc., West New York, N. J., manv- 
facturer of watch bracelets and jewelry, 
left for Europe recently aboard a TWA 
plane. Mr. Nanasi plans to spend some 
time in France and Italy studying style 
trends in those countries and their influ- 
ence on new jewelry designs. He is ex- 
pected to return to the United States in 
about three weeks. 





Olof V. Anderson, president of Anson, 
Inc., recently returned from a two weeks’ 
business trip to Havana, Cuba. Mr. Ander- 
son was accompanied by his wife who was 
entertained while in Cuba by Anson's 
Cuban representative’s wife, Mrs. Frank 
Ruiz. 

Anderson spent considerable time meet- 
ing the local tradesmen with the Anson 
Cuban representatives, Frank Ruiz, and 
Ruiz Inan, and has returned very much 
enthused with the way Anson men’s jewel- 
ry is being received in Cuba. 


Shown in the accompanying photo, left 
to right are: Frank Ruiz, Mrs. Frank Ruv, 
Mrs. Olof V. Anderson, Olof V. Anderson, 


and Ruiz Inan. 
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Bluebird 


No. 312 - Bobbing Bird 


LUX 


No. 311 





The LUX Clock Manufacturing Co. 


WATERBURY 
1107 BROADWAY e NEW YORK, WY, 


THEY'RE BACK AGAIN 
a. FOR THE FIRST TIME SINCE 1941 


Popular — Fast-Moving — Profit-Maker ! 





Announcing the return of LUX’S exciting 
novelty clocks which had such tremendous sales 
appeal in pre-war days. The bobbing-bird bobs 
in and out, the bluebird moves back and forth 
— in rhythm with the swinging pendulum. 
Attractive simulated wood-carved case and 
hanging weights achieve a perfect reminder of 
the Coo-Coo Clocks of grandfather’s day. The 
Lux guaranteed precision movement provides 
assurance of long-life and customer satisfac- 
tion. Stands available to display them in mo- 
tion. Order this fast moving line today! 


Available in 3 styles...Retails at only $2.95* 










t the 
Jobber abou 
Ask your PROFIT PACKAGE , 


ew Lux : 
ome Clock assortment 





© CONNECTICUT 









* East of Rockies. 








THE NEW KAGAN 
MASTER PRECISION 
RING SIZER 


ENLARGES Stone- 
set and Diamond-set 
Rings with Safety 
to Stones 








REDUCES and 
ENLARGES All Kinds 
of Wedding Rings 


| 220W. 5thSt., Los Angeles 13 


DIAMONDS ox EXPORT 
BARBER axo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO) 1 D1@) \ ie amem 
SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 

















CABLES: 


LONDON, ANTWERP ano AMSTERDAM | 
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THE 


WATCH REPAIRER S 
arene 


HENRY B. FRIED 





A complete manual on every phase of watch re- 
pair. Outstanding for its sequence of presenta- 


tion and its many immediately useful illustrations. 


PRICE—$4.95 post-paid 


Check or money order must accom- 
pany all orders. Do not send cash. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 


“Help Wanted’—‘“‘Lines Wanted” and “Side 
Lines”’—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 


$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for: 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 











Situations Wanted 





A-1 watchmaker and engraver wishes 
position at once; 30 years’ experience. 
Box 389, Neptune Beach, Fla. 





MANAGER, over 15 years’ experience, 
covering full operations of retail credit 
jewelry store. Address “R., 2626,’ care 
J C-K. 





WATCHMAKER wants permanent posi- 
tion; $85 per week; 25 years’ at 
bench; best of references; sober and 
honest. Address “J., 2656,” care J C-K. 





WATCHMAKER; fine workmanship; all 
makes of watches, close timing; good 
references; 30 years’ experience. Ad- 
dress “F., 2677,” care J C-K. 





WATCHMAKER and optometrist, licensed 
in Illinois; own tools and instruments; 
experienced ; careful workman. Address 
“P., 2687,” care J C-K. 





WATCHMAKER, with 12 years at the 
bench, desires job as watch repairer; 
can give good reference. If interested 
address “D., 2712,’’ care J C-K. 





WATCHMAKER; young, ' experienced, 
presently employed, but desires change ; 
commission preferred, if plenty work. 
Address “M., 2660,” care J C-K. 





MANAGER, credit jewelry store, desires 
position Metropolitan New York area; 
experienced all phases retail credit op- 
eration. Address “J., 2680,’ care J C-K. 





WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober; indus- 
trious, conscientious, seeking position. 
Address “H., 1625,” care J C-K. 





JEWELRY designer, part time or free 
lance, all types of jewelry, wax models; 
creative, original. Miriam Levine, 24 
W. 8th St., New York City. 





WANTED ; position as watchmaker; 
graduate horological school: own tools; 
Scuth preferred; good references. Ad- 
dress “J., 2499,” care J C-K. 





VALUABLE assistant; young, single, 
personable; watchmaking experience, 
knowledge diamonds, retail experience, 
wants position that offers good future. 
Address “W., 2596,” care J C-K. 





SALESWOMAN; experienced in selling 
jewelry, also selecting precious stones, 
according to size; best of references; 
metropolitan area preferred. Address 
““A., 2583,” care J C-K. 





WATCHMAKER;; first class, capable and 
ambitious; 32 years old; single; con- 
genial; at present employed, desires 
position with future and permanency. 
Address “F., 2653,” care J C-K. 





EXPERIENCED diamond _  assorter; 
honest, reliable worker; seeking a bet- 
ter position, with a reliable firm; excel- 
lent references. Address “B., 2644,” 
eare J C-K., 





SEEKING connection with future, not 
just ordinary job; experienced all 
around jewelry man, buyer, manager, 
salesman; cash, credit operation. Ad- 
dress “‘A., 2671,’ care J C-K. 


WATCHMAKER;; assistant graduate of 
accredited school, have complete set of 
tools; desires job with jewelry store or 
watchmaker, under G.I. Bill. Address 
“R., 2664,” care J C-K. 








YOUNG man, single, nice appearing; 
capable salesman; experienced in all 
phases of cash and credit jewelry store 
operation and management. Address 
“D., 2648,” care J C-K. 





CREDIT jewelry manager; experienced 
for individual store; capable of volume 
sales and collections; location Trenton, 
N. J. or Buffalo, N. Y. areas. Address 
“L., 2658,” care J C-K, 





SALESMAN-manager, 37, single, 14 years’ 
retail cash-credit experience, college 
graduate, nice personality, appearance, 
desires position with future anywhere. 
Address “G., 2678,” care J C-K. 





EXPERIENCED engraver, letter and 
monogram work, on jewelry and silver- 
ware, desires position in first class 
store; no trade shop. Address “E., 
2363,” care J C-K. 





BOOKKEE?ER - stenographer; capable, 
diamond and bunch ring line, know 
every phase of jewelry business; very 
ambitious; formerly with Rothstein 
Bros. Sarah Massis, 545 Fifth Ave., 
New York City. 





WATCHMAKER Jr.; one and one-half 
years experience; knowledge selling, 
repairs; seeking position with A-l 
watchmaker around Tucson, Arizona ; 
~~ Address “H., 2718,’’ care 


Oo 
° 





YOUNG married man; graduate watch- 
maker, capable of plain engraving, will 
complete jewelry and diamond setting 
course April 15; anxious for position. 
Write, Louis Graves, 6131 Main St., 
Kansas City 2, Mo. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed: finest references. Address “B., 
919,” care J C-K. 





WATCHMAKER, engraver, capable of 
managing department or small store; 
25 years’ experience; sober; seeking 
position of trust; go anywhere, prefer 
South or West. Address “B., 2463,” 
care J C-K. 








HXECUTIVE; young, experienced ; 
dling watch production, bere jon 
ments, distribution, inside Sales: Sse 
ough knowledge wholesale jewelry oad 
watch importing. Address “tT, 3994. 

care J C-K. : , 





$$ 


WATCHMAKER, only; highly skilled 
mechanic; 35 years’ experience with 
best American jewelers; competent 0 
all fine and small watches; best a. 
references ; credit stores excluded Ad 
dress “R., 2688,” care J C-K. Sai 














——————— 


BOOKKEEPER expert, office manager: 
many years’ diversified experience, jj 
branches jewelry fusiness; capable 
closing books, financial statement, ete - 
part time considered. Address “R’ 
2710,”’ care J C-K. . 





Ls 


MANAGER; 389; 13 years’ experience as 
manager, with cash and credit experi- 
ence; 20 years with jewelry business: 
married; top salesman; neat appear. 
ance; pleasing all around man. Aq. 
dress “C., 2647,” care J C-K, 





Se 


SALES producer, profit maker for retailer 
anywhere; exceptionally good experi- 
ence; manager, merchandiser, buyer: 
diamonds, watches, _ silverware, al] 
jewelry, associated items. Address “P, 
2676,” care J C-K. 





—— 


JEWELER; model maker on rings, able 
create original, own designed line: 
years prewar experience; familiar too] 
and casting production; metropolitan 
area preferred. Address “B., 2520,” 
care J C-K. 





SALESMAN, desires to connect with reli- 
able manufacturer or wholesaler as in- 
side or outside man; age 31; nice per- 
sonality ; good appearance; seven years’ 
experience with leading retail cash and 
credit store in New York area. Address 
““H., 2679,” care J C-K. 





GENERAL Manager, million dollar store, 
now available; college graduate; regis- 
tered jeweler American Gem Society, 
certified gemologist Gemologica! Insti- 
tute of America; 25 years’ successful 
executive experience. Address “B., 
2238, care J C-K. 





MANAGER-buyer; 25 years’ experience: 
thoroughly schooled in retail credit 
operation; full knowledge of window 
trim; ticket maker; excellent refer- 
ences; presently associated with lead- 
ing credit jeweler of northern New 
Jersey. Address “K., 2657,” care J C-K. 





SKILLED salesman, buyer and merchan- 
diser, expert watches, diamonds, jewel- 
ry, silver; knowledge all phases credit 
operations; college graduate; age 30; 
desires responsible, permanent position 
with future; salary commensurate with 
ability. Address “W., 2667,” care J C-K. 


——— 





WATCHMAKER wants position with 
jeweler, who can offer opportunity with 
future; graduate of Kansas City School 
of Watchmaking; can do plain engrav- 
ing, jewelry repair and diamond settiné. 
H. E. Malphurs, 8723 Smart, Kansas 
City, Mo. 





EXPERT diamond man, with extensive 
knowledge of colored stones, now €m- 
ployed, wishes to become associated 
with reputable import or retail house ; 
age 27; married, with family; college 








education; excellent references. Ad- 
dress “D., 2572,” care J C-K. 
BOOKKEEPER, full charge, excellent 


stenographer; unusual executive abil- 
ity; thoroughly experienced all phases 
office routine; desires permanent con- 
nection with progressive diamond oF 
jewelry concern; A-1 references. 4 
dress ‘A., 2643,” care J C-K. 
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R; 25; State licensed; 
bs eo workman, desires per- 
manent position in reliable firm; ca- 

ble of meeting public and conducting 
Pricient operation of department; top 
salary required. Address “H., 26 0, 


care “ 





__ 


j MAKER, age 24, graduate of 
bf soos Horological | School, Tampa, 
Fla.; minimum experience; salary only 
secondary to obtaining position; am 
eligible for “on-job-training’’ as watch- 
maker, salesman, or what have you. 
write, D. L. Heard, Box 72, Mascotte, 


Fla. 





—_—_—_———— 


HMAKER; veteran, sober, con- 
Warentious worker; Elgin and New 
Castle jewelers’ training school erad- 
uate; approximately four years’ bench 
experience; desires steady employment 
with future, anywhere. Address “Cir- 
cular 134,” Room 1415, Heyworth Bldg., 


Chicago 2. 








-_ 


MANAGER; available for a modern re- 
tail credit jewelry store; possess over 
95 years’ jewelry experience and 
thoroughly acquainted with every 
phase and operation of the business; 
can furnish excellent reference from 
buth trade and former employers. Ad- 
dress “L., 2524,’”’ care J C-K, 








TOPFLIGHT jewelry man nov’ avail- 
able; complete knowledge of in- 
stallment jewelry business, buyer, 
merchandiser, credits, collections, 
sales promotions and general man- 
ager; 12 years with large New York 
chain. Address “R., 2638,” care 
J C-K. 








RETAIL jewelry salesman, manager, age 
34, married; 12 years’ experience; 
thoroughly familiar with all phases of 
store operation, cash or installment, 
seeks permanent position with progres- 
sive firm; presently employed, desires 
change; location optional; highest of 
references as to ability and character. 
Address “P., 2589,’ care J C-K, 








MANAGER responsible credit jewelry 
and appliance store manager, now em- 
ployed, is desirous of making a change; 
capable of buying, selling, window trim- 
ming, and handling all credits; excel- 
lent references ; or interested in buying 
working partnership; prefer Western 
Pennsylvania or vicinity. Address “F., 
2608,” care J C-K. 








YOUNG man; experienced wholesale, re- 
tail jewelry; veteran; married; college 
background; student, gem appraising, 
gemology; wishes position with New 
York firm offering practical ex;esrience 
working with precious, semi-precious 
stones; my value to firm will grow 
with every month. Address “B., 2672,” 
care J C-K. 








WATCHMAKER desires. position as 
watch and jewelry repair estimator 
and salesman, in town of 100,000 popu- 
lation or over; must be permanent 
with future; large store or chain, no 
Objection to large department store; 
12 years’ jewelry store experience; 33 
years old; sober; neat and aggressive; 
Married; two children; $75 per week. 








WATCHMAKER; 37 years of age; 20 
years’ experience; five years’ as large 
shop foreman and manager, one year 
store manager; chief of watch repair 
section in army; enjoying good reputa- 
tion throughout the trade; have two 
state licenses; married; want to man- 
age or lease repair department; must 
Lo cca Address “P., 2637,” care 





WATCHMAKER desires. position as 
watch and jewelry repair estimator, or 
assistant manager; must be large store 
or chain of stores with good clientele ; 
12 years’ all around jewelry store ex- 
perience; 32 years old; sober, neat and 
aggressive ; married, two children; pre- 
fer Detroit, Michigan or surrounding 
cities; salary $75 per week. Address 
“R., 2645,” care J C-K. 





COMPETENT, reliable watchmaker, 38, 
Elgin watch college graduate, special- 
ized factory training on hairsprings 
and escapement; four years at present 
first class jewelry store in Northwest; 
good personal reason for change; pre- 
fer West Coast; references; 10 years’ 
experience on smallest to chronographs; 
salary or commission. Address ‘“S., 
2627,” care J C-K. 





MANAGER for retail jewelry store; 31 
years old; married and have one child; 
presently employed in city of 250,000 
and supervising eight people; desires to 
locate in California; have eight years’ 
experience in semi-installment and four 
years’ experience in installment credit 
stores; have supervised optical and 
camera departments; good salesman, 
buyer and window trimmer. Address 
“L., 2683,” care J C-K. 





POSITION desired by first class watch- 
maker, engraver and salesman; 22 
years’ experience in the retail jewelry 
business, 12 years of which owned and 
operated my own store; now open for 
good mutual proposition; thoroughly 
capable of assuming position with re- 
sponsibility; married, two dependents; 
prefer minimum salary, plus percentage 
or commission basis; must be with 
reputable firm and congenial working 
conditions and of course permanent 
connection; best of references. Address 
“L.B. 2690," care J C-K. 





RETAIL jeweler, age 54, married, with 
37 years’ experience as_ apprentice, 
jeweler, engraver, watchmaker, depart- 
ment and store manager: certified 
watchmaker, H.I.A. since 1923: excel- 
lent salesman; wishes connection with 
retailer well established and with un- 
questionable reputation; security and 
permanence essential: credit chains 
save your stamps; would like position 
as assistant to store owner needing 
thoroughly experienced, capable man to 
whom he can delegate authority. Ad- 
dress “P., 2663,” care J C-K. 





WATCHMAKER and salesman, employed 
in Chicago, desires change within city 
or to adjacent suburb; 22 years’ ex- 
perience; all makes, grades, sizes, in- 
cluding chronographs and repeaters; 
railroad inspection work with Watch- 
master; clean, fast and conscientious 
workman with estimating that “sells”; 
have Indiana State watchmaker’s li- 
cense, secured 10 years ago, by exam- 
ination; can accept full responsibility 
for repair department operation with 
store requiring first class work only; 
interruptions for customer work or 
sales is expected; familiar with all 
store procedures, cash or credit; ability 
to assist with store operation if re- 
quired; age 41; married; pleasing ap- 
pearance and personality; A-1l refer- 
ences and background: available for 
interview any evening; all replies an- 
swered and held in strictest confidence. 
Address “Circular 128,’ Room 1415, 
Heyworth Bldg., Chicago 2. 








Lines Wanted 














PACIFIC Coast representative desires line 
stone rings; have established following. 
Address “N., 2268,” care J C-K 





WATCH salesman, Pacific Coast, desires 
watch line of quality in the higher 
bracket. Address “P., 2269,” care J C-K. 








PACIFIC Coast salesman, to better stores 
for 20 years, desires 14K gold chains, 
lockets, clips, bracelets, etc. Address 
“L.., 2267,” care J C-K. 





SALESMAN; extensive following among 
wholesalers and jobbers in New York 
City and the East, desires to represent 
jewelry manufacturer. AddresS “C., 
2711,” care J C-K. 





WATCH cases in platinum, and attach- 
ments, ete., wanted by Pacific Coast 
man with a following; references ex- 
changed. Address “R., 2270,” care 
J 





MANUFACTURERS’ representative, with 
Chicago office, wants line of merchan- 
dise for Middle West, for jobbers and 
large outlets. Address “Circular 127,” 
1415 Heyworth Bldg., Chicago 2. 





SALESMAN with producing ability and 
large personal following covering 
southern California, Arizona and New 
Mexico, wants factory lines on com- 
mission basis. Address “B., 2721,” care 
J C-K, 


- 





CUBA; solidly established agency; high- 
est business, banking references; in- 
terested lines, solid gold gifts, porce- 
lains, glassware; commission; exclusive 
arrangement; when replying mail cata- 
log illustrations, prices. Antonio, Apar- 
tado 1270, Havana, Cuba. 





WANT quality gold filled line to sell only 
jewelers in North East States; New 
York, New Jersey, Pennsylvania, Dela- 
ware, and Maryland; have 400 active 
accounts; prefer manufacturer’s strong 
small line. Write, A. C. Tomkins, 35 E. 
26th St., Bayonne, N. J. 





experienced, selling gold 
filled watch bands; large following 
wholesalers, material houses, chain 
stores New York City, Boston, Phila- 
dalnhia. Baltimore, Washington and 
Pitttspur. , desires connection with 
watch attachment manufacturer. Ad- 
dress “K., 2695,” care J C-K. 


SALESMAN, 





PACIFIC Coast sales agency, residence 
office in Los Angeles, catering to the 
costume jewelry wholesalers in seven 
western states, guarantees good busi- 
ness to manufacturers of lines with 
originality, in any price range; best of 
references from the Jewelers Board of 
Trade. Address “V., 2550,” care J C-K. 





(Continued on page 288) 
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Address “N., 2685,” care J C-K. 
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(Continued from page 287) 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent 
showrooms, is seeking additional items, 
on jobbing basis, to add to their line; 
interested in numbers that are primar- 
ily suitable for gift, stationery and 
leather goods stores. Address “H., 
2006,” care J C-K. 


REDEEMING. RMR APE ES SS a ROR ABA 


Side Lines 











SALESMEN; all territories; call on re- 
ligous stores and shrines; religious 
photo-pins, pendants, fob pins, etc.; 
single tray; liberal commission. Ad- 
dress “H., 2314,” care J C-K. 





SALESMEN; nothing to carry; get ac- 
counts for New York trade watch re- 
pair house, established 1921; fine work, 
reasonable; liberal commission. Ad- 
dress “R., 2452,” care J C-K. 





SALESMAN wanted, calling on jobbers, 
to carry line of 14K, hand carved 
wedding rings, side line; manufac- 
——- Address “N., 2624,” care 

C-K. 





SALESMAN wanted to carry side line of 
fine leather watch straps; New York 
and vicinity; must have following of 
the better trade; solid to jobbers and 
watch houses; give reference. Address 
“B., 2646,” care J C-K. 





SALESMAN wanted, to~carry side line 
of fine leather watch straps, sold to 
jobbers and wholesalers; territory, 
middle west; give reference. Ad- 


dress “G., 2652,” care J C-K. 





SALESMEN wanted; calling on retail 
jewelers; many territories open; 
carry line 14K hand carved wedding 
rings; manufacturers’ prices to sell; 
side line; commission basis. Address 


“G., 2703,” care J C-K. 





WATCH CASE manufacturer; popular 
priced RGP and rhinestone lines, re- 
quires representative for Chicago and 
midwest states; must have following 
among watch importers, manufacturers, 
wholesale jewelers; should have non- 
conflicting lines; give full details, refer- 
ences. Address “H., 2704,’’ care J C-K. 





SALESMEN; Middle West and far 
west territories open; well known 
manufacturer of stamped rings de- 
sires representation to the whole- 
salers; commission basis. Address 


“K., 2681,”’ care J C-K. 





SALESMAN, resident of Boston, Chicago 
or Los Angeles, to represent exclusive 
fancy shape diamond organization spe- 
cializing in baguettes, marquise and 
other fancies; must be capable of 
selecting fancies for mountings; all in- 
quiries held in strictest confidence. Ad- 
dress “G., 2724,’ care J C-K. 


MANUFACTURER wants = salesmen, 


with established trade, to carry line 
of highest grade rosaries to retail 
jewelers and department stores; 
commission basis; give full partic- 
ulars in first letter. Address ‘“‘V.., 


2694,” care J C-K. 





WELL known manufacturer, of ladies’ 


14K mountings, including sets and all 
kinds of fancy rings, wants an experi- 
enced salesman who covers the entire 
Middle West; must have a following 
among jobbers and chain stores; the 
line is exclusive in style and has merit. 
Address “K., 2613,” care J C-K. 





WATCH strap manufacturer, of metal 


bracelets, leather and plastic straps, 
wants salesmen, on commission basis, 
for Chicago and New York territories ; 
must have following among jobbers, 
watch importers or drug and tobacco 
— Box 182, 1 Beekman St., New 
ork. 





LEADING manufacturer of tarnish 


preventing rolls and bags; item car- 

ried in every silverware department 

and jewelry store; wants to add a 

few salesmen; protected territory ; 

high commission; our price list leads 

7 = Address “F., 2650,” care 
C-K, 





SALESMEN, nationwide, to sell our new 


and very beautiful line of “jeweled” 
lipsticks, rouge, toilet water, retailing 
60¢ to $1.00, plus tax, to jewelers, 
jewelry jobbers and department stores, 
on 10% commission basis; cases, also 
available, empty, without our name; 
other new “jeweled”’ items soon. Write, 
Don Juan, 67 Vestry, New York 13. 





RESIDENT salesman wanted for the 


South, Southwest and Pacific Coast, to 
carry as a side line, a very popular 
priced line of diamond rings, wedding 
rings and fancy mountings; liberal 
commission; only those who have a 
following, with many years’ experience 
=e Address “D., 2493,’ care 





SALESMEN; manufacturer of sterling 


silver novelties and outstanding baby 
line; sold nationally; popular with 
leading jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,” care J C-K. 





PACIFIC Coast salesman wanted: to 


carry from a well known manufacturer, 
with many good accounts, as side line 
to jobbers, wholesalers, and other large 
users, a popular priced line of ladies’ 
mountings, wedding rings, clusters and 
fancy rings, in gold and platinum; 
liberal commission to responsible party 
who can produce results. Address “E., 
2494,” care J C-K. 








SALESMEN; with well established fol- 


lowing among jewelers and department 
stores, in any southern or southwestern 
States; car essential; to sell nationally 
advertised sterling flatware, also ster- 
ling silver hollowware, sterling silver 
baby goods and silver plated hollow- 
ware; side lines permitted ; commission 
basis; give full details concerning terri- 
tory covered and lines carried. Address 
“G., 2654,” care J C-K. 





SALESMAN wanted; all territories avail. 
able; by wholesale jeweler with estab. 
lished clientele; preferably one who 
travels by automobile, to carry com- 
plete line of ladies’ and gents’ soliq gold 
stone rings, signet rings, mountings 
crosses, pendants, cameos, brooches, 
baby rings, and earrings; straight com. 
mission; no objection to non-confiictin 
~ line. Address “F., 2059,” oak 





SALESMEN; old established concern, 
manufacturing exclusively designed line 
of antique reproductions, hand engraved 
and enamelled 14K gold and sterling 
silver earrings and brooches, has open- 
ing for resident men; one for the West 
Coast, one for Chicago territory, one 
for the New England states, one for 
the southern and southeastern states: 
this line has been successfully sold to 
better jewelers and better department 
stores; 10% commissions; give com- 
plete information and references. A@d- 
dress “D., 2674,’’ care J C-K. 





SALESMEN wanted; experienced, with 
large retail following, calling on jew. 
elry, gift, department stores, sta- 
tionery and drug trade, to sell two 
distinctive new, exclusive model, 
high quality fountain pens, retail- 
ing at $1.25, best seller in pen field; 
special displays for jewelry stores, 
special displays for drug and sta- 
tionery stores; manufacturers of 
high grade fountain pens since 1910, 
entering low priced field for first 
time; being most favorably received 
with constant reorders here in the 
East; side line, commission basis, 
advise territory covered; references 
required. Morrison Fountain Pen 
Co., 79 Fifth Ave., New York 3, N.Y. 


Help Wanted 











WANTED: general travelers. Henry 
Paulson & Co., 131 S. Wabash Ave., 
Chicago 3, IIl. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461, 
care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460, 
care J C-K. 





WANTED: aggressive and live-wire man 
to manage one of our stores; advise 
experience and salary expected. Apply, 
Friedman’s Jewelers, Augusta, Ga. 








MATERIAL MAN; experienced, for New 
York City jobber; give full information 
concerning previous experience, ete. 
Address “B., 2585,” care J C-K. 








SALESMAN wanted: to sell a line of 
loose diamonds, mounted and semi- 
mounted rings and mountings, to the 
retail stores, in the Eastern States. 
Address “D., 2606,” care J C-K. 
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WELER on special order work and 
JF roduction work; $1.75 per hour to 
start; give information in detail as to 
experience, where in the past employed, 
etc. Address “O., 2617,” care J C-K. 











ne 


TED: good combination watch- 

bags ng jeweler and engraver for south- 

ern cash store; write full particulars 
in first letter. Address “D., 3 


care J C-K. 








Ss manager, retail jewelry, for ex- 
oo New York store; promotion 
minded, proven record required; state 
age, experience, salary. Address “D., 


9587,” care J C- 











JEWELER and diamond setter wanted ; 
must be first class workman; perma- 
nent situation with top-notch jewelry 
concern. Write Jacobs Jewelers, Inc., 
Jacksonville, Fla. 








JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week ; 
guaranteed year around job. Address 
“S,, 2482,” care J C-K. 





———— 


JEWELRY chaser and engraver, and 
some die experience; wonderful oppor- 
tunity for a capable man; _ state 
experience, where in the past employed, 
age and salary expected. Address “‘Z., 
2616,” care J C-K. 





owe 


SALESMAN wanted for all territories, 
except N.Y.C., to sell a fine 14K gold 
side line of earrings, at manufacturers’ 
prices; must have a retail following; 
commission basis. Address “E., 2701,” 
care J C-K. 





SALESMEN wanted, to represent manu- 
facturer in Chicago, traveling East, 
Middle West, to call on jewelers or 
retailers; lines of watch cases, brace- 
lets, platinum and gold rings. Address 
“A., 2598,” care J C-K. 





EXECUTIVE wanted; manager and buy- 
er, who has had wholesale experience 
in watches, diamonds and jewelry; 
state experience, references and by 
whom employed past 10 years. Address 
“S., 2591,” care J C-K. 





SALESMAN, to represent manufacturer 
of well known high grade and medium 
priced sterling hollowware line, in the 
Middle West; one having office in ter- 
ritory preferred. Address “A., 2720,” 
care J C-K, 








SALESMAN, with a non-conflicting side 
line, to represent a fine wedding ring 
line as well as mountings and a dia- 
mond line; state territory, experience 
and reference; strictly confidential. 
Address “‘N., 2615,” care J C-K. 


(en 








WATCHMAKER for permanent position; 
must be competent ard reliable; splen- 
did working conditions; good salary; 
give qualifications in first letter; con- 
fidential. Rost Jewelry Co., Indian- 
apolis, Ind. 








SALESMEN ; opportunity to carry line of 
14K gold die-struck wedding rings, hand 
chased and plain, priced right, to sell 
to retail jewelry stores on commission 
basis; we run over 150 different num- 
bers; send references with letter. Ad- 
dress “A., 2256,” care J C-K. 





EXPERIENCED salesman, with follow- 
ing among jobbers, wholesalers, and 
chain stores, for East Coast and 
West Coast, to carry reputable gold 
and platinum mounting line. Ad- 


dres “M., 2641,” care J C-K. 





OPTOMETRIST with watch repair, or 
jewelry repair experience; attractive 
salary or commission arrangement; 
modern jewelry store, Indianapolis, 
neighborhood ; write giving age, experi- 





ence, salary. Address “V., 2595,” care 
J C-K. 
WATCH salesman _ with following, 


wanted for popular priced Swiss 
watch line; old established concern; 
unusually interesting proposition 
for right man. Address “C., 2673,” 
care J C-K. 





HAVE good, permanent opening, avail- 
able immediately, for thoroughly ex- 
perienced credit man in credit jewelry 
store, Phoenix, Arizona; must have 
complete knowledge of collections, skip 
tracing, etc. Write, Raskin’s Jewelers, 
102 N. Central, Phoenix, Ariz. 





ASSISTANT manager; personable, 


young man for credit jewelry store, 


Charlotte, N. C.; must be top notch 


salesman; excellent salary; chance 
for advancement; write giving full 
details and previous experience. Ad- 


dress “G., 2609,” care J C-K. 





ASSISTANT manager to owner; must be 
expert in selling, credits, advertising, 
collections and window trimming; can 
become manager within year if ability 
is shown; near Chicago; state back- 
ground, salary expected. Address “M., 
2623,” care J C-K. 





SALESMAN; with following among 
retail jewelers, wanted by New York 
manufacturer, to carry exquisite line 
of ladies’ and gent’s zircon rings; 
territories open; furnish full partic- 
ulars; confidential. Address “E., 


2675.” care J C-K. 





SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stating 
full details in first letter. Address 
“R., 834,” care J C-K. 





MANUFACTURER of a complete line of 
10 and 14K jewelry, has opening for 
several salesmen, direct to retailer: 
formerly sold only to jobbers; terri- 
tories all over the United States open; 
commission basis; full details in first 
letter. Address “J., 2611,” care J C-K. 





MODERN watchmakers; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, Dept. 
C., Kansas City 6, Mo. 














SALESMEN; costume jewelry, estab- 
lished manufacturer, highly’ styled 
rhinestones, prong-set, line that gets 
reorders, seeks salesmen with follow- 
ing, jewelry stores; excellent territories 
open and protected; high commission ; 
reference; no objection to non-conflict- 
ing line. Box #1258, N. Y. 8, N 





SALESMAN for New England and New 
York State, to represent established 
ring house; line composed of dia- 
monds and colored stones; only 
those with following; drawing ac- 
count against commissions; confi- 
dential. Address “F., 2715,” care 
J C-K. 





SALES representative; to carry our line 
of the finest, nationally advertised 
Swiss watches; territory open, Western 
Coast, Texas and surrounding area; 
possibility establishing branch office; 
must have great following ; commission 
basis; write particulars. Address “M., 
1820,” care J C-K. 





REPRESENTATIVE with following, 
for old established ring line of dia- 
monds and colored stones, to cover 
Texas, Oklahoma, Arkansas, Ten- 
nessee, Kentucky, etc.; drawing ac- 
count against commissions; reply in 
confidence. Address “G., 2716,” 
eare J C-K. 





DIAMOND jobbers-wholesalers, Mid- 
west-South, to carry loose diamonds 
on memo, from manufacturer cut- 
ting from 20 points to approxi- 
mately one carat; competitive 
prices; only rated firms, or with 
highest trade references reply. Ad- 
dress “B., 2383,’ care J C-K. 





WANTED; salesman to carry our line of 
gold-filled lockets, earrings, cameo 
brooches, pendants, crosses, chokers, 
neck chains, Waldemars, vest chains; 
also rosaries; direct to the retail trade, 
in Ohio and Indiana; several accounts 
already open; nice compact line; no 
objection to non-conflicting line; write 
all details in first letter. Address ‘M., 
2634,” care J C-K. 





RETAIL jewelry manager; thoroughly 
familiar with all phases and opera- 
tions of a retail credit store; such as 
sales force management; credit and 
collection supervision; merchandising, 
etce.; excellent opportunity with good 
possibilities for right man; give com- 
plete information as to past experience 
and all pertinent facts concerning your 
capabilities, etc. Address “J., 2705,” 
care J C-K. 





EXPERIENCED salesman, now travel- 
ing Illinois, Iowa and Missouri, who 
has some established accounts to add 
to the over 200 accounts we now have 
in the territory; manufacturer of a 
well-known and advertised line of la- 
dies’ and men’s matched wedding a 
sets; men’s stone rings and diamon 
rings; liberal commission. Address 
“Circular 125,” Room 1415, Heyworth 
Building, Chicago 2. 





(Continued on page 290) 
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HELP WANTED—Continued 








(Continued from page 289) 





REPUTABLE, established manufacturer 
of ladies’ and men’s stone rings, smart, 
well priced, wants young salesman call 
on retail, credit, and chain stores, in 
Minnesota, Wisconsin, Iowa, parts 
North and South Dakota, Illinois; over 
250 satisfied accounts assure excellent 
income; must have car; will allow non- 
conflicting line; exceptional opportun- 
ity; give all details in strictest con- 
fidence; commission and drawing. Ad- 
dress “F., 2702,” care J C-K. 





JEWELRY factory, now employing about 
15 people, is desirous of employing a 
jeweler with 15 or more years’ experi- 
ence, and also with training in special 
order work, for developing good jewel- 
ry; the position carries a salary and 
an interest in the profits; excellent 
conditions throughout, with a future; 
old established firm; give information 
in detail in first letter, experience and 
where in the past employed. Address 
“V., 2614,” care J C-K. 





JEWELRY salesmen; manufacturer of 
distinctive gold filled men’s and ladies’ 
watch attachments, sold successfully 
through wholesalers for many years, 
now seeks direct representation to bet- 
ter retail jewelry and department 
stores, in all territories; please reply 
only if you have good following and 
now handle other non-conflicting jewel- 
ry lines; generous commission; write 
fully in confidence. Address “T., 2693,” 
care J C-K. 





LARGE and old established Swiss im- 
porter and ring manufacturer, selling 
direct to well-rated jewelers and de- 
partment stores, desires top notch rep- 
resentative to cover states of Texas, 
Louisiana, Mississippi, Arkansas and 
Oklahoma; must have following in 
above states and preferably live in ter- 
ritory; an unusual opportunity for the 
right man; give references, experience 
and other pertinent information in first 
letter; we will arrange interview. A. 
Hirsch Co., 35 E. Wacker Drive, Chi- 
cago 1, Ill. 





SALESMAN; with established follow- 
ing among retail and department 
stores for Pennsylvania and nearby 
states, to represent outstanding lines 
in jewelry, silver and clocks; please 
state past experiences and other es- 
sential details. Address “T., 2665,” 
care J C-K. 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
estabished Southern territory. Ad- 
dress “B., 595,” care J C-K. 





JEWELRY salesmen for Southeast, 
Southwest and West Coast needed 
by rapidly growing concern special- 
izing in custom-made jewelry; at- 
tractive proposition for men with 
experience and familiar with ter- 
ritory; write particulars, age, back- 
ground and present employment. 


Address “T., 2594.” care J C-K. 





WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
ppenings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jew- 


elry Company, Jacksonville, Fla. 





MANUFACTURER, since 1920, com- 
plete line better quality wedding 
rings, platinum mountings and full 
line of colored stone guard rings; 
requires representatives South, Mid- 
west and West for protected, estab- 
lished territory; write territory cov- 
ered, type accounts and reference. 


Address “A., 2422,” care J C-K. 





JEWELRY salesman for Mid-West and 
West Coast; unusual opportunity 
to take over active accounts, with 
distinctive and successful line of 
14K jewelry; must have connections 
in the finest retail and department 
stores; furnish references and ex- 
perience. Address “P., 2625,”’ care 
J C-K. 





SALESMAN; with following amongst 
retailers in Middle West, wanted by 
manufacturer of an extensive line 
of better quality of diamond 
mounted goods, such as diamond 
rings, diamond ring mountings, dia- 
amond attachments, watches, gold 
diamond bridal sets, etc.; handsome 
commission; all correspondence 
treated in strictest confidence. Ad- 


dress “L., 2696,” care J C-K. 





SALESMAN;; with good following 
amongst retail jewelers on West 
Coast and Northwest, wanted by 
manufacturers of important line of 
platinum diamond watches, dia- 
mond attachments, platinum dia- 
mond rings, ring sets, bunch rings, 
and other items; liberal commis- 
sions; all communications kept in 
strictest confidence. Address ‘“M., 


2697,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY factory and office, large fully 
equipped at 62 W. 47th St., New York 
City, for sale at reasonable price. Ad- 
dress “C., 2722,” care J C-K. 





JEWELRY and optical business in thriv- 
ing suburb of Chicago; have exclusive 
on all fine silver lines; inventory about 
$25,000. Address “Circular 133,’ Room 
1415, Heyworth Bldg., Chicago 2. 





MODERN jewelry; prosperous Oregon 
coast resort and industrial area, estab- 
lished 25 years by owner; retiring, 
$90,000 gross; sell for inventory; ap- 
proximately $50,000; $25,000 down. 
Address “V., 2666,” care J C-K. 





SMALL store, $3500, downtown gap 
Francisco; repairs enough for a speedy 
watchmaker, provides net income ; sale 
pay overhead. Address “E,, ‘957¢n 
eare J C-K. ’ 





aa 


PHOENIX, Arizona; established repair 
and special order shop, excellent repy. 
tation; midtown location ; with or with. 
out inventory; will sell for reasonable 
sum. Further details write, “B., 2257” 
care J C-K. , 





$$$ 


JEWELRY store, 100% location, Cingein. 
nati, Ohio; prewar lease; $15,000 for 
latest stock diamonds, watches, fixtures 
accounts receivable; terms; owner sell. 


ing on account ill health; unusual, 
Address “F., 2391,” care J C-K. 





tt Lars 


JEWELRY and silverware store, eastern 
Long Island, established 50 years; fine 
location, long lease; low rental; clean, 


nationally advertised stock; optica] 
room; plenty of repairs; requires about 
25,000. Address “E., 2649,” care 
J C-K. 





JEWELRY store for sale, $25,000; in- 
cludes inventory and fixtures; lease can 
be arranged on building; rebuilt 1941, 
19 x 90’, main street location; modern 
front; stoker heat; fine fixtures and 
equipment; Central North Carolina. 
Address “R., 2590,” care J C-K. 





ESTABLISHED jewelry store; in same 
family 65 years; leading jewelry store 
in city, with a fine reputation and do- 
ing a good business; situated in a fast 
growing Ohio city of 65,000 people with 
good surrounding territory. Address 
‘“T,, 2619,” care J C-K. 





PROFITABLE business, opportunity for 
skilled watchmaker, younger man, to 
buy established retail store; includes 
watches, jewelry and gifts; located in 
suburb of large Middle Western City; 
must have sales ability. Address “K,, 
2630,” care J C-K. 





JEWELRY plant; gold and platinum ring 
manufacturing factory; modern equip- 
ment; capable of turning out 1000 
rings per day; tremendous assortment 
of designs; leaving for Arizona; quick 
sale; no rent. Address “D., 2699,” 
care J C-K., 





JEWELRY store, long established, 50 
mile radius of Los Angeles; excellent 
cash, credit business; owner must Tre- 
tire because of health; very clean 
stock; all nationally advertised mer- 
chandise ; inventory about $8,500; home 
for rent, if desired. Address “E., 2607, 
care J C-K. 





JEWELRY store; finest location in south- 
western Virginia city of 10,000; cash 
and credit, doing over $35,000 annu- 
ally; store recently remodeled; has 
good, clean nationally advertised mer- 
chandise, some exclusive in territory ; 
priced for immediate sale; good rea- 
son for selling. Address “N., 2636, 
care J C-K. 








RETAIL jewelry store, long estab- 
lished; 100% location in Hemp- 
stead, L. I., N. Y.; an unusual op- 
portunity for right party; $100,000. 
Contact, Samuel W. Smith, Esq., 
305 Broadway, New York. 
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FOR SALE—Continued 
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BEAUTIFUL jewelry store in middle 
Tennessee industrial town; popula- 
tion around 13,000; all nationally 
advertised lines; excellent for chain 
or individual operation; good loca- 


tion and lease. Address “J., 2629,” 
care J C-K. 








AWELRY store, stock, fixtures; same 

gb 17 years; Florida, lower East 
Coast; excellent repairs; completely 
equipped shop; must sell due to injury ; 
wonderful opportunity for couple; de- 
tails furnished ; reasonable. Address 
“T,, 2410,” care J C-K. 





—_—_————————— 


JEWELRY store in fast growing city 
in Central Florida; Elgin, Longines 
and other nationally advertised 
lines; good repair department for 
two men; stock, fixtures approxi- 
mately, $22,500; owner hospital- 
ized for indefinite period. Address 
“C,, 2698.” care J C-K. 





FOR SALE; jewelry store and gift shop 
combined in center of city of 27,000 
population, in New England; to be sold 
for inventory; nationally advertised 
jewelry, watches, clocks, silverware and 
erystal; complete watch repair depart- 
ment; repairs enough for two men; 
owner retiring on account of ill health. 
Address “B., 2093,” care J C-K., 





wee 


JEWELRY store in one of Southern 
California’s fastest growing cities of 
over 40,000 population: one owner 16 
years, in same location, near Los An- 
geles; Hamilton, Elgin, Gruen and 
Parker franchises; new fixtures and 
clean up-to-date stock; store has ex- 
cellent reputation with mostly cash 
business; good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2540,” care J C-K. 





MOST beautiful jewelry and gift store 
in South Louisiana; located in town 
of 10,000; oil, rice, cane, cotton and 
fishing center; $15-25,000 will han- 
dle; two similar stores South Cen- 
tral Louisiana, $7500-$15,000 each; 
plenty repair work; consider some 
terms; sick and want to quit. Box 


354, Bunkie, La. 


ATTRACTIVE jewelry store, industrial 
city, northern New Jersey; modern 
fixtures; complete clean inventory; 
all nationally known merchandise; 
best location; fine repair business, 
cash and credit; established 11 
years; excellent reputation in com- 
munity; owner retiring; principals 
only. Address “L., 2633.” care 
J C-K. 





RETAIL jewelry store, excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
etc.; store enjoys excellent reputa- 
tion; low rental with eight-year 
lease; sacrifice for $25,000. Ad- 
dress “L., 1891,” care J C-K. 





FOR SALE; 30 year old retail jewelry 
firm; excellent reputation; located 
in the heart of the Berkshire Hills, 
Mass.; complete stock; all nationally 
advertised’ silver, watches,  ete.; 
modern interior, safes, office, watch 
repair department; excellent credit 
accounts; a leading jeweler in this 
county of 100,000 population, the 
opportunity of a lifetime’ can give 
any desired lease. Address “N., 


2588,” care J C-K. 








MODERN, jewelry store in Florida, 5000 
population; enough repairs for two 
watchmakers; in heart of rich citrus 
groves; five modern citrus plants, large 
box manufacturing plant, farm imple- 
ment manufacturing company; good 
payroll; modern fixtures; lease, stock, 
business; best of good will; $25 per 
month rent; new Watchmaster; every- 
thing, $6,000 cash. Address “M., 2684,” 
care J C-K, 





EXCELLENT, large, modern, well 
equipped office and show room, in- 
eluding large built-in Holmes pro- 
tected vault; in heart. of jewelry 
center, on 47th St., between Fifth 
and Sixth Aves.; opportunity seldom 
available for proper user. Inquire, 
A, Falik, 78 Canal St., New York 2, 
N. Y. Phone Walker 5-3537. 





MODERN jeweiry store: newest, finest 
and most up-to-date jewelry store in 
town; established 17 years; stock will 
invoice $15,000; furniture, fixtures, 
materials and supplies will invoice 
$10,000; will sell at invoice, $25,000; 
no dead stock, all new, nationally ad- 
vertised merchandise; store in a two- 
story brick building, with 4-room and 
bath up; will sell building, also for 
$25,000; store recently remodeled with 
all new furniture and fixtures and mod- 
ern lighting system, also glass door 
and aluminum awning; reason for sell- 
ing, want to retire. John F. Bankard, 
550 E. Main St., Alliance, Ohio. 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, 
machines, staking tools, etc. ; A 
Gallien, 220 W. Fifth St., Los Angeles 


13, Calif. 


cleaning 
P 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





IN A-1 shape; Peerless lathe, complete 
with 60 chucks, No. 1 to 62—five ce- 
ment chucks, slide rest, face plate, 3%” 
diameter; bezel chuck, 254” diameter, 
with three reversible pairs, $250. 
Laurent Laniel, 1571 Baxter dAve., 
Utica, N. Y. 





STORE closing; fixtures for sale, 
modern showcases, trays, wall cases, 
safe, register, typewriter, adding 
machine, etc.; will sell as unit or 
singly. H. Gelman, 908 Chestnut St., 
Philadelphia 7, Pa. 





NATIONAL Cash Register installment 
bookkeeping machine, now in use; this 
machine covers all transactions re- 
quired for operation of installment 
stores; present replacement cost $3850; 
asking price $750. Address “‘N., 2661,” 
care J C-K. 





ENGRAVING tools made of finest hard- 
ened steel, specially treated to hold cut- 
ting edge; can be sharpened on fine 
India stone; made in one size only, 
3/32 x 3/32 x 2% inches long; price 
75¢ each. Send money order to, W. W. 
aon 17 E. Sharon Ave., en 
Ohio. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 
post or express to any part of the 
United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





ASSOCIATE wanted for a business prop- 
osition; experienced watch strap sales- 
man with good connections; excellent 
opportunity. A. Lombardo, 4 Hanover 
Sq., New York, Whitehall 3-5296. 





AUCTION sales conducted in a digni- 
fied manner; references furnished. 
Cali or write, Morris Fair, 902 Gulf 
States Bldg., Dallas, Texas. 





WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





WANTED; East or Central Texas, entire 
or interest in profitable, reputable store, 
carrying nationally advertised lines; up 
to $15,000; confidential. Address “C., 
2605,” care J C-K. 





LICENSED, dispensing optician seeks 
concession in fairly active jewelry 
store; Metropolitan Area; preferably 
New York City. Address “A., 2707,” 
care J C-K. 





(Continued on page 292) 
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BUSINESS OPPORTUNITIES—Cont. 











(Continued from page 291) 





YOUNG, intelligent, business man, watch- 
maker, salesman, wants to invest ser- 
vices and 10 years’ of watch business 
experience; managership position con- 
sidered; resident of New* York City. 
Address “B., 2600,” care J C-K. 





ENGRAVER, diamond setter and jeweler, 
concession; desirable space available 
with old establishment, expanding New 
York City retail store; only first class 
work; for particulars address, “C., 
2586,” care J C-K. 





GORDON Bros., oldest and largest 
cash buyers of jewelry stores and 
surplus stocks; established 1903. 
18 Province St., Boston 8. Contact 
collect. Capital 7-1728. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers references fur- 
nished; stocks bought. Herman 
racine 386 Fulton St., Brooklyn, 





STORE wanted; would like to purchase 
a jewelry store, cash or credit type 
business, with good reputation and es- 
tablished following; must be within 75 
miles of New York, in New York state. 
Address “K., 2632,” care J C-K. 





AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, Seat- 
tle ; Noack - Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





AUCTIONEERS interested in liquidat- 
ing stocks profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience disposing of 
jewelry stocks; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 





WANT to buy or sell: our service en- 
dorsed by jewelers, wholesalers, 
newspapers and trust companies; 
we are agents for buyers and sellers 
with cash, also conduct profitable 
business-building sales and closeout 
sales; 25 years’ experience; tell us 
what you want in confidence; sur- 
vey furnished. Write for informa- 
tion, National: Sales Service, 408 


Olive St., St. Louis, Mo. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jew- 
elers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
eash for your entire store with or 
without fixtures; write for my prop- 
osition; *all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Ill. Dearborn 
1684. 





AUCTIONEERS V. C. Kelley and 
Harry Michelson; for over 20 years 
America’s most successful jewelry 
auctioneers; rich in experience, out- 
standing in ability; capable of han- 
dling the bigger stocks and the 
finer goods; and above all we 
possess the skill to get the most for 
your stock; recently sold over $250.- 
000 for the three following stores; 
Brackin Jewelry, Pensacola, Florida; 
Sterling Jewelry, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; best of references. Write or 
wire V. C. Kelley, 6956 N. Ashland 
Ave., Chicago, Ill. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 


WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a g0ing 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser. 
vices recently; no store too large 
or small to use this Service; write 
for competent appraisals and com. 
plete details without obligation, Me. 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi. 
cago, Ill. 


RMA ELI EOL EB AOS ECON IR a ME 
Wanted to Purchase 








SS 
= 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. T7th., Los 
Angeles, Calif. 





CLOSEOUTS wanted for premiums and 
bargain sales; jewelry novelties, clocks, 
watches, silverware—any quantities; 
send particulars or ship what you 
have for cash offer. Federal Traders, 
176 Federal St., Boston, Mass. 





HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, IIl. 











WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17, Mu 17-7748. 


SE OT TL NTE EE, TE ER 


Watch Work, etc., for 
the Trade 





a es 











WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





WATCH repairing; 26 years’ experience, 
prices very reasonable; prompt service; 
price list upon request; Ira M. Mul, 
1523 N. 8th St., Springfield, Ill. 





SPECIALIZING in repairing of chrono- 
graphs and all type watches for trade; 
guaranteed service. I. Altay, 22 W. 48 
St., New York 19, N. Y. 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 
WATCH repairing for the trade; all 

















work Watchmaster tested; price list on 
request; prompt service. Kenwood 
Watch & Jewelry, 402 E. 61st St, 
Chicago 37. 

icine 


LES KALMUS & Co., 1751-3 Mon- 
Vas ke New York 57, N. Y.; trade 
repairing since 1920; fast service; qual- 
ity work, timed on Western Electric 
Watchmaster; Holmes Protection. 








BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kunnel, 
29 W. 47th St., New York City. Phone 
Lu 2-3163. 





—_—---— 


RELIABLD trade watch repairing; rea- 
sonable prices; five to seven days’ ser- 
vice; 25 years’ experience. Paul Sche- 
— Catalpa Ave., Brooklyn 
a7, N. X. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SEND your chronographs to chronograph 
specialists; as little as $8 for complete 
overhauling; free estimates, fast ser- 
vice; all work guaranteed one year. 
Pilot Watch Co., 562 Fifth Ave., New 
York City. 





WATCH repairing for the trade; low 
prices and quick service; all work 
guaranteed and timed accurately on 
timing machine; price list on request. 
John G. Petras, 1439 Schofield Bldg., 
Cleveland 15, Ohio. 





WATCH repairing, for the discriminat- 
ing jeweler; weekly service; one 
year guarantee; electronically tested 
for accuracy and perfection; rea- 
sonable rates. Max Kinberg & Sons, 
1910 Arthur Ave., New York, N. Y. 
LU 3-5865. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





FOR the discriminating jeweler; cus- 
tomer satisfaction guaranteed with 
our watch repairs; ethical prices 
and honest work; 10-day delivery 
includes three day timing, plus 
Watchmaster check; further regu- 
lation seldom necessary for cus- 
tomer; monthly billing. Certified 
Master Watchmakers, 1604 22nd 
St., N. E., Canton, Ohio. 





IMPORTANT; your watch repairs; 
any make, any size watch accurately 
repaired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed; 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W. 
Canton, Ohio. 





TWENTY-FIVE years of experience in 
fine watch repairing; services in- 
clude repair on chronographs, vi- 
brate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery of three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 





TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experi- 
ence prove to you that you will get 
watch repairs of the highest quality; 
we are chronograph and repeater spe- 
cialists ; each watch is timed and tested 
on our Watchmaster before leaving the 
shop; member of the Jewelers Board of 
Trade; price list upon request; our 
work is good, we want you to know it: 
send us your trial order now. Perfect 
Watch Repair Service, 323 W. 5th St., 
Room 306, Los Angeles 13, Calif. 


RRNA NR A METS TNS 2S REL ELL LR NOLES ALLE. 


Special Order Work and 
Repairs for the Trade 











DIAMOND cutting; expert work; recut- 
cutting to size, repairs and repolishing. 
Jewel-Gem Co., Inc., 48-35 41st St., 
Long Island City 4. Stilwell 4-5665 
New York. 





FOUNTAIN pen and lighter repairing; 
experts on all makes; authorized ser- 
vice station Parker, Schaeffer, Water- 
man, Eversharp. Personal Pen Co., 
333 Washington St., Boston 8, Mass. 

















ENGRAVING trophies, silverware, jewel- 
ry; high grade workmanship; attrac- 
tive layout; prompt service. Arthur 
M. Schatz, 1016 N. Ft. Thomas Ave., 
Fort Thomas, Ky. Greater Cincinnati. 





BEADS of all kinds restrung by experts 
for the trade; reasonable prices and 
prompt service; bonded. Rankin’s Pearl 
House, Box 1384, Beaumont, Tex. 





ENGRAVING; for the trade; experienced 
craftsmen; quality workmanship; de- 
pendable service to out-of-town cus- 
tomers. Master Engraving Studio, 21 
E. Van Buren St., Chicago 5, Il. 





PEARLS and beads restrung; rosaries 
repaired by experts for the trade; 
right prices; prompt service; monthly 
billing. Woodman’s, 55B Eddy St, 
Providence, R. I. 





BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice ; can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, 
Pa., near Reading. 





MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your spe- 
cifications; free estimate; prompt ser- 
vice; satisfaction guaranteed. C. Merle 
Dubs, Manufacturing Jeweler, 231 
North St., Harrisburg, Pa. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 








To Let 








BENCH space available, in jewelry fac- 
tory, in Maiden Lane section, New 
York; light, clean shop; jewelers, dia- 
mond setters, etc. Box 906, Church 
St., New York 8. 








Miscellaneous 








JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach, 
Tutor, 302 Fifth Ave., New York. 
4-7572. 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15¢, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 
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WHICH DEPARTMENT TO PROMOTE— 


At this time when inflated operating expenses come up 
against a “dis-inflated” consumers’ market, it is increas- 
ingly important for the retailer to know exactly which 
of his departments are most profitable. At first blush, 
that might sound like a platitude. However, we have 
just completed a survey based upon a questionnaire 
asking jewelers what percentage of their 1948 business 
was done in each of six principal lines. 

We were amazed by the number of questionnaires 
returned with jewelers’ notations that they did not have 
records that would enable them to break down their 
volume by lines. What’s more, this admission was not 
confined to small stores! 

If jewelers don’t know these broad facts about their 
businesses, they can’t know the turnover on any line, 
they can’t reach an intelligent conclusion on the amount 
of store space, the volume of display, the share of 
advertising, the amount of effort which should be ap- 
plied to any particular line. In short, they can’t mer- 
chandise. And 1949 is going to be a tough year for 
“‘storekeepers,” those who don’t have records that show 
which lines are profitable and which lines are being 
“carried” by others. 


ANALYZE BEFORE YOU "ECONOMIZE" 


We can’t go along with the psychology of some re- 
tailers who consider an advertising expenditure as an 
investment when things are good and then label it a 
business expense when volume slows down. 

We were of the opinion that advertising had long 
since been proved as a business builder. Yet figures 
from Media Records supplied through The Lavenson 
Bureau of Advertising show that jewelry store adver- 
tising lineage in Philadelphia newspapers has dropped 
from 791 thousand lines in 1946 to 571 thousand lines 
in 1948—and the trend continues downward through 
the first two months of 1949! Such retrenchment and 
the type of reasoning that precedes it can only lead to 
a reduction in volume, a sharp break in the net 
profits of the retailer! 


PRICE CUTTING—A DANGER! 


The timeliness of the following statement made some 
years ago by U.S. Supreme Court Justice Brandeis makes 
it worthy of sober consideration at the moment. 

“The evil results of price-cutting are far-reaching. To 
sell a dollar watch for 67 cents injures both the manu- 
facturer and the regular dealer; because it tends to 
make the public believe that either the manufacturer’s 
or the dealer’s profits are ordinarily exorbitant; or, in 
other words, that the watch is not worth a dollar. 

“Such a cut necessarily impairs the reputation of the 
article, and by impairing reputation, lessens the demand. 
It may even destroy the manufacturer’s market.” 
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WE WANT THE TRUTH ON OUR Sipe 


There were doubts as to whether we would write this 
editorial—right .up to presstime. We questioned the 
judiciousness of thus dignifying the recently circulated 
anonymous chain letter which damned certain many. 
facturers for selling to Post Exchanges and Ship’s Ser. 
vice Stores. 

However, such a letter has so many dangerous poten- 
tialities we feel it our duty to broadcast a warning to 
those jewelers who might be tempted to reproduce and 
distribute it. Such activities might constitute a “fe. 
straint of trade,” and the laws of our land are quite 
clear on the publishing of a “black list” or even a “white 
list.” Neither is permissible. 

In addition to that, such slanderous allegations as 
are in the letter, would expose any distributor of such 
misinformation to the unhappy prospects of defending 
a suit for libel. For, the letter is packed with irre. 
sponsible accusations. 

One particularly loose statement is the one which sug. 
gests that the trade papers will do nothing to combat 
the competition of PX’s and Ship’s Stores, because they 
need the advertising of the manufacturers. 

As for THE JEWELERS’ CIRCULAR-KEYSTONE, we nail 
the above to the wall with the presentation in this issue 
of “That PX Problem,” a comprehensive study which is 
the result of our long and active interest in the subject. 
In preparing this, we took the care to seek the truth 
from those in positions of responsibility; the executives 
of jewelry manufacturing companies and Government 
agencies. For example, we include in the article on 
page 118 a letter from Colonel William H. Kendall, Chiel 
of the Army and Air Force Exchange Service, written 
especially for this JC-K presentation. Next month, we 
expect to have something from the Navy as the result 
of an exclusive interview with the Admiral in Charge 
of the Navy Ship’s Siore System. 

What is more, our integrity of approach to trade 
problems of this nature provides us with the opportunity 
to view them from many angles. For example, there is 
one question which we would like to project, ie, “I! 
the manufacturers of several trade-marked lines which 
are currently found in PX’s have not sold and do nol 
sell to the PX who, then, did sell these products to the 
PX? 

Here is a factor in the problem at hand—an element 
deserving an active interest by every ethical jeweler who 
wants to protect his business from the destructive effects 
of unethical sales by a few—perhaps a very few un 
scrupulous retailers! 
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new Aufurlatives 


in a superlative new watch band 


HADLEY “TRENT”’’ 


Ultra-Flex e¢ Ultra-Thin 
Expansion Watch Band 
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More than twice its own length, with even 
tension, light but firm grip. 





how thin it is! 


Far thinner and trimmer than the ordinary 
band. The thinnest made today! 





at the construction! 


Riveted for longer life. Hadley 
designs and makes ‘em troubleproof. 


AA ...look at that display tray 


Styled to trap the buyer’s eye in window or show 
case. Simple! Effective! Exclusively Hadley! 

Add to these plus-values the Hadley name for re- 
liable workmanship, and a healthy national adver- 
tising push and... well... better stock up now! 





NATIONALLY ADVERTISED FOR FATHER’S DAY! 


More than 6,000,000 advertising messages in generous space, in color, will 
promote the new Hadley “Trent” for Father's Day. Tie in with them in your local 
ads and displays! 
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THE HADLEY COMPANY PROVIDENCE, RHODE ISLAND 
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Join the march of smart jewelers ! join in with 
Community during this great promotion May 9-29 


A NEW HIGH IN MAGAZINE ADVERTISING LIKE THIS —reaching 
more than 112,000,000 people through 13 famous magazines— 
spotlighting ever-popular Community patterns, ever-trustworthy 


Community quality. 

A NEW HIGH IN FREE MERCHANDISING — specially designed 10 
tie your store to the industry-wide promotion, and to attract fo 
your counter profit-making Community sales. Write direct fo 
Community for displays, mailing pieces, and newspaper mats. 


During the Silver Parade—and all through the year —Community s up 
ghead in patterns, quality, popularity! 


COME ALONG WITH 


l) 


THE FINEST SILVERPLATE (J 


@€TRADE MARK OF ONEIDA. LTO. 








